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ABSTRACT
This study investigates what the Olympics could bring to the Chicago community, along with what
Chicago could bring to the Olympic Movement. Particular attention is dedicated to popular culture,
our area of interest, which has minimal Olympic research associated to it. Past Olympic Cities possess
a plethora of characteristics unique only to them, but also hold Olympic legacy requirements. As a
2016 applicant city, Chicago must look deeply into its current image, along with how it fits an
Olympic City image, in order to evaluate its potential in finding its Olympic soul. The research
method concentrates on desk studies and expert interviews involving the Olympics, the city of
Chicago and destination image. The interviewees include individuals within organizations that play a
pivotal role in formulating Chicago‘s image, either directly or indirectly, and its 2016 Olympic
possibility. Upon completion of an Olympic City Model and a current Chicago Image Portrayal
Model, results indicate that Chicago has the necessary steps and requirements in place and could be
ready for hosting the 2016 Olympics, adding its own distinctive touch to the Olympic legacy.
Key words: Olympics, Olympic City, Chicago, case study, popular culture, Olympic City Model,
Chicago‘s Current Image Portrayal Model
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CHAPTER 1: INTRODUCTION TO THE SOUL SEARCHING TOPIC
1.1: Introducing Chicago
Make no little plans. They have no magic to stir men‘s blood and probably will
themselves not be realized. Make big plans; aim high in hope and work,
remembering that a noble, logical diagram once recorded will not die, but long
after we are gone will be a living thing, asserting itself with ever-growing
insistency.
- Daniel H. Burnham
As cited in Chicago Metropolis 2020 (Johnson, 2001, p. 7)
In understanding American architect and city planner Daniel H. Burnham‘s vision, current plans in
Chicago are certainly by no means little. Burnham, notably known as the Director of Works of the
World‘s Columbian Exposition (World‘s Fair) of 1893 in Chicago, became synonymous with
rebuilding. After coordinating the largest World‘s Fair to date, he then became the principal author of
The Plan of Chicago of 1909, one of the most documented pieces in city planning history, influencing
how Chicagoans should shape their city and how they should envision urban life (Encyclopedia of
Chicago, 2007).
As the largest city in the state of the Illinois and in the Midwestern region of the United States,
Chicago has enjoyed a rich American history, full of multi-cultural influences leading it into the major
global city that it is today. Once known for gangsters and meat-packing, the city transformed into an
active and thriving metropolis. Rebuilding itself after the great fire of 1871, which devastated much of
the city, Chicago knows what it is to take on a challenge.
As a result of these past historical significances that turned into successes, it is no surprise that city
officials and civic leaders backed the city‘s submission to become one of the applicants to host the
2016 Olympic and Paralympic Games. They see this as a new and exciting challenge to further
develop and expand Chicago‘s global city image.

1.2: Background of Chicago’s Olympic Bid
The United States Olympic Committee (USOC) decided on April 17, 2007 that Chicago will represent
the country for the Olympic bid to host the 2016 summer Olympic Games (USOC, 2007a). The other
American cities that competed for the bid included Los Angeles and San Francisco in California,
Houston, Texas and Philadelphia, Pennsylvania. The Chicago bid became official when the USOC
submitted it to the International Olympic Committee (IOC) on September 4, 2007 (USOC, 2007b).
Other National Olympic Committees (NOC) that met the application deadline of September 13, 2007
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included Rio de Janeiro, Brazil; Madrid, Spain; Prague, Czech Republic; Tokyo, Japan; Baku,
Azerbaijan; and Doha, Qatar (IOC, 2007a). After the IOC announces the shortlist of the finalists in
June 2008, they will then announce their final decision for the host city on October 2, 2009 in
Copenhagen, Denmark.
Even though bids have been placed in the past, Chicago has never hosted the Games. The city actually
won the bid for the year 1904, but due to the World‘s Fair occurring in St. Louis, Missouri at the sa me
time, the Games were moved there to coincide with the Fair (GamesBids, 2007). There were also two
unsuccessful bids submitted for the 1952 and 1956 summer Olympic Games (IOC, 2007b). The last
summer Olympic Games held in the United States were in Atlanta, Georgia in 1996 and winter
Olympics in Salt Lake City, Utah in 2002.

1.3: Promoting Chicago and the Responsible Four Stakeholders
We took an interest in focusing on four key organizations that we believed had the highest degree of
involvement with the bid, both directly and indirectly. Direct relationships to the bid include Chicago
2016, the entity in charge of preparing and submitting the Olympic bid and World Sport Chicago
(WSC), an organization that works with Chicago 2016, but ultimately promotes sporting competitions,
both amateur and international, in Chicago. Indirect relationships include the two governmental
agencies in charge of marketing the city of Chicago at a local level, the Chicago Office of Tourism
(COT), and at a state level, the Illinois Bureau of Tourism (IBOT). Even though these latter two
offices are not connected to the Olympic process, they still have a function of supporting Chicago‘s
opportunities and are interested in its image portrayal. There are other local and civic organizations
that have involvement with the promotion of the city, but we considered the previously mentioned
four entities to be the most significant.
Each office has different and varying degrees of responsibilities; however, there is a common interest
in each to promote Chicago, whether it is for attracting the Olympics, sporting events or leisure
tourists. Since this shared interest in promoting Chicago, and its Olympic bid possibility, to the world
is shared by all, these four organizations are considered to be the primary stakeholders in this study.

1.4: Event Experience and Community Support
Ever since the announcement of Chicago officially representing the American bid for the 2016
Olympics, the city has been fully aware that any recent event they host and its performance will be
under scrutiny and given much attention, knowing that the IOC is more than likely watching.
Chicago hosted the AIBA (International Boxing Association) World Boxing Championships from
October 23 – November 3, 2007, where the world‘s top amateur boxers competed for qualifying
positions in the 2008 Olympics in Beijing, China. IOC President Dr. Jacques Rogge attended the
Championships, along with several other IOC board members in support of the tournament, not
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because of Chicago‘s Olympic bid. The news stories and feedback that resulted were mainly positive.
The only negative drawbacks were the disappearance of three boxers and that two other boxers were
caught shoplifting in a downtown department store. However, IOC board member and President of the
AIBA, Ching-kuo Wu, was impressed with Chicago. Even though he was there for the Boxing
Championships he left with a favorable impression of the city by stating:
I look at the organizing capabilities and the also the people in Chicago and the
city of Chicago. You have an excellent mayor to support sporting events, you
have a strong business community supporting sporting events, you have the
people who like the sports. I think, added together, it is a very ideal city (Bergen
& Hersh, 2007).
Ching-kuo Wu also said, ―[c]ertainly, I want to support the best, and I think Chicago has convinced
me they are, up to now, really the best city for me‖ and also cited the boisterous support from the
diverse ethnic communities, the high quality of food and lodging, the promptness of athlete shuttle
buses, the assistance on visas and the pool of 1,500 volunteers (Bergen & Hersh, 2007). The city of
Chicago was also proud to note that this event was pulled together in six months, rather than the
typical two years, due to a last minute change in the site location. IOC President Dr. Jacques Rogge
also spoke during this time about the Olympic Movement and its key elements. He gave his ideas of
what would make for a successful bid to the IOC, which included leaving a lasting Olympic legacy in
the host city, strong partnerships between business and sport, emphasis on youth athletics, along with
economic and environmental improvements (Bergen, 2007). No indications of his current thoughts of
Chicago were addressed since this kind of speaking would be considered unfair and improper to
discuss at this stage of the process. The only inclination to the Olympics was implied when he stated
that he was sure Chicago‘s Mayor Daley knew of the significance of October 2009 (when the winning
city is revealed) and said, ―Mr. Mayor, to judge by your eloquence, you do not have to train anymore,
not like the athletes do. You are ready‖ for that date (Bergen, 2007).
From July 15 – 22, 2006, Chicago was the site of the Gay Games VII. Originally called the Gay
Olympics, the Gay Games have turned into a massive event organized by the LGBT (lesbian, gay,
bisexual and transgender/transsexual) community, consisting of a sports and cultural program,
allowing anyone to participate, regardless of orientation (Federation of Gay Games, 2007). Like the
AIBA World Boxing Championships, the Chicago Gay Games organizing committee did not have the
typical five years to prepare for the event; instead they pulled together the event in only three year s.
Co-President of the Federation of Gay Games, Roberto Mantaci, stated that:
Chicago truly welcomed the Gay Games and its participants. We had tremendous
support from the city, sponsors and volunteers, as well as the board and staff of
Chicago Games, Inc. Participants enjoyed the overall experience of the
competitions and performances, as well as spending time in this beautiful and
vibrant city (Federation of Gay Games, 2006).
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A reoccurring, annual event is the Chicago Marathon. It celebrated its 30 th year of establishment in
2007, growing from 4,200 runners in 1977 to a record 45,000 in 2007 (Chicago Marathon, 2007a).
The Marathon is held in early October, when the weather conditions are typically temperate. However,
2007‘s Marathon, held on October 7th, was during abnormal, extreme heat conditions and as a result,
the course was closed for the first time in its history after about three and a half hours. Individuals
were still able to finish, however. Several repercussions resulted because of the heat, such as
hospitalizations due to dehydration and lack of enough available water for the runners. Consequently,
many news stories and individuals were quick to connect these issues to the Olympic bid in progress.
Several questioned Chicago‘s planning capabilities, as a result.
The community has rallied behind events, particularly sporting ones, and will do the same for any
future undertakings as well. Residents have actively taken part, either as event attendees or volunteers,
of these events. They also voice their support, even though there may be strong oppositions in several
cases, and look to promote their city through hosting major events.

1.5: Our Interest in the Issue
Since the announcement of Chicago officially representing the American Olympic bid wa s in the
spring of 2007, it came at an ideal time during the thesis development plans. Having one author born
and raised just outside Chicago and the other having the opportunity to visit the city for the first time
in the fall of 2007, made it an even more attractive topic.
The concept of a mega-event or hallmark event, like the Olympics, was also considered particularly
fascinating to research, due to the vastness of the event itself with so many stages. The requirements
and measures that lead up to the end result, the carrying out of the event itself, along with the
consequences and impacts left on the location, all display the enormity of such an occasion.
Furthermore, the marketing efforts involved throughout the entire process play such a crucial aspect in
the development of the city, both in terms of its physical landscape and also the destination image
building process.
Since we initially came into the study with the perception that Chicago‘s image may be saturated by
its crime and gangster history, we were interested in seeing if the Olympics could have the influence
to alter its current image. Chicago‘s image that is displayed to the entire world may be one of an
unsafe city, one of the World Champion Chicago Bulls basketball team with Michael Jordan, or
perhaps one of acknowledgement through a popular culture reference. The perception of a person or a
place can constantly change or be swayed by the mediums of television and film, even music and
literature can affect it. Since we were particularly interested in the views that modern day individuals
form and their everyday cultural influences, Chicago‘s popular culture connections were of most
interest to us. Therefore, taking into consideration the Olympic Movement and the power that is has to
shape cities and the world today, we were intrigued to investigate if this could affect Chicago‘s future
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reputation and image. Such was the case with Sydney after it hosted the 2000 Summer Olympic
Games. Brown (2000, p. 88) noted that Australia‘s tourism industry ―was hailed by the IOC Director
of Marketing as a model for other host countries, offering a legacy for the Olympic Movement‖ and
―that no other national tourist office has taken advantage of hosting the Games to the same level.‖ The
Managing Director of the Australian Tourist Commission also claimed that the Games forever
changed the way the world sees Australia and that the country‘s international tourism brand had been
advanced by ten years (Morse, 2001 as cited in Brown, Chalip, Jago & Mules, 2002). Sydney is now
known as a top event city. Getz (2005, p. 140) states that it is ―ranked as the world‘s top international
convention city, and no doubt the 2000 Summer Olympics helped to secure that enviable position.‖ As
a result of hosting the Olympics, cities become more known on a global level, aiding in the production
of an 87% average international awareness (Anholt, 2006). The exposure following the hosting of the
Olympics, along with the possibilities within the tourism and business industries, allows the host cities
to feel many effects of the Olympics on its image in the years leading up the Games and the numerous
years to follow.
We believe that the Olympic Games are undeniably part of today‘s popular culture, particularly for
three reasons. First, sport is a main element that the Olympic Games revolve around and sport is also
an indisputable element of popular culture. Secondly, many athletes, particularly Olympic participants,
are considered celebrities nowadays, with the general public interested in almost every part of their
lives. As a result, they have become a type of a popular culture icon, instead of being just a
professional athlete. David Beckham and Michael Jordan became internationally known ―brands‖
outside of the world of sports through different commercial advertisements and endorsements, such as
McDonald‘s, Nike, Adidas, various clothing lines, sports drinks and participation in reality shows, for
instance. Thirdly, the Olympic Games are a global mass media event. The number of television
viewers significantly outnumbers the attendees at the Olympic events. This huge media exposure of
the Games makes them a powerful brand today, desirable by both the host city and the sponsors.
The influence and the reach of the popular culture mediums and icons nowadays are exceedingly
growing, thereby, making it a more useful and beneficial area to study. Since the Olympic Games are
an element of popular culture today, we are curious to see how the Olympic concept could work handin-hand with Chicago‘s popular culture aspects. However, we are interested in all facets of the Games
and their potential influence on a host city. Since this study is taking place prior to the hosting of the
2016 Olympics, as well as before the host city has been officially named, we are not looking to predict
any outcomes of these Games.
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CHAPTER 2: IN SEARCH OF THE OLYMPIC CITY
2.1: Initial Research on the Olympic Games
In order to become familiar with the concept of the Olympic Games, we conducted extensive research 1
on this topic. Initially, it was clear that the Olympic Games are a well-researched phenomenon. A
search engine for scholars2 yielded 45,800 hits in various forms of academic writings for the key
words ―Olympic Games.‖ Additionally, a number of these sources‘ bibliographies were consulted in
order to gain a better perspective on what has been done in the field. The insight into previous research
that resulted from this exploration confirmed that there has been limited research into what
characteristics comprise an Olympic City. Understandably, all cities that hosted the Games in the past
are considered to be Olympic Cites. However, the generic definition of what an Olympic City should
posses in order to be classified as such was lacking in the reviewed literature. It was intriguing that
this aspect is still undeveloped, given the enormity of Olympic literature and global attention placed
on this event.

2.2: The Literature Screening and its Division of Categories
The initial research made it evident that the Olympic Games are nowadays much more than a sporting
event. Today, the Games are first and foremost a mega-event, an occurrence that is considered to be
generally beneficial in several ways for the host community, agreed by the majority of academia, the
business world and general public. Although there are opponents that stress having the Games can
yield serious negative effects on the host community, the Olympics are still globally desired and
considered to certainly boost urban and cultural renewal of the host destination.
The Olympic Games are no longer – if they ever were – just a sporting event:
they are also a cultural, political and economic phenomenon. Particular interests
see them as a media event, a tourism attraction, a marketing opportunity, a
catalyst for urban development and renewal, a city image creator and booster, a
vehicle for ‗sport for all‘ campaigns, an inspiration for youth and a force for
peace and international understanding (Toohey & Veal, 2000, p. 4).
While exploring the phenomenon of the Olympic Games through existing literature, the focus was to
determine what, and to which extent, has been researched in the connection to it. After this literature
screening, we categorized the main areas of the research into eleven categories that have been studied
and published. The first nine categories formed the understanding of what comprise an Olympic City.
The remaining two categories encompassed these nine categories, but were isolated due to their nature
and source. Two tables, which are presented below, give an overview of this literature screening.
1
2

For a detailed methodology, please refer to Chapter 3: The Stages of the Search Process.
A Google Scholar search conducted on May 31, 2007
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Table 1a presents the nine categories and Table 1b, presented on page 18, presents the remaining two
supplementary categories, official Olympic documentation and case studies. Refer to Section 3.2 for a
more detailed methodology of this step in the process. The main goal while reviewing these sources
was to find out the main topic of interest, place it into a respective category listing and to obtain recent
data on each category. The following two Tables also provide the resulted number of hits and
reviewed sources.3 Appendix 1 displays the entire reference list of sources affiliated to each category.

Categories

Search
Words

Initial
Results

Recent
Results

Number
of
Reviewed
Articles

Culture

―Olympics‖
―Culture‖

21,100

8,730

14

Popular
culture

―Olympics‖
―Popular
Culture‖

6,890

3,110

15

Urban
Development

―Olympics‖
―Urban
Development‖

4,150

1,530

35

Destination
Image

―Olympics‖
―Destination
Image‖

232

141

55

Economic
Aspects

―Olympics‖
―Economics‖

10,100

3,930

46

Political
Aspects

―Olympics‖
―Politics‖

15,600

6,290

19

Social Aspects

―Olympics‖
―Social‖

24,900

10,800

23

Sport

―Olympics‖
―Sport‖

14,900

6,180

11

Event Studies

―Olympics‖
―Event
Studies‖

100

46

32

History

―Olympics‖
―History‖

35,100

12,000
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Main Topics of Interest
Culture, a characteristic of modern OG;
Olympism, Olympic Culture, the Cultural
Olympiad; culture of the host cities.
OG in popular culture; mass media and OG;
how OG impacts the host city‘s popular
culture, sport as an element of popular
culture
The games as a catalyst of urban
development, new architecture,
infrastructure, effects on real estate market.
How the Games affect the destination image
of the host city; difficulties with measuring
effects of the Games; experience of
previous host cities.
Cost of organizing the Games, public vs.
private funding; potential economic
benefits; sponsors; the Games as an initiator
of economic renewal.
The involvement of the locals; regional and
national governments; public interests;
integration issues; creation of new jobs.
Potential benefits for the locals, creation of
jobs and housing; involvement of the local
residents; further implications on the host
community; sport as a way to social
mobility.
Sport culture; sport as a cultural
phenomenon; team sports and team
building; carrier of the athletes; physical
and mental health of athletes; sport injuries;
sport development; sport equipment; sport
psychology.
Organizational matters (planning, logistic,
management); how an event should be
organized and potential problems; previous
experiences; impacts of mega-events on a
host community; Olympic Sponsorship;
Stakeholders.
History of the ancient and the modern
Olympic Games

Table 1a: Summary of Literature Screening

3

The number of total hits, along with recent (from the past five years) sources, resulted from on-line research conducted on
November 5, 2007. These numbers constantly change and differ from day-to-day.
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2.2.1: Culture 4
A significant body of literature addressed culture as an important characteristic of the modern Olympic
Games. Sport is no longer the only focal point in the Games. The IOC stresses the importance of
combining the Olympics with cultural aspects for such a mega-event. The Games are considered as a
―convergence of sport, culture and education‖ (IOC Cultural Commission, 2000). Olympic Movement5
literature displays the strength of the Olympic Culture. Concepts like Cultural Olympiad and
Olympism6 are covered in detail in IOC documentation. Olympic Studies became an integral part of
curriculum for many universities. Another reoccurring topic was the local culture of the host city and
intercultural communication that is necessary when organizing the Games. Sport culture, as a
symbiosis of sport and culture and cultural symbols in sport, were also often addressed.
The connection between the Olympic Games and different elements of popular culture, 7 such as
movies, music and literature was found to have little coverage in the literature. However, the
relationship between the mass media and the Olympic Games was more commonly found. This is in
part due to the Games being such as a mass media event; receiving significant media exposure and
becoming more and more a living-room spectacle (see e.g. Rothenbuhler, 1988).

2.2.2: Urban Development 8
Urban development was one of the most researched categories (see e.g. Davies, 2006; García, 2006;
Knotts & Haspel, 2006; Gospodini, 2006; Harvey, 1989). It is believed that the Games act as a
powerful catalyst of urban development (see e.g. Evans, 1995; Getz, 1991; 1997; Hall, 1990; 1992;
Hodges & Hall, 1996; Hughes, 1993; Kaspar, 1987, Law, 1993, Light, 1996; Mihalik, 1994; Roche.
1994; Spilling, 1996, as cited in Brown et. al., 2002). These particular sources discussed how the
Games are used to initiate urban development, especially in the post-industrialization phase. Also,
how mega-events can lead to urban development in the former centers of industry and as a solution for
the problems of de-industrialization was studied.

4

The search with ―Olympics‖ and ―culture‖ resulted in 21,100 hits, of which 8,730 were recent sources. The number of
sources that were reviewed in full was 14.
5
―The Olympic Movement is the concerted, organized, universal and permanent action, carried out under the supreme
authority of the IOC, of all individuals and entities who are inspired by the values of Olympism. It covers the five
continents. It reaches its peak with the bringing together of the world‘s athletes at the great sports festival, the Olympic
Games. Its symbol is five interlaced rings‖ (IOC Olympic Charter, 2007, p. 11).
6
―Olympism is a philosophy of life, exalting and combining in a balanced whole the qualities of body, will and mind.
Blending sport with culture and education, Olympism seeks to create a way of life based on the joy of effort, the
educational value of good example and respect for universal fundamental ethical principles. The goal of Olympism is to
place sport at the service of the harmonious development of man, with a view to promoting a peaceful society concerned
with the preservation of human dignity‖ (IOC Olympic Charter, 2007, p. 11).
7
The search with ―Olympics‖ and ―popular culture‖ resulted in 6,890 hits, of which 3,110 were recent sources. The
number of sources that were reviewed in full was 15.
8
The search with ―Olympics‖ and ―urban development‖ resulted in 4,150 hits, of which 1,530 were recent sources. The
number of sources there were reviewed in full was 35.
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Architectural articles dealt with studies on new architecture, particularly on the projecting and actual
erection of facilities related to the Olympic Games, such as arenas, the Olympic Village, media centers
and supporting facilities. Another prevalent subject matter was the rejuvenation of existing
architecture and how the Games can contribute to the renewal of certain parts of the host city.
Explorations about landmarks, construction of buildings that will stay as a legacy to the Olympic
Movement, were also present.
Since infrastructural issues have great importance for all cities that are hosting or aspiring to host the
Games, a significant amount of research on this topic has been done. Analysis of existing capacities
and potential improvements of the infrastructure, with a special focus on transportation issues, were
points of interest. The transportation issue was mainly investigated from two aspects. First, how to
physically get to the host city and location; and secondly, what are the means of transportation in the
city and how will the participants and viewers be transported from one venue to another.
Since previous experience showed that investments made during the preparation for the Games affect
the local real estate markets, this was also covered in the literature. For instance, studies into
increasing the prices in the neighborhoods close to Olympic venues, making it more desirable to live
near, were explored.

2.2.3: Destination Image 9
The literature on destination image covered how the image of a city is altered and affected by hosting
the Olympics, along with the marketing implications and enhancements done as a result of the Games.
Topics covered in this category include a description of the factors that positively affect the
destination image (see e.g. Anholt, 2006; Whitelegg, 2000) and the Games‘ involvement in this
destination image change for the host city (see e.g. Backman et. al., 1995; Burn, Hatch & Mules,
1986; Hall, 1990; 1992; 1996; Kaspar, 1987; Ritchie, 1984; Ritchie & Smith, 1991; Roche, 1994;
Travis & Croize, 1987; Wells, 1994; Witt, 1988, as cited in Brown et. al., 2002). In addition, the
impacts and difficulties of the Games measured through time were also discussed.
Since research showed that even if a contender city had an unsuccessful bid, it can still have some
impact to the destination image of the city. Thus, the bidding procedure has proven to be an interesting
research topic, since it creates an opportunity for destination promotion and image enhancement.

9

The search with ―Olympics‖ and ―destination image‖ resulted in 232 hits, of which 141 were recent sources. The number
of sources reviewed in full was 55.
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2.2.4: Economic Aspects 10
Economic aspects of the Olympics were another heavily researched topic. This is understandable since
the positive economic impacts are considered to be one of the most important benefits that the Games
can bring to the host city. Aspects covered in the literature range from the economic side of the
bidding procedure and conditions for fulfilling the IOC requirements, to the ways of evaluating if the
previous Games were an economic success or failure. For instance, the Los Angeles Games in 1984
were considered a financial success in comparison to Montreal in 1976, which were a failure from the
financial stand point. Measuring the benefits and the costs of the Olympic Games caused a lot of
discussion in academia. Therefore, topics concerned with the costs of organizing the Games and the
ways to pay for them are of great importance and largely presented in the literature. This is the case
with the public versus private funding issue of the Olympics. In Europe, the Games are heavily funded
publicly and in the United States, they are almost exclusively privately funded. Research consisted of
visibility studies, analysis of different approaches in funding the Games, who is taking the risks and
how the profit is shared.
Creation of new jobs is one of the most desired economic benefits, so there was a significant amount
of research on how many new jobs, what kind of jobs will be or are created while organizing the
Games, and how will that affect the local economy at the present moment and in the long run (see e.g.
Burns, Hatch & Mules, 1986; Faulkner, 1993; Getz, 1991; Goeldner & Long, 1987; Hall, 1990; 1992;
Kang & Perdue, 1994; Light, 1996; McCann & Thompson, 1992; Mules & Faulkner, 1996; Murphy &
Carmichael, 1991; Ritchie, 1984; 1996; Witt, 1988, as cited in Brown et. al., 2002) The different ways
in which the economic effects can be measured are explored in detail. However, there are many
conflicted views on how exactly the benefits or impacts of mega-events should be evaluated.
The role of sponsors, another topic largely covered, is huge today since they are considered to be key
stakeholders in organizing the Games and their influence raises several discussions as well. For
instance, the sponsors‘ involvement in turning the Games into a corporate event and the sponsors‘
power to attract the Olympics to a host community, were largely present in the literature screening.
Such was the case with the Atlanta Games in 1996 and Coca-Cola, which received much negative
publicity because of over-commercialization of the event (see e.g. Essex & Chalkley, 1998; Farrell &
Frame, 1997).

2.2.5: Political Aspects 11
The involvement of local, regional and national governments in the Olympic pursuit process, and the
support needed from the government officials in order to fully succeed with the Games, were two of
10
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the heavily covered topics in this category. Public interests and how to protect them were also
important matters.
Benefits that the Games can bring to the host destination are numerous, so issues that deal with these
potential benefits were also covered in detail. Consequently, questions about integration issues,
creation of new jobs, how the public investment affects the employment rate, the kinds of jobs that are
created and how the hosting of the Games affects the quality of living for the local residents, were also
prevalent.
Diplomatic relations between countries, research on how the Games are used in connection to global,
political relations (such as the speculation that the some of the United States athletes will boycott the
2008 Games in Beijing because of disagreeing with the political regime in China) were other aspects
covered in the literature. In addition, focus was placed on the analysis of political regimes in countries
that are hosting or bidding for the Olympics and how the Games are used for sending the message to
the world (such as the 2008 Beijing Games) and promotion at the international, political scene (see
e.g. Black & Bazansons, 2004).
Legislation (international and national rules, along with regulations of the Olympic Committees), a
―host nation bias,‖ studies of ―equal chances‖ for different nationalities, lobbying and corruption, how
the population size and economic resources of a country correlates to the medals that are won in the
Games, are some of the others questions researched.
Also represented in the literature screening were the issues of gender and racial equality. It was found
that the role of women in the Olympic is present and an important issue, demonstrating that the Games
are changing the role of women in modern society.
Finally, the Olympic Games being a corporate event, was present in this category as well. Discussion
on political aspects of how the Games are becoming more and more closed to general public and more
so an event for the sponsors and officials was also significant.

2.2.6: Social Aspects 12
Potential benefits of hosting the Games for the locals were explored in the literature, along with the
impacts from the investments in the infrastructure and urban renewal of the host community.
Furthermore, erections of Olympic structures, that are meant to stay as a lasting legacy of the Games,
were explored in the existing body of knowledge (see e.g Muñoz, 2006). These erections are used as
symbols to boost the local pride and more practically, and as accommodation for the less privileged
individuals of the society after the Games. Additionally, the Olympics are expected to help resolve
existing problems in a host community, create employment, help the integration, improve the
12

The search with ―Olympics‖ and ―social aspects‖ resulted in 24,900 hits, of which 10,800 were recent sources. The
number of sources reviewed in full was 23.
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infrastructure and improve the living standards. According to the existing literature, besides the
immediate impacts, further implications on the host community and the potential change in societal
values and way of living, are possible after the hosting the Olympic Games. Involvement of the local
residents was one of the topics that were often brought up in connection to this field. Other ideas of
interest included research on volunteering, why people get involved and how the Games can boost
local and national pride (see e.g. Waitt, 2003).

2.2.7: Sport 13
The topics covered in this category involved the actual sporting aspects of the Olympic Games. For
example, the different sports, the rules of refereeing/judging and other technical aspects of different
sport disciplines. Sciences like sociology, psychology and ethics incorporate sport in their basic field
of interest. Sport culture, sport as a cultural phenomenon, team building, carriers of the athletes,
positive and negative aspects of being an elite athlete, physical and mental health of athletes, sport
injuries, sport development, sport equipment, sport psychology, sport as a way to social mobility,
motivation of athletes and doping problems, were all covered (see e.g. Masteralexis, P., Barr, C. A. &
Hums, M. A., 1998).

2.2.8: Event Studies 14
The World‘s Fair and the Olympic Games are the two largest international events. The Olympic
Games, as a mega-event, have been studied from many different perspectives, such as its
organizational matters, planning, logistical aspects and management issues (see e.g. Brown, 2000;
Burbank, Andranovich & Heying, 2001; Getz, 1991; 1998; Hall, 1987, 1992). Previous experience and
lessons learned from past Games show how mega-events should be organized and what are the
important aspects of such an event. Potential problems and difficulties with an event like the Olympics
have been researched by many. Various impacts of mega-events on a host community were another
matter that raised much interest. The majority of research stressed the huge potential benefits for the
host cities of these mega-events. However, there was also research that pointed out negative impacts.

2.2.9: History 15
History was the one of the social sciences that stood out in comparison to others. This category
contained studies that took into consideration the past historical significance of the Olympics, in
particular what it used to stand for and the changes that have occurred in recent years. Other areas of
interest of this research were the comparisons between the ancient Games and the modern Games, the
13
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revival and detailed history of the modern Games, the chronology of modern Olympic Games, the
history of different sports, the development of various sport disciplines, predictions for the future of
the Olympic Games, future developments, Olympic philosophy and the Olympic legacy (see e.g.
Guttman, 2002; Swaddling, 2000; Toohey & Veal, 2000).

Categories
Official
Olympic
Documentation
Case Studies

Search
Words
―Olympics‖
―Olympic
Committee‖
―Olympic
City‖
―Case
Studies‖

Initial
Results

Recent
Results

Number
of
Reviewed
Articles

Main Topics of Interest

9,130

3,710

25

IOC Official reports; regulations and rules;
statistical data.

11,000

4,300

36

Reports from previous Olympic Games,
experience of the previous host cities.

Table 1b: Summary of Literature Screening

2.3. Official Olympic Documentation 16
In addition to the previously mentioned literature, we also studied official Olympic documentation
provided by the IOC. The IOC gives accurate and precise information regarding the Olympics on
different topics connected to the Games, including the history of the modern Olympic Games, along
with an overview of all previous Games (such as host cites, dates, number of participants, medals and
sport disciplines, innovations, greatest achievements and records). Regulations and standards provided
by the IOC were placed in this category, as well as official reports from NOCs and the IOC from past
Games.
The research on athletes‘ health and numerous studies by different health organizations and the IOC,
explored how preparations for participating in the Games affects the athlete‘s physical and mental
health. Drug misuse and doping control in sport and research, on the negative effects of doping, how
to prevent it and control it, were also points of interest in this field of research.

2.4. Case Studies17
Further research has been done investigating the existing case studies on previous Olympic Games.
Special interest has been placed into this category due to its case study nature. Over the years a
significant number of case studies have accumulated, exploring and describing different aspects of
various Olympic Games. We focused mainly on the four most recent summer Games: Athens (2004),
Sydney (2000), Atlanta (1996) and Barcelona (1992). As a result, additional searches were done by
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exploring the official Web sites of these past Olympic Games and searching for articles with the key
words ―Olympics,‖ ―Athens,‖ ―Sydney,‖ ―Atlanta‖ and ―Barcelona.‖
The majority of the reviewed cases referred to the Sydney Olympics because they were considered as
one of the most successful modern Games and was well-researched in connection to many different
aspects. The 1992 Barcelona Games were also considered to be a good example. Since it takes time
for research to accumulate and get published, there were not that many case studies in connection to
the most recent Olympics in Athens in 2004.
The topics of presented case studies varied greatly from failed bids, economic and social impacts to
gender and equality issues. As a result, these articles and books were classified under other categories
as well. The main points of interest were the actual experiences of previous host cities and lessons
learned from organizing the Games. These case studies helped in the effort to find the reoccurring
issues through time and with different host, making it possible to evaluate which features are more
vital for obtaining and hosting the Games than others. Finally, they served as inspiration for
conducting our own case study research on Chicago.

2.5: Concluding the Olympic City Search
Aspiring to gain a better understanding on all aspects of the Olympic Games, effort was placed on
researching as much as possible about the Games and the many different contexts that the Olympic
Games are placed into. The nine categories presented earlier reflected the main points of interest in
connection to the Olympics. However, it should be noted that this categorization was, to a certain
extent, a synthetic creation since it would be difficult to distinctly classify the existing literature from
topics that are complex and interdisciplinary in nature. As a result, these categories overlap each other
in several of the reviewed sources.
The philosophies of the Olympic cultural aspects, such as the Olympism concept, were mainly stressed
solely by the official IOC documentation and not as thoroughly in other research sources. This
representation displayed the Olympic Games‘ importance by the IOC officials, but not as much in the
scholarly world. On the other hand, a large amount of academic research has been shown in other
topics such as urban and economic renewal in connection to the Olympic Games. Academic articles
concerning the improvement of living conditions for the locals were another heavily researched
benefit, as was the promotion of the destination image internationally. One of the least researched
aspects was popular culture and the Olympic Games. Focused research on how the Games can
influence the popular culture of the destination and what popular culture can do for the Olympic
legacy, was lacking.
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2.6: Development of a Destination Image
Chicago, as the case study, requires a current image portrayal in order to see its fit as an Olympic City.
An understanding of how a destination image develops is needed before this is presented. There are
many varieties of factors that influence and have the power to shape and form an image, specifically a
destination image. Looking at tourists, in particular, they have a wide amount of sources to be
influenced by and to take into consideration for their destination choice. There are projected images
that tourist organizations, advertisements and other commercial sources provide, and also organic
sources, such as popular culture, media, literature and other non-tourist sources that convey
information to the individuals (Selby & Morgan, 1996).
Due to the nature of destinations and tourism products as services, and not physical, tangible goo ds,
they can only often compete via images (Pike, 2004). This portrayed image is often the only way to
compete and stand out against other destinations. Therefore, physical objects, such as brochures, Web
sites, actual pictures and media portrayals are the forms of evidence of a destination (Pike, 2004). The
intangibility of tourism services hinders image assessment, since it depends on invisible elements of
pre-visit selection and a pre-taste of the destination (Fakeye & Crompton, 1991 as cited in Gallarza,
Gil & Calderón, 2001). Since there are so many different varieties of these sources presented to the
public today, it is understandable that many individuals can be confused and overwhelmed by these
forms of advertising and marketing. Often an image can be created and constructed from a small
amount of knowledge or by hearing just one aspect of that destination.

2.6.1: Difficulty in Changing a Destination’s Image
Once an image has been formed, it is often difficult to change. There may be preconceived notions
that a specific destination has a particular image associated to it; however, the actual image may be
incorrect or completely outdated. Depending on the nature of the source used for information, a
stereotype is often engraved in one‘s mind. Gartner finds that the larger the entity, the more slowly its
image changes (1993). If one is to trust Gartner on this matter, it will definitely take some time for
Chicago‘s image to be altered.

2.6.2: Strategies to Improve a Destination’s Image
Since many cities and their respective tourism promoting organizations have constant struggles with
branding and marketing messages, the true essence of a city is often misconstrued or misrepresented.
Often mixed signals are sent out due to the attempt to portray too many messages. This could
potentially lead to an unclear image of the city or even one that is unfavorable.
As a result, Avraham (2004) suggests the following strategies to improve the negative image of the
city: encouraging visits to the city; hosting spotlight events; turning negative characteristics into
positive characteristics; changing the city‘s name, logo or slogan; cultivating the residents‘ local pride;
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solving the problem that led to the formation of the negative image; delivering counter -stereotypical
messages; ignoring the stereotype; acknowledging the negative image; and geographic association or
separation in the campaign. The idea and concept of hosting a spotlight event, like the Olympics, was
of particular importance in this case study. Getz (2005, p. 139) advises that for ―destinations pursuing
a strategy of awareness and large-scale tourism growth, a number of mega-events in the same year or
in sequence can be effective in attracting attention and boosting visitor numbers‖ and the Olympics ar e
amongst the ―most popular for achieving these goals.‖
Tal (1993, as cited in Avraham, 2004), explains that since Chicago was once the center of gang-related
activities in the 1920s and 1930s, city officials struggle with that fact that outsiders still regard the city
to be full of crime and violence, even though the actual crime rate is one of the lowest among large,
American cities. Even though times have changed, there is still a label that exists about Chicago. The
possibility of hosting the 2016 Olympics, would allow Chicago ―to reinvent itself.‖ 18 Brown et. al.
(2002, p. 180) states that:
[e]vents have a distinctive capacity to excite residents and to appeal to target
markets. They become the basis for images, stories and emotions. The challenge
to destination marketers is to find the best ways to use event images, stories and
emotions to capture the consumer‘s attention and build the destination‘s brand.
Through an event like the Olympics, Chicago could have that ability to reinvent its image. According
to Anholt (2006), the whole modern brand of Sydney has been built around the Opera House and the
2000 Olympic Games, an example of how a city brand can change rapidly. Furthermore, Anholt
(2006) claimed that the connection between a city and the Olympics decays slowly, lasting up to 80
years. This confirms just how powerfully the Games can affect a destination‘s image. Specifically
focusing on the thoughts of Brown et. al. (2002, p. 180), that an event is the groundwork for ―images,
stories and emotions,‖ there is the possibility that individuals‘ impressions of the city could change to
a lasting connotation to that of an Olympic City, distinctly recalling the 2016 Olympic Games in
Chicago.

2.7: Chicago’s Lack of a Solid City Branding
This brash and proud city is strangely shy when it comes to selling itself globally.
It owns a powerful message but mutes it on the global stage. In a competitive
world, Chicago has imposed a handicap on itself that it can no longer afford. It is
a particularly heavy handicap now when Chicago is trying to persuade the world
to award it the 2016 Olympic Games (Moskow, Perritt & Simmons, 2007, p. 66).
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Interview with Matt Olaveson, Chicago resident
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Even though Chicago may have many selling points and attributes that prove it to be a positive city,
there is a lack of a definable identity that makes it international more well-known. The city has not
done the best job of branding itself at the moment, but believes that the Olympic platform could be
used to brand Chicago in a new light. 19 Chicago definitely has its work cut out for itself when it comes
to marketing itself globally, specifically for the 2016 Olympics. ―Chicago has a story worth telling,
but the world too seldom hears it. A gap exists between the reality of Chicago and the perception of
that reality. Especially outside the United States, Chicago too often remains an unknown quantity,
more famous for what it used to be than what it is‖ (Moskow, Perritt & Simmons, 2007, p. 70).
Chicago can be promoted in many different ways, perhaps adding to the confusion of marketers not
knowing where to even begin. The city needs to focus on branding itself and decide where and how to
do this so the world can hear its message.

2.8: The Study’s Purpose and Aim
The aim of this study was twofold. Since the impact of the Olympics on a host city was investigated,
along with the impact of that host city on the Olympic Movement, the purpose of this research was to
research the following issues:
1) potential impacts of the Olympic Games on Chicago if it wins the bid for the 2016 Olympic
Games, and
2) how Chicago, as a potential host city, could contribute to the Olympic Movement and legacy, with
a focus on how the city‘s popular culture could be used in connection with the Games.
The literature screening and past Olympic case studies were used in order to identify what the
necessary and required characteristics are that a host city has to posses in order to obtain and host the
Games. One goal was to find the most significant and helpful characteristics in these endeavors which
consequently allowed the creation of an Olympic City Model, another desired result. An additional
goal was to see how the case study of Chicago fits into this Model. In order to accomplish this, a
current image portrayal of Chicago was needed. In addition, exploration was made into how Chicago‘s
image could contribute to the Olympic legacy. This was done by analyzing field research observations
and the data gathered from credible literature and conducted interviews with locals and experts in
various fields. 20
The existence of our interest in popular culture and previous knowledge of Chicago‘s current image
gained prior to commencing the research, resulted in a decision to pay particular attention to this
aspect in connection to the Olympic Games. Hence, another desired result was to focus on how the
host city‘s popular culture could affect the obtaining and hosting of the Games and how the Olympics
could impact the popular culture of the host destination. Much research was focused on this topic with
the aim of seeing the correlation that this characteristic has with the overall image of Chicago.
19
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Interview with the representative from Chicago 2016
For a more detailed description of this part of the methodology, refer to Section 3.3.
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We found that minimal research was done on Olympic City characteristics and just as little
information about the role of popular culture on this city. This study was meant to be on the forefront,
since there was limited research that could be considered similar to use as a basis of comparison.

2.9: Disposition of the Study
This study has already presented the groundwork for Olympic City characteristics, supplied an
overview of the destination image building process and provided an introduction of Chicago as a case
study. The following chapter will present the methodology utilized throughout this study. Using the
literature screening as a basis, the required Olympic City characteristics will be depicted in our
Olympic City Model. In order to study Chicago‘s fit in this Model, the current situation of the city and
the four involved stakeholders will be clarified. This stakeholder description will also show the
manner in which these offices contribute to the city‘s image formation, along with how they
communicate with each other and various other Chicago stakeholders. After a close look at the city‘s
offerings and overall image representation, Chicago‘s Current Image Portrayal Model will be
presented. Lastly, these findings will be applied to show what implications the Games could have on
Chicago, along with what Chicago could offer to the Olympic Movement and legacy. Figure 1 below
depicts the questions that will be answered in order to fulfill our study‘s purpose.

Figure 1: The Study’s Purpose Presented Through Questions
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CHAPTER 3: THE STAGES OF THE SEARCH PROCESS
3.1: An Introduction to the Research Plan and Approach
A comprehensive desk study of all subject matters associated to the Olympics was first initialized,
which lead to an understanding of the Olympic concepts at hand. These findings were then related to
Chicago to understand the correlation between the Olympics and a potential host city. Various forms
of expert interviews, in person, on the phone and over e-mail, were then carried out to gain a
perspective into the organizations in this study. An individual from each organization was questioned,
selected for their expertise and knowledge of the topic. There were other expert interviews conducted
with key individuals within the Chicago community in various working capacities. In addition,
subsequent material associated to the topics were investigated and taken into consideration for the
findings. Lastly, we conducted fieldwork while in Chicago in the fall of 2007 in order to gain a firsthand understanding of the city, along with actual on-site observation of the city‘s functioning.
Consequently, a qualitative approach has been undertaken for this study, in which the data collection
was done by means of notes and voice recorded interviews of a small, but focused sample. In addition,
text analysis was needed to be done to the interviews carried out over e-mail. Voice recorded
interviews were performed to avoid note-taking during the interview process, so full attention was had
to the interviewee. Figure 2 below visually displays the flow of the research conducted in this study,
ultimately accumulating into the findings.

Figure 2: Depiction of Conducted Research
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Due to the nature of this study, involving a desk study, along with a wide range of fieldwork held in
Chicago, allows it to be categorized as an ethnography research study to a certain extent. This was an
appropriate manner to investigate the case study of Chicago and its Olympic possibility. Van Maanen
et. al. (1982, pp. 103 – 104) describes ethnography in detail, as a variety of qualitative research and as
a term to cover:
a wide array of very different research adventures in the social world. As a
method, it involves extensive fieldwork of various types including participant
observation, formal and informal interviewing, document collecting, filming,
recording, and so on. It is an approach used to study relatively self-contained
societies as well as groups, organizations, and institutions within a society.
Ultimately, Van Maanen et. al. (1982) draws the following definition from Conklin (1968), in which
ethnography work aims to describe a culture, resulting from a long period of studying spent as a
resident in this social setting, participating in the activities with a deep reliance on intensive work with
a few informants from this setting. Due to our aim of describing Chicago‘s current image portrayal,
and not necessarily the entire culture which Van Maanen alludes to as an ethnographer‘s aim, we only
partially consider this an ethnography piece of writing. We are merely looking to describe Chicago in
terms of a potential Olympic City. We did not immerse ourselves into this culture for a significant
period of time, which would have been required in most ethnography writings. However, we still drew
inspiration from this manner of writing a case study.
Using the case study as a research strategy, as Yin (1984, p. 13) points out, is a ―preferred strategy
when ‗how‘ or ‗why‘ questions are being posed, when the investigator has little control over events
and when the focus is on a contemporary phenomenon within some real-life context.‖ In addition, the
case study is an empirical inquiry in which the ―boundaries between this phenomenon and context are
not clearly evident, and in which multiple sources of evidence are utilized‖ (Yin, 1984, p. 23). From
Figure 1 in Section 2.9, the research questions commencing with ―what‖ pertain to an exploratory
aspect of this study, along with the questions commencing with ―how‖ relate more to the explanatory
nature of the study. This study required a ―hands-on‖ approach to the research with much of crucial
findings resulting from the fieldwork conducted in Chicago. As a result, due to the required direct
observation and systematic interviewing techniques, the case study strategy for Chicago was employed
from an objective outsider‘s perspective.

3.2: Commencing with Olympic Research
The initial research phase commenced with a desk study of the aspects pertaining to the Olympics and
what could comprise an Olympic City, which was described in detail in Chapter 2. In an effort to form
a generic Olympic City Model, elements and characteristics that surround the Olympics and
requirements that must be in place in order to host the Olympic Games, were identified. Other key
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factors of interest were recognized that identify a city‘s economic, social, political and cultural
qualities that also play a part in the Olympic image formation and understanding.
The perspective of what a city should be, prior to winning the bid to host the Olympic Games, was
taken. A few pieces of literature were found which gave limited, but useful insight into what the IOC
looks for and values in an Olympic City. Since the case study of Chicago is in the application stages
now, the research has been conducted prior to the 2016 Olympics occurring. Discussing the case study
before the event takes place is required for this investigation, which ultimately enables the city of
Chicago to evaluate its current position in the process. On the other hand, it will also be of importance
to understand and single out the effects of the Olympic Games after they have occurred. However,
since Chicago is still in the bidding process, efforts have been focused on the current state of its
image, what is being done at this moment and what is already in place in the city. It will also be of
importance to recognize what Chicago will be required to accomplish, such as the development and
creation of the Olympic Village and Olympic Stadium, if it is chosen to host the 2016 Olympic
Games.

3.2.1: The Literature Screening of Olympic City Attributes
A search through various databases, bibliographies, pertinent journals and on-line search functions
was initialized to begin the necessary research on the Olympic City image. Numerous sources resulted
from these searches, which in turn, allowed their reference lists to be referred to for further research
suggestions. Electronic literature was utilized, along with textbooks on relevant topics. In particular,
books pertaining solely to the Olympic Games were plentiful and beneficial.

3.2.2: The Categorization Method of the Olympic City
After the aforementioned literature screening was accomplished, the necessary research was in place
to establish what an Olympic City portrays. Categorizing and breaking down aspects that an Olympic
City should contain involved narrowing down the themes found throughout the screening. Having this
division allowed the distribution of pertinent material to be seen visually. It also showed the
significance of specific topics that had considerably more material researched and studied.
Google Scholar was used for this in-depth search. The key words used in the search included
―Olympics‖ and the name of the category. The total number of hits was collected and then narrowed
down further to the recent articles. We considered literature written in the last five years as ―recent.‖
The documents were further reduced to those articles available to the Göteborg University libraries.
The abstracts of retrieved articles were briefly looked into and once again, decreased to a certain
number that were analyzed more in-depth. In order to make sure that reviewed articles had enough
academic credibility, we mainly searched for articles that were quoted by other academic articles and
had a reliable reference list. For detailed information on which specific sources were studied in depth,
refer to Appendix 1. When analyzing the articles, many had more than one topic covered. Therefore,
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these articles have been mentioned under each of the relevant categories. These segments make up the
whole picture of what an Olympic City image needs to be comprised of and taken into consideration
when evaluating its success as an Olympic City. It is important to stress that it would be close to
impossible to manually handle a completely accurate number of journal articles on the Olympics.
Therefore, the numbers attached to each category, should be referred to as a proportion against the
others.

3.2.3: The Formation of an Olympic City Model
A proposed Olympic City Model was formed from the literature screening research and will be
presented in Section 4.1. It was based on characteristics of what has been proven successful and what
qualities past summer Olympic Cities have possessed. This Model has been the basis for looking
deeper into the impacts that the 2016 Olympics could bring to Chicago.

3.3: Case Study Specific Research on Chicago
In order to grasp Chicago as a case study, specific research devoted to the city and its image was
required. The following sections comprise the tasks that were conducted to obtain an understanding of
the case study.

3.3.1: On-line Research to the Four Stakeholders Web Sites
Simultaneously to the literature screening, on-line research of the four organizations, Chicago 2016,
WSC, COT and IBOT, and their Web sites occurred. The necessary introductory background and
missions of the organizations were found. Suggested links that they shared were visited for further
information. This step also played an important role in showing the image that they want to portray to
the general public, whether it is for the city, the state, promoting the Olympic Games or other sporting
events.

3.3.2: Chicago Desk Study on its Current Image Portrayal
Further desk study research was carried out exclusively on Chicago. Database searches were done for
journal articles, along with literature searches for books on specialty topics of Chicago. Tourism
promotional literature and guide books from COT and IBOT were also of importance because the key
aspects that the organizations are looking to highlight and market were pinpointed and presented. An
overall ―image‖ can be attributed to the city and state as a result from these sources. Various press
releases from these offices, along with official Olympic media announcements, were also of
importance to gain an up-to-date and current perspective. Listings from both IBOT‘s and the Chicago
Film Office‘s (CFO) Web sites were used as part of the research that listed all movies that have been
filmed in Chicago and Illinois. Additional articles provided from the International division of IBOT
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were researched to look into the aspects of Chicago‘s culture that are shown overseas, specifically in
the UK and Germany, which are the two international markets that IBOT targets.
Various on-line newspapers were referenced, most notably the Chicago Tribune and the Chicago SunTimes. Other American and international news sites were also visited to gain a perspective of what the
non-residents and non-locals comment on regarding Chicago, most particularly on its image and
Olympic possibility. Since the latter topic garners so many press releases and news stories, there was
never a shortage of findings of these articles, often coming out daily. The topics varied and ranged
according to the hot topic of the moment. Given that this is such a massive undertaking for a city, the
response has been just as immense. As a result of so many individuals having such strong feelings one
way or another, there are endless blog sites to visit or groups to join, even making their way to on-line
communities, such as MySpace and Facebook.
Furthermore, movies filmed in Chicago were taken into the research process as well. The special
features option on DVDs brought forth findings that the actors and production crew in the feature had
to comment on during the film‘s shooting. Their responses gave an inside view of their time spent in
Chicago while filming. These types of ―documentary‖ or interview segments gave informative insight.
It was also useful to listen to the director‘s, or perhaps the lead actor‘s, commentary during the actual
film to understand their perspective at the exact moment it was occurring in the film. A list of movies
that contained these special features that were used as data sources are shown in Appendix 2: Expert
Interviews and Data Sources.

3.3.3: Use of Chicago Specific Secondary Data
Due to the many business and civic-minded organizations in Chicago, there are several specific studies
of these groups that are presented to the public in order to showcase the city. They have the
responsibility to make Chicago known in varying capacities across the world. One specific
organization, the Chicago Council on Global Affairs, sponsored a study entitled ―The Global Edge:
An Agenda for Chicago‘s Future,‖ which was an independent study group report from various
Chicago leaders and experts in their fields. This study was particularly useful since it presented an
agenda for the future of Chicago, thereby addressing the city‘s strengths, weaknesses, areas of
concern, suggestions for improvement and other key issues facing Chicago today.
Secondary data, from COT and IBOT, in terms of visitor statistics were also of importance. These
numbers gave an idea where Chicago and Illinois ranked in terms of other cities and states across the
United States. These statistics were found on their Web sites and on official press releases.

3.3.4: Conducted Expert Interviews
In order to further properly understand the work and marketing efforts of those actors involved in the
Olympic process and promoting the city and state, expert interviews were conducted. Individuals from
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the four stakeholders (Chicago 2016, WSC, COT and IBOT) were questioned in order to gain their
perspective of several issues. The individuals chosen to interview were qualified to answer the
questions and within our reach. Superiors in the offices, such as CEOs or Directors, were not feasible
to attain due to their schedules or unavailability, understandably so that they may not have the proper
time that would be required for such interviews.
Furthermore, interviews with other pertinent individuals in the community were carried out. Among
these individuals, include other tourism industry representatives, community businessmen, specialists
in their field of work and Chicago residents. A complete list of interviewees is shown in Appendix 2:
Expert Interviews and Data Sources. In particular, an author of a book on movies filmed in Chicago,
Arnie Bernstein, provided valuable responses. Having the opportunity to interview with a long-time
owner/operator of three McDonald‘s, Ken Norgan, also provided useful insight from the perspective
of a global, past official Olympic sponsor. He has almost 50 years of experience as a McDonald‘s
employee. His stores have won much praise and received numerous awards over the past 35 years that
he has been in management of them. Since his father was in the business as well, this insight is
significant since he has grown up with the ideas and business practices of this fast-food chain. Even
though his words may not be that of corporate McDonald‘s speaking about potential future
sponsorship, his experience from past Olympic Games were the intended results from this interview.
McDonald‘s has an important history with the Olympic Movement, ever since its start in 1968 by
airlifting hamburgers to the U.S. athletes competing in Grenoble, France, becoming an Official
Olympic Sponsor in 1976, becoming the first branded restaurant to operate inside the Olympic Village
in 1996 and then by becoming a Worldwide Olympic Sponsor in 1997, continuing to present day
(McDonald‘s, 2007).
The nature of the interviews depended on the individual and logistical issues. Due to our fieldwork
study in Chicago in October 2007, several interviews were conducted face-to-face. However, there
were limitations due to time constraints and demanding schedules. As a result, telephone interviews
were also conducted and several e-mail interviews were carried out due to the geographic locations
and time differences between the interviewers and interviewees after the October visit.
From these interviews, several intentions were present. However, finding out the individual‘s thoughts
about the Chicago‘s Olympic possibility and Chicago‘s image, in particular to popular culture
references, and how this image is portrayed to the outside world, was of most importance. Several
discussions centered on the image that Chicago portrays today to the international world. It was also
important to obtain their thoughts about the Olympics and if they are interested in seeing the city host
the 2016 Games. Even though specific questions were tailored to the individual, there were
reoccurring questions that were asked to all interview participants. A detailed look at such questions is
presented in Appendix 3.
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3.3.5: Conducted Candid Interviews and Spur-of-the-moment Focus Group
Since the opportunity was present to interact with Chicago locals during our fieldwork, we discussed
impressions and Olympic thoughts with them. This sort of information collection allowed for an
understanding of many varying opinions both for and against the Olympics possibly coming to
Chicago. It also presented an opportunity to become aware of the many images that Chicago has to
these diverse individuals. These interviews were not official and not recorded; therefore, they will not
be referenced. However, they should be acknowledged because they assisted in the overall train of
thought for the study‘s aim in gaining a collective image of Chicago. There was even an opportunity
in which one author of this study and seven other individuals were discussing their thoughts and what
would occur in Chicago should the 2016 Olympics come to the city. This gathering resembled a makeshift focus group. Also, through constant interaction with many international students and visitors in
Göteborg, Sweden, further perspectives were gained of what these individuals knew of Chicago or
what sort of impression they had of the city prior to visiting. These findings were also important in the
overall understanding of the city‘s image from an international spectrum.

3.3.6: The Formation of Chicago’s Current Image Portrayal Model
Findings from the expert interviews and the Chicago specific research allowed a model of Chicago‘s
current image portrayal to be devised. The key elements that comprised the model were found to be
the most relevant in showcasing the city. This model was devised to visually depict what qualities
Chicago portrays, not necessarily what local stakeholders are marketing or promoting. Several of these
aspects were also Olympic City qualities. However, this was meant for purposes of seeing what
Chicago has to offer and to see how it could potentially fit within the Olympic City Model. Since
Chicago‘s Current Image Portrayal Model was based on our own interpretations from the findings, the
Model and its categories were meant to be significant for purposes only in determining Chicago‘s
image representation.

3.4: Evaluation and Analysis of the Research Strategy
By no means is a study of the Olympics a small task. Initially, it was overwhelming, but not
unexpected though. However, this made it even clearer to focus efforts on one particular area of an
Olympic City image, popular culture in this instance. However, this tedious initial process proved to
be useful since the significant amount of knowledge about the many facets of an Olympic study was
gathered.
Due to the various styles of data collection required, ultimately a case study research method was
preferred. In addition, with the fieldwork conducted in Chicago, writing this partially as an
ethnography piece allows a general representation of Chicago‘s culture and image to come across from
the findings. Overall, the data collection and research was considered to be thought-provoking with a
few unexpected findings, but also results that were anticipated as well. If given the opportunity to
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expand on more issues, several more conclusions could have been drawn. However, due to the time
limitation of this project, it was not possible. In the long run, we are more than content with the
research process and strategy due to the interviews with highly distinguishable individuals from their
respective offices and other key persons in the business, community and entertainment sectors.
As is the case with many forms of research, there is the possibility of unreliable information, not
enough information gathered or perhaps misinterpreted information. In order to not allow these issues
to affect the research process or occur within the findings, as much as possible was done to ensure that
the best was accomplished, within available capacities and capabilities.
Bearing in mind that the Olympic Games are a phenomenon that is pertinent to many different areas of
studies, it is understandable that there is a tremendous amount of existing research in connection to it.
Thus, it is important to keep in mind that the desk study conducted as part of this research had a
serious limitation when it came to available time and resources needed to study the numerous aspects
of the Games. The time dedicated for this study was six months and the resources used were ones
available to the Göteborg University libraries. Since the topic is so broad, different aspects of Olympic
Games could be explored in more depth, if time and resources were available. Nevertheless, great
effort has been placed to make the research reliable and consistent. Consequently, the existing research
that was considered came from credible sources, mainly academic journals and databases.
The majority of the issues surrounding the evaluation of the research process occurred with the expert
interviews due to the various techniques of the interviews and also the amount of individuals
questioned. Due to the nature of this research, it could be possible that responses were misinterpreted
in the interviews. Since several of interviews were conducted over e-mail, the possibility to candidly
discuss further their answers was lacking. Not always do thoughts come across properly or fully once
written, which is another limitation that could have occurred with these e-mail interviews.
In addition, since experts in their field were chosen to be interviewed, their responses provided were
thought to be the most accurate and correct information possible. As expressed earlier, superiors in the
offices were not always accessible and as a result the next available individual was interviewed.
However, it is firmly believed that these individuals possessed the proper amount of knowledge of
their field, given their background and length of employment within the organization. Regardless,
their responses were found to be honest and genuine.
There is the also possibility that the stakeholders are proponents of ―propaganda‖ or ―lip service,‖
telling their audience what they want to hear. However, this classification of information is still what
was required for this research. It is of interest in how and what these offices want to portray and get
across of Chicago‘s image to the public. Therefore, this minimizes the degree of unreliable data, since
this is actually what is being researched and needed for the findings. The offices and individuals
interviewed have a job to do, which is often to ―sell‖ their product, which in this case is the 2016
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Olympics in Chicago, other sporting events there, the city of Chicago and the state of Illinois.
Nevertheless, the research was considered to be trustworthy and accurate.
Given the nature of the subject, it is understandable that the stakeholders involved had a certain degree
of secrecy with potentially sensitive material. For instance, the interview with the McDonald‘s owner
and operator was limited by the fact that he was not able to discuss the corporate politics and issues of
McDonald‘s. In addition, when interviewing the representative of Chicago 2016, it was clear that
certain information had to be withheld and not discussed due to its sensitive nature. Since the Olympic
bidding process is a complicated, competitive and highly intense procedure, the needed information
was not always available. Therefore, there may be some ―missing links‖ in the research findings.
The African-American population is quite dominant in the Chicago area; however, none of the
interviewees, neither locals nor experts, was an African-American or a resident of the South Side area
in Chicago. Since this study addresses, in part, the political issues surrounding the potential 2016
Olympics in Chicago, this can be considered a serious limitation.
It was essential that one of the researchers keep an open mind and not be biased due to growing in and
around Chicago. Having a biased point of view could easily cloud the results and hinder any new
findings. These possibilities could be detrimental to the overall reliability of the thesis aim. Therefore,
it was required that the Chicago native step aside and look at the research and findings from another
set of eyes, ones that purely saw the data for what it was and not try to see something that was not
there.

CHAPTER 4: FORMULATION OF THE OLYMPIC CITY MODEL
Besides the Olympic City requirements, an aspiring city also has to possess certain characteristics that
ensures they could carry out the huge undertaking of organizing the Olympic Games and that they
could use this process to create sustainable development and benefits to the region and the local
residents. These characteristics are not universally the same for all cities since different cities are in
different needs. However, the common trait is that they all seek a way to improve the existing situation
in several aspects. The highly anticipated and known potential benefits that the Games can bring to the
host community vary from city to city. However, the ones that are commonly expected and most
desired are easily identified from previous experiences and existing literature.
The phrase ―Olympic City‖ was found to be interesting since in the reviewed literature it was used
only for all cities that have hosted the Games in the past. However, a specific definition of what
features could help a city to acquire an Olympic City image was not found. Our Olympic City Model
considers what characteristics are required to increase the chances of obtaining the Olympics and also
what impacts the Games could bring to the bid winning city.
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Much is not known when it comes to deciding how a city is chosen to host the Games. However, it can
be considered clear to those who observe the Games with a critical eye. Due to the bidding procedure
being political and containing highly sensitive matter, there is much more to choosing a host city than
what is written in the IOC guidelines and announced by the IOC expert groups and committees.
Regardless, general features that can be identified as desirable for a contending city and helpful for
winning the Olympic bid, can be seen through research.
The IOC Web site supplies a ―Candidature Acceptance Procedure‖ guide that provides sufficient
information about all aspects of the selection procedure. According to the information provided by the
IOC, one of the most important goals with the Olympic Games is promoting a sustainable
development in the region of a host city. Different cities are chosen for different reasons. For instance,
in some host cities the focus is on urban renewal, in others it could be the liberalization of the political
regime or improvement of living condition for the locals and economic development. At any rate, the
Games should bring positive changes to the host city and host country. The possibility of improving
the existing circumstances in a host city should be one of the more important grounds that motivate the
IOC to award the Games to a certain host.
A city that is bidding for the Games has many official requirements to fulfill in order to be considered
as a potential candidate. The IOC provides detailed instructions and guidelines for every aspect of the
bidding procedure. A candidate, or an applicant city, has to follow strict guidelines during the bidding
process in order to be taken into consideration as a potential host of the Games. The procedure is
divided into different phases and it is meant to be as clear as possible.21

21

Lobbying and corruption are aspects of the bidding procedure that have immense importance in the bidding process. This
issue will not be explored in further detail. However, it should be kept in mind that this topic would have to be further
investigated if any attempt is made to develop this Model in the future.
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4.1: The Olympic City Model
A tree illustration was chosen to serve as the outline for the Olympic City Model. The previously
mentioned requirements that have to be fulfilled for a city to host the Games are presented as roots of
the tree model, the desirable characteristics that allows changes to be made are the trunk of the tree,
and the general grouping of benefits are the branches of the tree, with the more specified benefits
presented as the fruits of the tree. A depiction of these qualities that make up the Olympic City Model
is shown below in Figure 3.

Figure 3: The Olympic City Model 22

22

The tree graphic was adapted from http://www.ecorys.nl/competitiveness/images/comp_tree_full.jpg
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4.1.1: The Roots: Political Stability and Economic Power
Since political stability and economic power are crucial and necessary for an Olympic City to possess,
these requirements are presented as roots in the Model. They are the support of the whole process,
which in the end might not be so visible (as roots are), but everyone is aware of their existence and
importance.
In order for a city to bid for the Games their NOC has to submit the application. Although the Games
are given to a certain city, the national government has to support the bid and provide guarantees
required by the IOC. General political stability in the host country and in the whole region also has
great importance for the host city because it would be too risky for the IOC to assign the Games to a
city in a country with any kind of political instability. Today, mega-events like the Olympics are
desired by numerous destinations in the world. Consequently, the competition is tough and the
smallest sign of potential problems will result in losing the bid. The bidding procedure itself and
further preparations for the Olympics are a lengthy process that are demanding as it is, so any kind of
unnecessary risk will result in the IOC taking the Games away.
One of the ways to benefit the host community and furthermore, the host country, is promoting
political liberalization and democratization. Examples given by academia are the Games‘ contribution
to the democratization of Korea with the Seoul Games in 1988 and the upcoming Olympic Games in
Beijing in 2008 that are expected to positively ―affect prospects for human rights improvements and
political liberalization‖ (Black & Bazansons, 2004, p. 1245).
Also, the Games are considered to be a showcase for successful political leadership and positive
changes that happened in the region, as demonstrated with the 1984 Sarajevo Winter Olympics,
according to Richter (1999). A strong political base is crucial when it comes to obtaining the Games.
The countries that are having serious political problems will hardly ever get to the final selection in the
bidding procedure since that would be too much of a risk for the IOC. In addition, it would be almost
impossible to come up with a proper bid since in order to prepare the bid it has to be supported by the
local and national government.
The economic power of the Games is the second of the two most important aspects of the Olympics.
Although the IOC provides certain financial support for the host city, it is absolutely necessary for the
city‘s local government, as well as the national government of the host country, to invest substantial
resources in the preparations for the Games.
Even in the United States, where the Olympics are privately funded and the role of the public sector is
to control that the money of the taxpayers is not spent on the preparations for the Games, the local
government has to provide the guarantees required by the IOC. Considerable investments in erecting
venues and in improving the existing infrastructure are amongst the most common ventures for the
host cities. The plans proposed in the bid have to be financially feasible so the city has to provide the
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evidence that the planned actions will bring sustainable development to the host city and region. If
sufficient economic power is not present, the Games will not be awarded to that host city. This is why
the economic aspect, one of great importance for the Olympic City Model, underlies all other aspects.

4.1.2: The Trunk: Urban Development
When a tree has good roots the trunk will maneuver the fluids to the branches, which results in the
fruits. The trunk in this Model symbolizes the way of achieving the desired goals. This implies that a
city with political stability and a solid economic base, through a process of organizing the Olympics,
creates benefits for the city and its residents. The most common process that comes with hosting the
Games is categorized as urban development. Urban renewal is hence, one of the most desirable effects
of the hosting the Games.
All investments in improving the infrastructure and erections of sport venues and supporting facilities
are meant to serve as a way for urban and economic development of the host community. Locations
for Olympic Villages are often chosen in order to help certain parts of the host community; to develop
neighborhoods or improve quality of living and make them more desirable for residing. For example,
London and Chicago plans to erect Olympic Villages in parts of the less privileged areas of the cities.
―The Olympic Games, as a significant catalyst of urban change and for host cities, can act as a key
element of urban policy‖ (Essex & Chalkley, 1998, p. 187). Thus, all investments in infrastructure
should lead to different benefits for the host community.
The overall presence of the belief that hosting the Olympic Games is a path towards positive urban
development is easy to spot in academia, as well as in the more practical world of business and
politics. Hosting of the Olympic Games is considered to lead to regeneration of urban areas, building
arenas and supporting venues which results in positive effects on the real estate market and improving
the quality of living for the locals (see e.g. Davies, 2006; García, 2006; Gibbs, Knotts & Haspel,
2006). The Games are known to be a catalyst of urban change (see e.g. Evans, 1995; Getz, 1991;
1997; Hall, 1990; 1992; Hodges and Hall, 1996; Hughes, 1993; Kaspar, 1987, Law, 1993, Light, 1996;
Mihalik, 1994; Roche, 1994; Spilling, 1996 as cited in Brown et. al., 2002) and that causes much more
benefits than just erecting the arenas.
Improvement of a city image is expected and is a desired final result when hosting the Games
(Gospodini, 2006). There is a belief that urban spectacles, like the Olympic Games, should be the
solution for reduced public investments and deindustrialization when it comes to urban policies
(Harvey, 1989). Potential urban development is often used as a double-edged sword, first to impress
the IOC during the bidding procedure and then to attract the Games to the certain destination.
Additional motivation lies in the creation of the long lasting values for the residents.
When a city hosts the Games, the preparations, the organization of the event and all investments that
have been made during the process, lead towards the various indirect benefits. This whole process of
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getting ready for the Games and immediate benefits that are represented through urbanization of the
community, symbolizes the trunk in the Olympic City Model.

4.1.3: The Core Branches: Social Aspects, Culture and Destination Image
The impacts that can be brought to the host city by the Games are presented as branches of the tree.
The process of urban renewal, which is the trunk of the tree, causes further reactions in different
aspects of life. The branches represent the changes that could happen because of the activities in the
preparation process. These impacts are not so instantaneous and for some it may take time to be
noticed or measured exactly, but there is no doubt that they exist. It is usually expected for them to be
universally beneficial for the host community; however, experience shows that it is not so in every
case.
The first branch in the Model represents the social aspects of the Olympic Games, or how the Games
affect the local community and society of the host city. For example, there are reports of individuals
and groups that show their opposition and discontent for hosting the Games in their hometown. One
point of this negative aspect is the complaint of the general public, which is mainly focused on
stressing the chaos (as an unavoidable aspect of such mega-event) and disruption of everyday life for
the local residents. One in particular stated that the Games ―would bring too much commotion to
Chicago, especially to the CTA (Chicago Transit Authority).‖ 23 On the other hand, there is more
advanced critique of the benefits that the Games can bring, such as ―opportunity costs‖ and costs
caused by the ―stay-away-effect‖ are often used as arguments that the Games are creating costs and
not just benefits. Nevertheless, it can be said that the Games are considered as a source for positive
changes to a host community.
These positive changes that are expected are caused by the investments made in the host community.
It is understandable that investments in improving the infrastructure, erecting new sport facilities or
housing for athletes, boost the local and national economy. In turn, this should further result in
creating new jobs for the local population. According to Dwyer, Mellor, Mistilnis & Mules (2000), the
Sydney Olympics is an excellent example of an event that was expected to bring ―flow-on benefits.‖ 24
Another benefit includes improving the quality of life for the host community‘s residents.
The Olympic Games are great for boosting national and local pride. Waitt, (2003, p. 212) stressed that
in his study of the Sydney Olympic Games that ―[t]he buzz surrounding the Games was expressed
particularly in feelings of patriotism, community spirit, and the desire to participate as a volunteer.‖
Furthermore, according to Waitt (2003, p. 209), the boosting of the ―community and national spirit
was perhaps the most powerful psychological reward‖ for the interviewed residents of Sydney. Many
other researchers agree with Waitt that enhanced community pride (see e.g. Getz, 1989; Hall, 1992;

23
24

Interview with Caryn Glover, Chicago resident
Flow-on investments include regional headquartering by major corporations and increased tourism receipts.
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Light, 1996, Ritchie, 1984; Roche, 1994; Williams, Hainsworth & Dossa, 1995 as cited in Brown et.
al., 2002) is an important benefit that the Games can bring to the host community.
The second branch of the Model represents the cultural aspects of the Games. One side of the cultural
aspect refers to the actual culture of the Olympic Games itself. The long traditions of the Olympics
and the huge historical heritage that the Games carry on through time, and throughout the world, have
great importance in itself. The Games are a unique phenomenon that has its own subculture and its
own philosophy. The Olympic Culture, the Cultural Olympiad, and Olympism are some of the
constructs that show how the elaborate cultural background of the Games.
On the other hand, when analyzing the phenomenon of the Games, it is also important to look at the
host cities‘ contributions to the Games though time. The culture of the host city shapes the Games in a
certain way and makes every Olympics different and unique. Muñoz (2006) explains how the cultures
of the different host cites affect the erection of the Olympic Villages. Furthermore, it shows that the
legacy of the Games is always created through merging a local culture and the spirit of the Olympism.
Every destination has something distinctive to offer that will leave an individual mark on the Games
and contribute to the Olympic Movement.
The third branch of the Model is the destination image. The power of the Olympic brand is enormous.
The Olympic rings are one of the most recognized symbols globally. Therefore, it is easy to
understand how powerfully the Olympics can affect the image of a host city. The improvement or
reposition of the destination image is one of the most common reasons why cities desire to host the
Games. According to the Whitelegg (2000), cities that host the Games strategically promote their
position in the national and international urban systems. Even unsuccessful bids get publicity and
create global awareness. Previous experience shows that the Games can do a lot for a city‘s image.
Anholt (2006) claims that the modern brand of Sydney is built only on the Sydney Opera House and
the 2000 Olympic Games. It has been said that the Games have a powerful effect on a host city‘s
image because of the close association between the Olympics and the host city. Even without
mentioning the words ―Olympic‖ or ―Games,‖ stating ―Sydney 2000‖ or ―Athens 2004‖ is associated
with the Olympic Games.
Furthermore, according to Anholt (2006), cities have always been brands, and existing city images are
deeply rooted in people minds. However, not all city brands are up to date, such as Chicago‘s image
that is connected to its gangster history. The Games are a perfect opportunity to shift the existing
image of a host city towards the more accurate and desirable one. A great number of authors believe
that the Games can improve a destination‘s image or awareness (see e.g Backman et. al., 1995; Burn,
Hatch & Mules, 1986; Hall, 1990; 1992; 1996; Kaspar, 1987; Ritchie, 1984; Ritchie & Smith, 1991;
Roche, 1994; Travis & Croize, 1987; Wells, 1994; Witt, 1988, as cited in Brown et. al., 2002) and
enhance tourism development (see e.g. Chacko & Schaffer, 1993; Faulkner, 1993; Getz, 1989; Hall,
1987; Pyo, Cook & Howell, 1988; Ritchie & Yangzhou, 1987; Spilling, 1996, as cited in Brown et. al.,
2002). Other impacts that the Olympics can cause and that can improve destination image are
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increased visitation to a region (see e.g. Getz, 1989; 1991; Hall, 1992; Kang & Perdue, 1994; Light,
1996; Ritchie, 1984; tourism South Australia, 1990) and reduction of seasonal fluctuation or extension
of the tourism season (see e.g. Getz, 1989; 1991; 1997; Goeldner & Long, 1987; Kaspar, 1987; Ritchie
& Beliveau, 1974, as cited in Brown et. al., 2002).

4.2: Summary of the Olympic City Model
The Olympic City Model shows the most important aspects of the Olympics for host cities, displaying
what is important for a city to possess if they want to host the Games. If a city has a stable political
situation and a substantial amount of economic power that are necessary for hosting the Games,
investments can then be made in preparations for the Games. These investments are mainly directed
towards urban development. Consequently, this affects the host community in whole and various
benefits are expected from hosting the Games. For the purpose of this study these benefits were
divided into three main general categories: social, cultural and destination image. Furthermore, as
fruits of the Olympic City Model, specific benefits, such as enhanced local and national pride; positive
economic impacts; increased employment; promotion of local and national culture; popular culture
benefits; improvement of the destination‘s image and increased awareness and enhance tourism
development all have been identified.

CHAPTER 5: THE EXAMINED STAKEHOLDER ORGANIZATIONS
Of the numerous involved stakeholders, we have identified four as being the most relevant and
influential. The four organizations, Chicago 2016, WSC, COT and IBOT, possess the most
responsibility and possibility in spreading the image of Chicago and the Olympics. All have varying
capacities in terms of their actions and deliverables. As a result, each has either a direct or indirect
manner of marketing and promoting the 2016 Olympic bid to Chicago. Since Chicago 2016 has the
―duty‖ to promote the city‘s attractiveness and capability for the hosting the Games, their involvement
is direct and of primary importance in relation to the other three. Each stakeholder will first be
presented, followed by a description of their communication and interaction with one another.

5.1: Chicago 2016 Committee
Chicago 2016 is the entity that is the key organization in orchestrating the Olympic bid. The bid
procedure and Chicago 2016 began its roots in Chicago in May of 2006 and little by little grew in
momentum due to the progressive nature of the process into which Chicago was eventually selected as
the American bid. Chicago 2016‘s office is currently running quite leanly, with about 25 individuals
and the actual bid committee consists of approximately 150 individuals, which will continue to grow
in size as time continues. 25

25

Interview with the representative from Chicago 2016
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The official mission statement of Chicago 2016 is:
to seek the privilege of hosting the Games of the XXXI Olympiad in Chicago.
The Committee‘s Board comprises of business, civic, athletic, cultural and
academic leaders representing Chicago the surrounding Midwest region. Its
honorary chairmen are Chicago Mayor Richard M. Daley and Illinois Governor
Rod R. Blagojevich. Patrick Ryan serves as the Chairmen and CEO. Chicago
2016 was formed to bring the Games back to the Unites States and to operate in
true partnership with the IOC, the USOC, the city of Chicago and all supporters
(Chicago 2016, 2007).
Chicago 2016 uses ―Stir the Soul‖ as their slogan in their marketing pieces. It is a representative and
catchy line that encompasses several aspects of the city (such as the soul of the residents and soul
music), but most importantly, it means something different to everyone, even giving us inspiration for
our study‘s title.
In addition, Chicago 2016 has an active on-line presence in which they use their site to promote the
city via informative descriptions of why Chicago should be chosen for the 2016 Games. It is also a
place to donate money, voice support, view Chicago images, have questions answered, read press
releases, answer trivia questions and receive information on the bid and the Olympic Games in
general.

5.2: World Sport Chicago
Like Chicago 2016, World Sport Chicago is also a 501 (c) 3 charitable, non-profit organization with
certain tax exemptions. WSC was officially formed on January 9, 2007 by an announcement with the
City of Chicago and Chicago 2016. The WSC was formed to engage the youth in Chicago and around
the Midwest to get excited about Olympic sporting events. 26 Having a motivated, passionate and
future-driven group of young residents is important to the city and Chicago 2016, and also to the IOC,
since this is one of the attributes that they look for and value in bidding cities.
The official mission statement of World Sport Chicago is:
to enhance the image, awareness and participation in Olympic, Paralympic and
amateur sports across Chicago with the goal of giving all athletes the opportunity
to see and experience sport across all levels. Through clinics, exhibitions,
seminars and exchange programs, WSC gives kids an opportunity to pursue their
athletic dreams. WSC‘s programs also include hosting demonstrations and
26
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international events to allow kids the opportunity to learn directly from world
athletes. (WSC, 2007a)
Focused on promoting the development of recreational and competitive sport to
the area‘s youth, WSC works closely with Chicago to provide sport expertise and
athletic insight to the execution of these sporting events. WSC intends to aid
Chicago in development a sustainable, international sporting legacy, as a real
agent of social change for the City. (WSC, 2007b)

5.3: City of Chicago: Chicago Office of Tourism
The Chicago Office of Tourism is the city government‘s office in charge of marketing Chicago to
leisure tourists. Their connection within the city‘s government structure can be seen below in Figure 4.

Figure 4: The City of Chicago Organizational Structure

The official mission statement of COT is:
to market Chicago as a leisure travel destination, both domestically and
internationally, through advertising, marketing, media relations and public
information services that reach out to the tour and travel industry as well as
individual travelers.
Besides assisting the media and operating several visitor services including
Chicago Greeter, Chicago Neighborhood Tours and the Visitor Information
Centers, COT produces a wide range of publications and graphics for tourism
projects throughout the calendar year, promoting the various activities that make
Chicago a year-round destination. (COT, 2007a)
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COT operates numerous programs and has the capacity to spread the word about Chicago, with the
assistance of their advertising and public relations agencies, via their Web site, two tourist information
centers, a call center and the multitude of publications that they produce. A new addition to thei r
program are free, downloadable tours that consumers can access from personal computers to either
watch on it or download to MP3 players. Currently there are two downloadable tours, one for
Millennium Park and another about the Chicago blues music, both available in five languages,
English, Spanish, German, Japanese and Chinese Mandarin.
In 1992 COT was strategically placed within the Department of Cultural Affairs in 1992 by Mayor
Daley and Commissioner Lois Weisberg in an effort to brand Chicago as a cultural city. They also
distinguish themselves from other tourism offices by producing, as well as promoting, their own
cultural program. From their understanding, they are the only office of tourism in the world that has
such a practice. 27
COT has two major initiatives every year, one in the summer (to celebrate culture in Chicago) and the
other in the winter (to work at increasing hotel occupancy when it is most difficult in the city).
Another key aspect of COT are their Neighborhood Tours which provides tour services that the market
itself is not able to sustain, but the COT still finds important. These tours take visitors away from the
downtown area and into the neighborhoods for a truly authentic and unique experience. This is an
example of how Chicago showcases its many ethnic communities and neighborhoods that blend so
well together, but each still retains its own distinctive flavor.28 The Chicago Greeter Program is a free,
volunteer-based service in which tourists are matched up with a Chicago Greeter that shares their
interests. In other words, it is like having a personal tour guide around the city. The Greeter will take
visitors on the public transit system and assist them so they feel comfortable. There are over 200
volunteer Greeters, speaking up to 16 different languages.

5.4: State of Illinois: Illinois Bureau of Tourism
IBOT is the state agency in charge of marketing and promoting the entire state of Illinois as a travel
destination, domestically within the United States and internationally. Since IBOT has the challenge of
promoting the entire state and not just one city, they collectively work and communicate directly with
seven regional tourism offices and around 40 local convention and visitor bureaus. Due to budgetary
reasons, the international marketing division of IBOT only directly markets to the UK and German
markets, with advertising offices in these two locations. A description of IBOT‘s fit within state
government can be seen below in Figure 5.

27
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COT information provided by Laura Chmielewski, Manager of Tourism Programs & Services, COT
Laura Chmielewski‘s of COT thoughts about the Chicago Neighborhood Tours program
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Figure 5: The State of Illinois Organizational Structure

IBOT‘s condensed mission statement is:
to manage industry efforts that result in sustainable and significant quality of life
benefits for Illinois residents. (IBOT, 2007a)
The bureau works directly with a contracted advertising agency and a public relations agency to
spread Illinois‘ message via their Web site (domestic IBOT has a separate agency from international
IBOT, which has one for the UK market and another for the German market), 17 tourist information
centers throughout the state, a call center and the publications that are produced as well. IBOT also has
on contract a Hispanic marketing agency and an African-American marketing agency, with separate
Web sites for attracting these target groups. The Hispanic Web site is in Spanish and has a different
call center phone number for Spanish speaking operators. It should also be noted that these call center
counselors are well-versed in both Illinois and Chicago related tourist information, since IBOT and
COT have a contractual agreement to share this call center. Together with all these agencies, domestic
IBOT works to brand the state with its message: ―Illinois. Mile after Magnificent Mile.‖ This is in part
due to Chicago‘s Michigan Avenue, known as the Magnificent Mile, but also to showcase that Illinois
has so many other ―miles‖ to enjoy and visit. Meanwhile, international IBOT uses the branding
message, ―Chicago, Illinois. Simply Magnificent.,‖ which corresponds to the domestic branding as
well.
One of IBOT‘s 2007 initiatives included ―The Seven Wonders of Illinois‖ where consumers
nominated their favorite destination in Illinois and votes were tabulated to include one for each region
of Illinois. They also have several other contests and promotional activities throughout the year, such
as video and picture taking competitions. One of the more known initiatives began in 2005, entitled
―Offbeat Illinois,‖ in which IBOT showcases either an off-the-beaten-path location or an incredibly
unique experience, available only in Illinois, portrayed in a vintage-like artistic manner. Past
attractions include a reindeer ranch, the 400 pound cow made out of butter seen at the Illinois State

43

Fair and Bishop Hill, a historic town with Swedish roots. These images make their way to billboards,
posters for bus stop shelters, free postcards available in restaurants and bars, and an on-line store,
where consumers can purchase these images on various kinds of material, such as t-shirts, coffee
mugs, posters and note cards.
Since IBOT realized the fascination and growing interest in film tourism, they launched a new Web
site in 2006 devoted to exploring the locations of movies filmed in Illinois. ―OnscreenIllinois.com‖
includes regional movie maps, movie getaway travel itineraries and a downloadable audio walking
tour for Chicago. As Jan Kostner, Deputy Director of IBOT, stated, ―[p]eople are passionate about
movies, and visiting Illinois film locations is a great way for fans to experience their favorite films.
We created the site and our Magnificent Movie Getaways to encourage visitors to combine travel with
their favorite movies and to explore Illinois‘ destinations in a new way‖ (IBOT, 2006).
IBOT‘s marketing department, along with their contracted advertising agency, uses Illinois native,
Andrew Bird, and his musical talent for marketing purposes, as well as promoting the state. He
composed the ―Illinois whistle‖ which is the background music of IBOT‘s television commercials.
The song, ―Elizabeth the 1 st‖ can be downloaded from IBOT‘s Web site, the ring tone can be sent to a
mobile telephone and all television spots can be viewed on this site as well.
The International division of IBOT launched an ambassador program called ―My Chicago‖ where
local, well-known personalities provide their list of favorite Chicago related activities, such as dining
restaurants, stores to stop at or places to see. Downloadable maps and podcast tours are available from
this Web site as well. This incentive is a step towards making the city of Chicago and state of Illinois
more relatable to its visitors. 29 These ―ambassadors‖ allow the visitors to relate to and become familiar
to the city on a whole new level, one in which they can walk in the same steps as one of these
celebrities.

29

Interview with Elisa Marcus, International Marketing Manager, IBOT
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5.5: The Interaction and the Communication Trail between the Stakeholders
As previously mentioned, Chicago 2016 is the one entity that is represented in Chicago to work
towards, first and foremost, the goal of obtaining the Olympic bid to host the 2016 Games. Therefore,
they are perhaps the most powerful of all four stakeholders. However, this can never be said with
certainty when politics and government offices are the other entities. To further expand on the
communication and interaction between the involved stakeholders (Chicago 2016, WSC, COT and
IBOT), Figure 6 below was compiled to better clarify these relationships, the communication trail and
how the offices work together.

Figure 6: Communication Model between the 2016 Olympics Stakeholders in Chicago
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Chicago 2016 works on a daily basis and is a true partner to the USOC. The IOC, on the other hand,
due to regulations and fair bidding practices, Chicago 2016 does not have as frequent communication
with them. In addition, there is a designated individual to handle those communications. Chicago 2016
operates regularly with the Mayor‘s Office, especially with the Marketing Department. However, the
same can not be said about the State of Illinois at the current time, especially the tourism offices.
Communication has been infrequent; nevertheless, they still communicate on an as-needed basis and
in the future are expected to deal more with the State and with the national government. Furthermore,
Chicago 2016 contracted a public relations agency that handles all media and press inquiries. Lastly,
Chicago 2016 works quite closely to WSC, because they share offices and have missions and goals
that are quite aligned. 30
All organizations have links to Chicago 2016 through various channels, but the frequency varies.
Often there are individuals designated to be the representative to discuss with the other offices,
particularly a public relations manager, for instance. Since both COT and IBOT are part of larger,
governmental departments or agencies, there is a hierarchy that needs to be addressed. For instance,
the Illinois Bureau of Tourism is part of the Illinois Department of Commerce and Economic
Opportunity, which ultimately is under the Office of the Governor of the State of Illinois. Even though
protocol issues are incredibly important in dealing with government offices, there is still the
opportunity for the four stakeholders to openly communicate with one another. Since all four
organizations are clearly well-respected, highly powerful and influential offices, they have these
similarities in common which allow them to be on the ―same page‖ so they know that each other are
equally valuable to the success of their goals and missions. From a cyber perspective, it is significant
to recognize that both government offices and World Sport Chicago have links from their Web site to
the Chicago 2016 home page, which further displays their connection and linking of offices.
Outlying groups and organizations that have a certain degree of power and influence in the
communication regarding the potential Olympics in Chicago, such as the media, sponsors and
residents, are also depicted in ovals with dashed lines. These entities are mentioned due to their
importance and because this communication is vital to the potential success and development of the
Olympic bid. These individuals will continue to have a more significant role in the process as time
progresses, leading them more than likely into communication with Chicago 2016 and the other
stakeholders in the figure. However, it is too early in the stages to speculate what sort of involvement
they will have in the future.

5.5.1: Funding of the Olympic Bid
Since the Olympic bid process requires a great amount of investments, it is crucial to understand the
financing in order to determine if actions in the Communication Model are done so because of

30
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particular funding. It could go without saying that the main contributors of key investments into the
city‘s Olympic process would have a crucial involvement in the relationships between the offices.
However, since Chicago is still in the bidding process, the backgrounds of these investors are not
released for general public knowledge. Due to privacy issues, names of the private investors will not
be given out in order to keep from revealing trade secrets to rival cities (Joravsky, 2007).
It has been stated, specifically on Chicago 2016‘s Web site, that the bid process is 100% privately
funded. Mayor Daley has reiterated this statement as well, by saying that funding will exclusively
come from private investors. According to Hersh (2007), the Chicago 2016 proposal projects a $525
million operating surplus on top of the $1.1 billion required for the Olympic Village construction,
$366 million for the Olympic Stadium and $80 million for an aquatics center; however, this would
need to be backed by public money, as Bob Ctvrtlik, USOC Vice President and Chairman of the
USOC‘s evaluation committee, indicated. Therefore, Chicago 2016 came up with $1.15 billion in
guarantees against shortfalls in a projected $2.9 billion operating budget, which includes $500 million
already approved from City Council, a proposed $150 million from the State and $500 million from
private investors in guarantees if the Chicago Olympics run a financial deficit (Hersh, 2007). Mayor
Daley is quoted as saying ―the U.S Olympic Committee requires an insurance policy. In other
countries, the federal government steps up and says, ‗We‘re the insurance policy.‘ Here in the United
States, they‘ve never done that.‖ (Spielman, 2007). As a result of no backing from the federal
government, both the state and local city governments stepped up. All parties have the notion that
these funds will not need to be tapped, unless everything breaks down completely, which is highly
unlikely according to Mayor Daley (Spielman, 2007). Since there is limited discussion at this time of
the funding and financing of the bid, it is too early to speculate any direct connections or behavior
motives due to certain investments.

CHAPTER 6: FORMULATION OF CHICAGO’S CURRENT IMAGE
PORTRAYAL
Chicago‘s image today has been based on historical elements and now more than ever, on popular
culture references. Several of Chicago‘s previous and current traits lead to nicknames and
connotations to the city. Chicago has often been referred to as the ―Windy City,‖ the ―Second City,‖
the ―City of Broad Shoulders‖ (from Carl Sandburg‘s ―Chicago‖ poem), ――The City that Works,‖ and
―City by the Lake‖ (from the Smashing Pumpkins‘ song ―Tonight, Tonight‖). In order to establish an
accurate and up-to-date image representation of the city, several vital details need to be covered.
Beginning with the statistical impacts of tourism, this chapter will then follow with the elements that
comprise Chicago‘s current image trends and portrayal. These findings will result in Chicago‘s
Current Image Portrayal Model.
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6.1: The Importance of Tourism to Chicago
Tourism is one of Chicago and Illinois‘ most important and growing businesses. In 2006, Illinois
welcomed a record breaking 91 million domestic visitors (nearly 72 million for leisure and 19 million
for business) and more than 1.6 million international visitors, thereby making Illinois the 7 th most
popular state and Chicago the 8 th most popular city for overseas visitors to the United States (IBOT,
2007b). The city of Chicago welcomed more than 44 million visitors in 2006, which set an all-time
record, which was nearly a 10% increase from 2005 (IBOT, 2007c).
Domestic and international travelers directly spent almost $28.3 billion in Illinois during 2006, a 7.9%
increase from 2005 on various expenditures such as transportation, lodging, food, entertainment and
recreation (IBOT, 2007b). Domestic travelers in Illinois spent $26.5 billion, while international
travelers spent $1.7 billion (IBOT, 2007b). Cook County, which includes the city of Chicago and
neighboring suburbs, received nearly $17.6 billion in domestic travel expenditures, up 9.4% from
2005, accounting for 66.2% of the state total (IBOT, 2007b).
These numbers may be impressive, but they do not take into the account the number of individuals
who actually want to visit the city and state, but are unable to do so. Since it is challenging for many to
obtain the necessary paperwork and requirements to visit the United States, international perceptions
of the country‘s procedures to get in are not that great. 31 Laura Chmielewski discussed that 74% of
first time visitors to the States improved their perception of the States after visiting it. It is important to
bear in mind that these are individuals that already wanted to come here and went through the
procedures to get in. In addition, 61% are more sympathetic to the United States government after
their visit as well. These numbers show that the city has the product and that the response is favorable,
for those that actually decide to visit.

6.2: Chicago’s Current Image Trends
The gangster image is one we [Chicago] are best known for, like it or not. Jordan
and Oprah helped change that to some extent, giving a more positive image to the
city.32
- Arnie Bernstein, writer/speaker/teacher and author of Hollywood on Lake
Michigan
Where once it might have been Al Capone who for stood for Chicago, today,
hands down, to millions across the globe it is Michael Jordan.
- Magda Krance, ―The World‘s Art and Chicago‘s‖ in Madigan‘s Global Chicago
(2004, p. 184)

31
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Statistical information provided by Laura Chmielewski, Manager of Tourism Programs & Services, COT
Interview with Arnie Bernstein, writer/speaker/teacher
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Along with Al Capone and the gangster theme, Michael Jordan of the Chicago Bulls and Oprah
Winfrey were also prevalent throughout our study. Other aspects included the city‘s architecture,
skyline, friendly residents, diverse and multi-cultural communities, sports teams, music scene, cuisine
and shopping. From Jessica Judge‘s previous work experience and travels with past Olympics and
CommonWealth Games, she encountered that ―people tend to know Chicago by way of Michael
Jordan and Al Capone.‖ 33 Judge goes on to state that individuals also associate and comment on
Chicago‘s ―amazing architecture, diverse communities, incredible jazz and cuisine.‖ In addition, Arnie
Bernstein stated that through his contact with non-Americans, ―Chicago is best known for three things:
Al Capone, Michael Jordan and Oprah.‖ Furthermore, the representative from Chicago 2016 stated
similarly that past references of Chicago include that of gangsters and Al Capone, and has since
―migrated more recently to Michael Jordan.‖ Therefore, these two connections, both popular culture
(Michael Jordan and Oprah, for example) and historical elements (Al Capone, for instance), portray
the top two aspects of Chicago‘s current image representation.

6.2: Chicago’s Current Image Portrayal Model
Using Chicago‘s own Sears Tower as inspiration, a current Chicago Image Portrayal Model was
devised that represents the key aspects that Chicago portrays, much like the nine pillars that comprise
the Sears Tower. With varying degrees of visibility and height, columns (for purposes of this Model,
corresponded to characteristics of Chicago‘s image) were selectively chosen in order of how they
present themselves to the public. Therefore, the two tallest pillars of the building are depicted as the
two most visible characteristics of Chicago‘s image. The following columns are presented in order of
how they are portrayed to the outside audience. Due to the difficulty of not being able to properly
capture the entire building structure in this figure, the ninth pillar is not visible in the Model. For this
reason, a dotted line that corresponds to this last pillar is included. The following nine support
columns of Chicago include and are depicted in Figure 7 below:
Popular culture
History
Natural and synthetic beauty
Cultural diversity and ethnicity
Tourism attractions
Local residents and their attitude
Business, commerce and economics
Transportation, infrastructure and location
Politics

33

Iinterview with Jessica Judge, Director of Operations, WSC
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Figure 7: Chicago’s Current Image Portrayal Model
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6.2.1: Popular Culture
The first pillar of Chicago‘s Current Image Portrayal Model, popular culture, is of primary
importance in the discussion of the city‘s image. According to Wikipedia (2008), popular
culture ―can be deemed simply as what is popular within the social context – that of which is
most strongly represented by what is perceived to be popularly accepted among society.‖
Taking into consideration the significant aspects that we found to encompass the world of
popular culture; this category (pillar in the Model), was divided into the following seven
subcategories: movies, television shows, music, literature, theater, sports, celebrities and
local personalities attached to the city. This pillar is listed first since several beliefs of
Chicago tourism‘s representatives and industry officials point towards a strong popular
culture connection to the city.
Second City was created and founded in Chicago. Many members of Second City
have gone on to television (Saturday Night Live) and film. Ernest Hemingway
grew up in Oak Park, a Chicago suburb. Frank Lloyd Wright built many homes
here. The shows, books and music illustrate the human side of Chicago and
accent the true diversity. 34
- Jessica Judge, Director of Operations, World Sport Chicago
Like it or not, the entertainment industry is our biggest export to the world.
‗Hollywood‘ is synonymous with ‗America.‘ And what brings foreigners to the
States? Attractions like Disney World and Graceland (Elvis‘ house in Memphis).
Between our music (blues, jazz, classical), theater (everything from Second City
and Steppenwolf, to the thriving storefront theater scene to big Broadway shows
held downtown), zoos, sports, architecture, history and so much more. It is really
a rich city in those terms and has much to exploit – in a totally positive sense of
the term.35
- Arnie Bernstein, writer/speaker/teacher and author of Hollywood on Lake
Michigan
The world focuses on popular culture more and more, for better or worse, and
people like Michael Jordan, Oprah Winfrey, the Pritzker family (Hyatt Hotels),
Second City, Chicago Symphony Orchestra, Lyric Opera, Bears, Cubs, Bulls,
Jerry Springer, McDonald‘s and many more could help to market the viability of
Chicago as THE Olympic city in 2016.36
- Ken Norgan, Owner/operator of three McDonald‘s stores
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Movies
One of the most significant popular culture mediums that we found was movies due to their far reach
and alluring nature to view on the silver screen. The prevalence of these films to DVDs further
compounds this effect. The more movies that are filmed in and around Chicago, the more potential
and possibility there is for forming new and hopefully, improved, images of the city.
Films and filmmaking have become as much a part of Chicago‘s cultural fabric as
our architecture, music and theater. Not only do movies capture the beauty and
texture of our neighborhoods, lakefront and skyline, they showcase the combined
talents of a thriving and nationally-acclaimed filmmaking community. Chicago is
not only a great place to tell a story, it is a great place to hear a story told. Thanks
to the power and far-reaching influence of movies, Chicago is now being
appreciated by film-going audiences from around the world.
- Mayor Daley (as cited in Bernstein, 1998, p. 3 – 4)
Mayor Daley has been a positive force for increasing movie production in
Chicago, in part because it shows the world what the city looks like in all its
glory. After the Capone/Oprah image, there‘s nothing like movies replete with
their obligatory shots of the beautiful skyline, the lakefront and cultural elements
to ‗sell‘ the city. 37
- Arnie Bernstein, writer/speaker/teacher
The Chicago Film Office (CFO) states, as a result of more than 750 feature films and television
productions made in Chicago, the city has been ―showcased to audiences around the world on large
and small screens alike. These images help generate tourism, prompt international business and
establish a new global awareness of our people, landscape and culture‖ (CFO, 2007). Due to the
Governor of Illinois signing the ―Illinois Film Production Services Tax Credit Act‖ in 2006,
legislation is in place that gives tax incentives for filmmakers to film and use local crews in Illinois.
As a result, more filmmaking studios and film companies are coming back to the area. There was a
period of time from the 1990s to early 2000s where it was too expensive to shoot in Illinois.
Therefore, films were forced to be shot in Canada, or of course, New York or Los Angeles, where it is
less expensive. This was often the case for many movies that were scripted and even written about
Chicago, such as My Big Fat Greek Wedding (2002) and even the movie with its namesake Chicago
(2002). Wicker Park (2004), a film about a specific neighborhood of Chicago, had only a few scenic
city shots filmed around Chicago. The filmmakers chose to film the rest in Canada due to budgetary
reasons.
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There was, however, a period in the 1980s to the early 1990s where numerous cult films were
produced and shot in Illinois, largely in part due to directors, producers and screenwriters from the
Chicago area, whose scripts were tailored specifically for Chicago and its suburbs. These examples,
and their year of release, include The Blues Brothers (1980), National Lampoon‟s Vacation (1983),
Risky Business (1983), Sixteen Candles (1984), The Breakfast Club (1985), Weird Science (1985),
Ferris Bueller‟s Day Off (1986), Adventures in Babysitting (1987), The Untouchables (1987), Planes,
Trains & Automobiles (1987), Uncle Buck (1989), Field of Dreams (1989), When Harry Met Sally
(1989), Home Alone (1990), Backdraft (1991), V.I. Warshawski (1991), Wayne‟s World (1992) and
While You Were Sleeping (1995). More recent films include My Best Friend‟s Wedding (1997), Never
Been Kissed (1999), Save the Last Dance (2001), The Fugitive (1993), Return to Me (2000), Ocean‟s
11 (2001), Barbershop (2002), Derailed (2005), The Weatherman (2005), Stranger Than Fiction
(2006), The Break-Up (2006) and Fred Claus (2007). A complete list of movies filmed in Illinois is
shown in Appendix 4, provided by IBOT‘s ―OnscreenIllinois.com‖ Web site.
Several of these movies may have been only partly shot in Chicago due to the script taking the movie
elsewhere. However, these films still showcase Chicago, even if it is just a limited part of the city.
This was the case with Ocean‟s 11, where only a few scenes were shot in Chicago, but due to the
magnitude of the success of the movie, that short screen time was still significant. On the other hand,
there are several location-based scripts in which the city is practically a character in the movie, such as
Ferris Bueller‟s Day Off and The Break-Up. John Hughes (1999), writer and director of Ferris
Bueller‟s Day Off, and also a native of the Chicago suburbs, stated that ―I wanted to capture as much
as I could of Chicago in the architecture, the landscape, but also the spirit,‖ and also spoke of his
desire to ―show as much of the city‘s monumental art as possible.‖ This is portrayed as the three main
characters skip school for a day to sightsee in Chicago by visiting the Sears Tower, the Chicago Board
of Trade, a Cub‘s game in Wrigley Field, the Art Institute of Chicago and even partake in a German
Day parade. Arnie Bernstein believes that Ferris Bueller‟s Day Off is one of the films that best
showcases Chicago, stating that it is a ―tour of Chicago created by someone who really loves the
city.‖ 38 Peyton Reed (2006), director of The Break-Up, also opted for having Chicago as a main
character in his movie, stressing the importance of showcasing the ―real flavor‖ of the city and even
decided to film the entire movie there, and not on a staged set in Los Angeles for a portion, which was
part of the original plan. These directors took advantage of what the city had to offer and showed it by
means of choosing sites that were unique to Chicago. Peyton Reed (2006) also states that these are
―real locations that are playing themselves.‖ For instance, the actual filming locations kept their real
names, such as Michigan Avenue, the Fireside Bowling Alley, Wrigley Field, the Riveria, Smith &
Wollensky Steakhouse and the Skylark Bar.
Marc Forster (2006), director of Stranger Than Fiction, also prefers shooting in real locations, rather
than staged sets, even though it is more difficult, stating that ―the film picks up the reality of a
location, the realness, the life of it.‖ This implies that the city‘s essence and ―realness‖ has the
38
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possibility to come out and be shown to the audience via a motion picture. Queen Latifah (2006), who
starred in this movie, said that ―it is nice to get out of New York, to get out of LA, to actually shoot in
a town like Chicago, which has its own vibe, and it has worked to give this movie a different type of
tone than it might have had if we shot in another town.‖ Tom Duffield, production designer on the set
of The Weatherman wanted to give the lead character in the movie an apartment with a view of
Chicago. He specifically commented that he wanted to ―sell Chicago‖ and ―show Chicago to
everybody‖ (Duffield, 2005). As a result, the apartment that was chosen shows and provides a view
from above of the Chicago River, all the bridges crossing it and the skyline in the background.
Chicago can use these ideas and quotes to its advantage in order to sell itself, in particular in
comparison to other American cities.
With movies like The Break-Up, starring two internationally well-known actors, Jennifer Aniston and
Vince Vaughn, the star power of these two can reach the entire world. It attracted a British celebrity,
Kate Lawler, winner of the UK‘s Big Brother 3, to come and take part in a specialized Break-Up tour,
especially made for her to view many of the movie sites. This was part of a journalistic venture in
which she later wrote a favorable article about Chicago in The Sun. Chicago movies, in particular The
Break-Up, have had a ―huge effect on international articles, especially in the UK,‖ so much that
―articles do not even need to be pitched‖ to them. 39 Many international visitors want to see where
scenes from the movie The Break-Up were filmed and to understand just why ―Jen and Vince love the
city so much.‖40 This was motivated from reading articles or seeing the movie. As a resukt,
International IBOT took advantage of this trend and initiated the ―My Chicago‖ program. It allows the
visitors to ―follow in the footsteps‖ and somehow ―walk in the same shoes‖ as this celebrity.
Due to the city‘s ―very active film community,‖ many as graduates from local universities
(specifically noting Columbia University in downtown Chicago); this community continues to thrive
due to these individuals embracing their roots and love for the city. 41 It was commonly found that
local actors, such as John Cusack and Vince Vaughn, worked to advocate for their movies to be filmed
around Chicago. For instance, John Cusack played a vital role in developing and writing the script for
High Fidelity, the movie in which he also starred in and produced. Even though it was based on Nick
Hornby‘s novel set in London, the movie‘s script was changed to take place in Chicago. John was able
to transpose the script and from understanding the lead character so well, he knew exactly where his
character would go in Chicago (Cusack, 2000). As a result, like The Break-Up, real locations such as
the Green Mill and the Double Door were filmed in High Fidelity.42 In addition, Zach Helm (2006),
screenwriter of Stranger Than Fiction, went to college in Chicago and tends to write every metropolis
to be like Chicago, since ―it holds the infrastructure‖ of what he believes ―to be a great city.‖ The film
community of Chicago is one that has a strong force in promoting the city, since they have the power
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to influence much of the movie‘s script, whether it is site locations or depictions of particular places,
but also the actors themselves are often reflective of the city as well.
As a result of movies, old and new images can be showcased to the entire viewing audience. The
city‘s exterior image and new locations can be shown to all that watch the movie. However, there is
also the possibility of bringing back and revitalizing a lost and fading tradition. Such was the case with
blues music and The Blues Brothers. Director John Landis stated that Dan Aykrod and John Belushi,
after the movie was released, helped the blues probably more than anybody in the last 20 years and
that James Brown, Ray Charles and Aretha Franklin‘s careers were revitalized after the movie (Landis,
1998). Aretha Franklin (1998) confirmed by saying that the movie ―broadened my audience and it
certainly introduced people to me who were not aware of who I was.‖ Therefore, because of the power
and reach of movies, cultural aspects, such as music in this case, becomes more known, perhaps even
reintroduced back into society.
Similarly, director John Hughes of Ferris Bueller‟s Day Off used his movie as a platform for
describing the influence of mass media and popular culture on his lead character. Wyatt (1994, pp. 58
– 59) stresses that:
John Hughes contrasts his characters as products of the mass media; their lives
and experiences are both formed and filtered through the mass media. A character
such as Ferris Bueller offers the end point of this tendency, with the character
defined almost entirely by his taste in music and his references to television and
movies. Hughes reinforces the media-oriented world through placing various
popular movie theme songs in the film.
This use of popular culture (the movie itself) to depict the popular culture of the time (such as the
music played, along with television and movie references), displays the concepts and roles of mass
media at its best.
Television Shows
Like motion pictures, the medium of television has a significant reach as well. Since more and more
individuals own televisions today, sitcoms and drama series have become an important part of many
people‘s lives. Popular culture is able to stay alive and constantly be updated due to the routine and
repetitive nature of television shows.
One show in particular, ER, first starting filming in 1994 in Chicago and is accurate in depicting many
specific Chicago locations and terminology. Even though the hospital scenes are filmed in California,
many scenic and city shots are filmed throughout the year in Chicago. It is common that scenes take
place on the CTA ―L‖ trains or platforms, along with Lake Michigan and the lakefront path. A great
number of German and Australian tourists traveling to Chicago have asked specifically for the site
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locations of ER.43 Another internationally known show, Prison Break, which premiered in 2005,
filmed two seasons in and around Chicago. The actual prison was located outside of the city in Joliet
(where The Blues Brothers filmed as well) and could be easily used since it was no longer in
operation. This show also provided many background shots and scenes of the city. Other shows that
prominently featured Chicago, followed by their premiere year, include: My Boys (2006), The Loop
(2006), Early Edition (1996), The Bonnie Hunt Show (1995), Chicago Hope (1994), Webster (1983),
Good Times (1974) and The Bob Newhart Show (1972).
Often, just like with movies, the setting is meant to be one place, but is actually filmed in another,
most often California. Such is the case with According to Jim (2001), Freddie (2005) and Pepper
Dennis (2006). These three shows were set in Chicago, but, in fact, not filmed there. However, they
still kept up with the Chicago jargon and actual locations in their script writing. They even
occasionally include exterior shots of Chicago‘s architecture. On the other hand, several television
shows took advantage of their opening credit scenes and filmed Chicago for these spots, which include
Married… with Children (1987), Punky Brewster (1984) and Webster (1983). Married… with
Children prominently features Buckingham Fountain in its beginning credits.
Oprah uses images of Chicago during her opening credits as well for The Oprah Winfrey Show since
the studio where they film the show is in the city. The show began airing in 1986 and is still airing
today. Other talk shows filmed in Chicago include The Jerry Springer Show, which began in 1991 and
is still on air today, and Jenny Jones, which ran from 1991 – 2003.
The cult following and the power of Music Television (MTV) strikes hard in the world of popular
culture since it is quite influential in the lives of its many viewers. Real World, in particular, has been
a successful reality television show on this network. Chicago was the chosen location for 2002 in
which, as stated in its title credits, ―seven strangers live and work together and have their lives taped‖
for the entire audience to view. As a result from this show, the viewers saw a ―semi-real‖ side of
Chicago since the individuals were taped non-stop and were going to many of the city‘s
establishments.
The Simpsons (1989) television show takes place in a fictional town of Springfield, which also
happens to be the capital of Illinois. In honor of promoting The Simpsons Movie (2007) release, all
Springfield towns across the United States were invited to submit videos why they believe The
Simpsons is set in their town. The winning location then would get to host a premiere of the movie.
The winning town of Springfield, Vermont won with 15,367 votes, with Illinois at a close second with
14,634 votes (Clark, 2007). IBOT took advantage of this opportunity and used it as a marketing tool to
spread the word about Illinois, but also to connect the state to this successful popular culture reference.
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Music
Chicago‘s distinctive music scene contributes to the city‘s diverse and strong foundation of its music
culture, as discussed in our expert interviews. Home to the Chicago Symphony Orchestra and the
Lyric Opera of Chicago, Chicago has received much praise from its classical music and opera scenes.
Of the various types of music found in Chicago, amongst the most notable forms are the blues,
particularly a style called ―Chicago Blues,‖ jazz, soul and gospel. Chicago-style blues can now be
heard routinely in blues festivals, clubs and concert halls all over the world (Krance, 2004). ―For
decades, Chicago blues artists have gone abroad for concert and club gigs that electrified European
audiences, and foreigners visiting Chicago continue to seek out the original and the upstart blues clubs
on the south, west and north sides‖ (Krance, 2004, p. 181). As depicted in postings and signs in the
Sears Tower Skydeck, Chicago‘s musical history connections relate to many artists, such as Louis
Armstrong, Miles Davis, Buddy Guy, Koko Taylor, Howlin‘ Wolf, Benny Goodman (founder of
swing), Thomas Dorsey (founder of gospel music), all of which performed on stages throughout the
city. The COT downloadable audio tours mentioned in Section 5.3, partnered with Buddy Guy, a
Chicago blues legend, in which he narrated a historical Chicago blues audio tour for the city.
Several musical artists have their origins rooted in and around Chicago, such as the band Chicago
(whose original name was actually Chicago Transit Authority), R.E.O. Speedwagon, Styx, Survivor,
Cheap Trick, Smashing Pumpkins, Wilco and hip-hop names such as Kayne West, Common and R.
Kelly. The Smashing Pumpkins even recorded their single ―Tonight, Tonight‖ with the Chicago
Symphony Orchestra.
An unknown attribute of Chicago‘s music history is that Chicago is known as the birthplace of house
music, a variation of the electronic music scene. Legendary DJ, Frankie Knuckles, is known as the
―Godfather of House Music‖ and started spinning this new type of music at an old Chicago nightclub,
The Warehouse, from which ultimately this music drew its name (IBOT, 2007d). He was featured as
one of the local celebrities in IBOT‘s ―My Chicago‖ initiative.
Several songs are associated directly with Chicago, such as Frank Sinatra‘s ―My Kind of Town‖ and
Robert Johnson‘s ―Sweet Home Chicago,‖ which was later revived when The Blues Brothers (John
Belushi and Dan Akyroyd) covered it. An alternative artist, Sufjan Stevens, and his album ―Come on!
Feel the Illinoise!‖ has received praise for his songs, all of which contain historical and popular
cultural references to Illinois, such as ―A Short Reprise for Mary Todd [Lincoln], Who Went Insane,
but for Very Good Reasons,‖ ―The Seer‘s Tower,‖ ―The Tallest Man, the Broadest Shoulders,‖ ―The
World‘s Columbian Exposition‖ and ―Carl Sandburg Visits Me in a Dream.‖

57

Literature
The Chicagoland area is home to several authors and poets, such as Ernest Hemingway and Carl
Sandburg, who focused much of his literature on Chicago. Sandburg was the individual who coined
Chicago as the ―City of Big Shoulders‖ in one of his poems, which Chicago still hears today.
Chicago is also the setting for several literature pieces. Upton Sinclair, an American novelist, wrote in
detail about the harsh conditions of Chicago‘s Union Stock Yards in The Jungle. One of the more
recent bestsellers is Erik Larsen‘s The Devil in the White City. This piece of non-fiction centered on
the lives of two men, the architect behind the 1893 World‘s Fair (Daniel Burnham) and a serial killer
(Dr. H. H. Holmes), occurring at the same time in Chicago. Since the reviews and raves of this book
were so enormously popular, the COT, the Chicago Architecture Foundation and the Chicago History
Museum each have The Devil in the White City tours around Chicago, all which sell out completely. 44
Many individuals have become so enthralled with the story, in part due to the great detail provided on
Chicago‘s architecture and landscape. One Chicago resident hosted two friends from out of town that
specifically asked her to drive them around to all the sites mentioned in the novel. 45 The novel was
written so captivating and enticing that tourists come, with their book in hand, to trace the footsteps of
the lead characters. 46
Theater
Chicago is home to several historic and contemporary theater houses and award-winning companies
today. Active within five of these theaters is Broadway In Chicago, an entity that brings Broadway
shows to this community of Chicago. Past and current successes include Mamma Mia!, Phantom of
the Opera, Monty Python‟s Spamalot, Rent, The Producers, The Lion King and Wicked to name a
handful.
Steppenwolf Theatre Company is one of Chicago‘s several performing arts institutions. This company
was instrumental in the launch of many American actors careers, such as Gary Sinise (one of the
founders), John Malkovich, John Mahoney, Joan Allen, Gary Cole, Martha Plimpton and Laurie
Metcalf. Another example, the Lookingglass Theatre Company, has an active Junior Board that
cooperates with the main Board of Directors. David Schwimmer from Friends and Joey Slotnick from
various television shows and films, such as Nip/Tuck, Alias and Boston Public, are advisors between
these two boards of the theater and host an annual fundraiser, The Madhatter‘s Ball, which has
garnered much local media publicity.
The Second City, started in Chicago in 1959 as a comedy and improvisational troupe where John
Belushi, Dan Aykroyd, John Candy, Gilda Radnar, Fred Willard, Eugene Levy, Bill Murray, Mike
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Myers, Bonnie Hunt, Tina Fey and Rachel Dratch got their careers started, often being a source of cast
members for Saturday Night Live (The Second City, 2007). The Second City has expanded to other
cities in North America now as well.
However, not necessarily theater, but still arts-related are the dance studios around the city. In
particular, the Joffrey Ballet is internationally known, along with Hubbard Street Dance Chicago. For
Robert Altman‘s film, The Company (2003), the filmmakers had full collaboration while coordinating
and filming with the Joffrey Ballet.
Sports
Chicago, and a small handful of other American cities, has two professional baseball teams, playing in
each of the official leagues: the National and the American. The Chicago Cubs, playing in Wrigley
Field in the heart of residential Chicago, have not won the World Series (the championship series of
Major League Baseball) since 1908. The Chicago White Sox, on the other hand, won the World Series
in 2005. The Chicago Bears football team is known for winning the Super Bowl (the championship
game of the National Football League) in 1986 and returning back in 2007, but were not victorious
that year. The ―Super Bowl Shuffle,‖ a song in which the 1985/86 season players rapped about their
Super Bowl chances became a cult favorite and is still known by most who watched that football
season. It reached the Billboard charts and even received a Grammy nomination. The Chicago
Blackhawks hockey scene and the Chicago Fire soccer team are other sporting events held in the city.
Chicago was named the Best Sports City in 2006, according to Sporting News, largely due to the
Chicago White Sox winning the World‘s Series in 2005, but also the impressive season of the Chicago
Bulls, the Chicago Bears and Northwestern University‘s football team (Hille, 2006).
In one of Chicago‘s most popular stores and tourist attraction, NikeTown Chicago, a poster is
displayed near the entrance that states the following:
In Europe, they say you can tell which city you are in by looking at the church
spires. Here in America, it is much the same; visitors need only look to our
stadiums – our cathedrals of sport – to orient themselves.
This is nowhere more true than in Chicago, where these venerable structures
stand not only as landmarks, but as stone and steel testimonials to the power of
sports. Like those churches of Europe, each possesses its own recognizable
characteristics. And like those churches, each is a place of worship.
NikeTown Chicago is dedicated to the same spirit of reverence that built those
edifices, and which moves us to gather together to watch full-grown adults at
play.
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These statements expand on Chicago‘s need and interest in sporting events, by comparing each
sporting facility to a ―place of worship.‖ These locations are therefore, from NikeTown‘s perspective,
symbols of extreme importance and high stature in the city‘s sporting culture.
Celebrities and Personalities Attached to the City
Even though Michael Jordan was not born in Chicago, his legendary basketball career with the
Chicago Bulls makes it difficult to not associate his name and image to the city. Visitors to remote,
rural villages in Africa have spotted children sporting red shirts with ―Jordan,‖ ―23‖ and ―Chicago
Bulls‖ emblazed on them and due to satellite television, an unimaginable amount of people across the
globe have seen Michael Jordan play (Krance, 2004).
Oprah Winfrey, another individual who is not originally from Chicago but has connections to the city,
is an indescribable influence across the world because of the power and limitless reach of the media.
In 1984, Oprah moved to Chicago to host a morning talk show and in less than a year, she had The
Oprah Winfrey Show, which is now seen by an estimated 46 million viewers a week in the United
States and is broadcasted in 134 international countries (Oprah Winfrey, 2007). She also established
Harpo Studios, a production facility in Chicago, making her the third woman in American history to
own her own studio (Oprah Winfrey, 2007). Her philanthropic nature and humanitarian work has
garnered herself a spot in Time Magazine‟s 100 Most Influential People in the World since 2004
(Oprah Winfrey, 2007).
There are several celebrities with associations to the Chicagoland area, either being born there or
living there, such as Harrison Ford, Robin Williams, Bill Murray, John Belushi and his brother James,
John Mahoney, Chris Farley, Aidan Quinn, George Wendt, John C. Reilly, Terrence Howard, Bonnie
Hunt, Frances McDormand, Virginia Madsen, Ann-Margret, Julia Louis-Dreyfus, Megan Mullally,
Chris O‘Donnell, John Cusack and his sister Joan, Vince Vaughn, Jeremy Piven and Mr. T. Many of
the artists mentioned under the Music heading are considered to be part of Chicago‘s personalities,
such as Billy Corgan of the Smashing Pumpkins, Eddie Vedder of Pearl Jam, Kanye West, Nat ―King‖
Cole and Chaka Khan. Several of the individuals associated to the companies mentioned under the
Theater heading are considered as well.
In the world of countless reality television shows, the winners often enjoy moments in the spot light
and perhaps their ―fifteen minutes of fame.‖ Such may be the case with Bill Rancic, Chicago resident
and first winner on Donald Trump‘s The Apprentice television show in 2004. As part of getting hired
by Donald, Bill got to be the project manager of the construction of the new Trump Tower in
downtown Chicago. This Tower will be a condominium-hotel skyscraper and is slated to be complete
in 2009 (the hotel is already in operation) and will then be Chicago‘s second tallest building, after the
Sears Tower.
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6.2.2: History
Chicago‘s second pillar of its Current Image Portrayal Model, history, is also of primary
importance. The first resident of Chicago was a fur trader, Jean Baptiste Point du Sable, who
built his settlement there in 1779, the town of Chicago was incorporated in 1833 and then
incorporated as a city by 1837 (COT, 2007b). The Chicago Fire of 1871 left the city with an
opportunity to plan and rebuild itself. As previously mentioned, Chicago hosted the World‘s
Columbian Exposition in 1893 which attracted nearly 26 million visitors during its sixmonth run and it was at this time that the Chicago Transit Authority (CTA) introduced the
first elevated trains, ―L,‖ to provide transportation for those attending the fair (COT, 2007b).
In the late nineteenth century, Chicago was a city, full of commercial importance, growing
more quickly than New York, and the city leaders recognized the need for order and a plan which
could solve its current problems and to prepare for a prosperous future – the result was Daniel
Burnham‘s 1909 Plan of Chicago, which addressed architecture and spatial planning and arranged the
city‘s unobstructed lakefront and its system of parks and forest preserves (Johnson, 2001). In 1933,
Chicago hosted ―A Century of Progress‖ World‘s Fair to show the technological accomplishments of
civilization since the city was incorporated, which attracted 39 million visitors in its two-year period
(COT, 2007b).
Chicago has emerged more and more as a global city hosting large scale events such as the AIBA
World Boxing Championships in 2007, the Gay Games VII in 2006, the International Pow Wow (one
of the travel and tourism industry‘s premier conferences) in 1998, the Democratic National
Convention in 1996 and the World Cup Soccer Tournament in 1994. Chicago is also home to an
annual marathon that has been occurring since 1977 and is part of the World Marathon Majors, which
includes the five largest marathons across the globe, along with Boston, New York City, London and
Berlin (Chicago Marathon, 2007b). The annual Taste of Chicago is a massive ten day event that
celebrates the local cuisine of Chicago, along with local musical talent. The Taste has become the
nation‘s largest free food and music festival with an attendance reaching 3.5 million people in 2006
(Chicago official visitors guide, 2007).
Chicago’s Prevalent Gangster Image
Research confirmed that Chicago‘s image has a strong correlation to past historical figures, mainly Al
Capone and other mobsters from the gangster years in the 1920s and 1930s. In fact, this connection
has become one of the most prevalent in Chicago; hence, history is the second pillar of the Model. As
mentioned in Section 2.5.2, the city has struggled with this inaccurate image for quite some time.
Chicago‘s civic image suffered during the mobster years of the early twentieth
century, and ―Al Capone – bang, bang!‖ still remains an all-too-common
response to Chicagoans traveling abroad.
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- Magda Krance, ―The World‘s Art and Chicago‘s‖ in Madigan‘s Global Chicago
(2004, p. 178)
Although their legacy is completely obliterated, the folklore about various
gangsters called ‗Deanie,‘ ‗Hymie,‘ ‗Bugs,‘ ‗Big Jim‘ and of course, ‗Scarface‘
Capone is as much a part of Chicago‘s colorful history as the heritage left by the
architects and tycoons.
- Tom Bower in ―Chicago… everyone‘s kinda town‖ (2006, p. 93)
Even though Al (Alphonse) Capone, the figure head and symbol of the notorious gangster, was born in
Brooklyn, New York, he later moved to the south side of Chicago to work and will be remembered
from his time there. At the height of his criminal career during the Roaring Twenties, Al Capone was
the most famous gangster in America and with the combined influence of books, films and television
he retains that historical status to this day, ranking alongside Jesse James and Billy the Kid as one of
the legendary criminal figures in American history and culture (McCarty, 1993). Capone became a
symbol for the gangster concept itself, which is still brought up today. Even after his death in 1947,
this association still lives on prominently. In other words, there is immorality about his name and
image that will never fade (McCarty, 1993). Therefore, the enduring legend of ―Scarface‖ will
continue as long as it keeps prevalent in history and culture, specifically popular culture, today.
There is something fascinating that many individuals find from the gangster concept perhaps that is
why the image has stayed and persisted for such a long time. Through a group tour company, The
Untouchable Tours, Chicago‘s gangster history comes to life with a costumed bus driver and tour
guide with fake guns that play roles from those years. Pohlen goes on to writes about this experience
and concludes with ―[i]t‘s all part of the fun, and let‘s face it, gangsters are F-U-N!‖ (1998, p. 209).
Even though the gangster scene that most individuals have in their minds is from the 1920s and 1930s
era, this representation has been engraved in their thoughts and perceptions. These may not necessarily
be negative thoughts, but there is still the question or uncertainty of safety in the city.
Eliot Ness, the federal Justice Department Prohibition agent who ultimately prosecuted Capone, only
for tax evasion charges though, later talked to Oscar Fraley about his experiences during the Capone
years (McCarty, 1993). These conversations were then turned into a book, The Untouchables,
published in 1957, which became a bestseller. This story then led its way to a motion picture, a
television series and even a video game. There is a new movie, The Untouchables: Capone Rising, a
prequel to the earlier film, scheduled to be released in 2008 (Internet Movie Database, 2007).
With television shows like The Sopranos and movies, such as Scarface (1932), Bonnie and Clyde
(1967), The Godfather (1972), The Untouchables (1987) and Goodfellas (1990), the gangster theme
continued through the years and continues to be prolonged. Of these, only The Untouchables was
filmed in and about Chicago, the others most often took place and were filmed in New York City.
However, it is still Chicago to this day that gets the gang-ridden street image. Due to the historical
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gangster image popularity through popular culture mediums, the reach becomes greater and new
images become reinvented. McCarty states that ―the gangster, like the gunslinger, is a classic
American character – and the gangster movie, like the Western, one of the American cinema‘s most
enduring genres‖ (1993). McCarty (1993, p. xvi) expands the interest and fixation of Hollywood‘s
gangland that:
[t]he gangster movie remains very much alive because, from the barrios, ghettos,
and boardrooms of America‘s cities to the drug strongholds of Miami, New York,
Los Angeles, gangsterism itself is still with us. The saga continues. The movies‘
love affair with the mob, and the audience‘s love with those movies, goes on. The
themes, characters, landscapes, and mythologies of the gangster movie have
proven resilient enough to be updated, reshaped, and expanded upon to connect
with even the youngest among us, the teenagers and young adults for whom most
movies these days are made.

6.2.3: Natural and Synthetic Beauty
Natural Scenic Beauty
According to Bill Kurtis, a leading American journalist (and narrator of IBOT‘s Chicago
downloadable MP3 movie tour), the most underestimated characteristic about Chicago is ―its
beauty‖ (Chicago official visitors guide, 2007, p. 160). In this, he was not alone. A majority
of the interview respondents and individuals questioned, remarked with similar responses.
Hence, it is depicted as the third pillar in the Model. The beauty of the city is further
compounded by the abundance of parks and green areas around the city. The City of
Chicago has taken an active interest in up keeping these areas, along with beautifying the
city center. The main walking streets see many fresh flowers cared for routinely.
Chicago is a special urban city since it is on water and has several beaches. Lake Michigan even has
the potential to look like a ―huge, freshwater ocean.‖ 47 Many visitors comment on the Lake and its
vast beauty, ―often confused since it appears to go on forever, but are also in awe of it.‖48 Chicago has
26 miles of lakefront, 18 miles of lakefront paths for biking, running, walking or rollerblading, along
with 15 miles of bathing beaches at 30 different beaches (Chicago official visitors guide, 2007).
Several international individuals who currently or used to live in Chicago, commented on the beaches,
specifically in the summer, as one of the most memorable experiences they had while in Chicago. One
of the major beaches, Oak Street Beach is literally steps from Michigan Avenue and the heart of the
downtown shopping business district. Most of these attributes are located in the north side of the city.
However, one resident believes that the south side actually has a ―more gorgeous and better lake front‖
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than the north side.49 If the Olympics were to come to Chicago, the south side has the potential of
reviving itself and showing a new side of the city since the Olympic Village will be located there.
Chicago has to potential to take visitors off guard from time to time. This mainly occurs because they
may not have too high of expectations for the city. However, when they are there and experienced the
essence of the city, Chicago does amaze them. A tourism official finds it really ―nice to surprise
visitors,‖ and also shared that ―people often come back more often to Chicago than a city like Los
Angeles.‖50 Further research presented that Chicago has the potential to rival other major cities, but
often is considered a hidden gem since it is not as recognized as other cities such as New York or Los
Angeles. Richards (2006, p. 112) describes Chicago as a more chilled version of New York since the
―shopping, architecture and culture can rival anything the East has to offer and you can happily cover
the majority of the city on foot.‖ Elie (1996) wrote on Chicago‘s comparison to New York, noting that
several similarities existed such as, ―great museums, jazz and blues, racial diversity, crowds,
anonymity and elevated trains,‖ but pointed out that Chicago‘s ―horizon stretching away to Lake
Michigan and the plains,‖ along with its ―river coursing through the city rather than bordering it‖
distinguish itself from New York. Chicago appears to fly under the radar of international visitors in
terms of their prior knowledge and exposure. At times this is considered a weakness since the city is
not as well-known as others. However, for those that actually spend time in Chicago tend to leave
content with their, often ―surprising‖ experience. For instance, four friends of an interviewee 51 realized
that they could have a stopover in Chicago before their trip to New York and decided to spend four
days in Chicago and only three in New York. These were individuals that had already been to both
cities, and purposely made their time in Chicago longer than New York.
Even though many may know Chicago as the ―Windy City,‖ this is, in fact, not due to the wind. The
actual wind speed is much calmer than many other cities. The nickname arose when Chicago was
competing against New York for the 1893 Columbian Exposition. A New York journalist, Charles
Dana, wrote to his readers that they should ―pay no attention to the nonsensical claims of that Windy
City. Its people could not hold a World‘s Fair, even if they won it‖ (Pohlen, 2000, p. 1). He claimed
that Chicago was boosting itself too much and being too out-spoken about their strengths. The actual
weather in the city can be considered quite comfortable with the exceptions of the height of winter and
summer. It sees all four seasons, with the lowest temperatures in January and the highest temperatures
in July, around the mid-80s degrees Fahrenheit (29 degrees Celsius). Interestingly, a Chicago-based
movie, The Weatherman, particularly chose Chicago because it is ―really cinematic, architecturally
and the weather‖ (Verbinski, 2005). Nicholas Cage played the title role and specifically commented on
the role of a weatherman in Chicago and touched on a topic prevalent in Chicago‘s weather scene. He
observed that a ―Chicago weatherman is a whole different animal than a Los Angeles weatherman. A
Los Angeles weather basically has one season, the weather here [in Chicago] is so intense, it can be 30
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degrees one day and 80 degrees another day‖ (Cage, 2005). The Chicago weather has the potential to
be sporadic.
Man-made and Synthetic Beauty
Chicago is home to many architectural firsts, along with historic landmark buildings and modern,
contemporary innovations. The ―father‖ of the skyscraper, William Le Baron Jenney, was the architect
behind the city‘s first full steel skeleton skyscraper, the Home Insurance Building, constructed from
1884 – 1886, which was considered the first skyscraper (Krance, 2004). Chicago has been considered
a ―living museum of architecture,‖ thanks to the genius architects of Daniel Burnham, Louis Sullivan,
Frank Lloyd Wright, Ludwig Mies van der Rohe, Helmut Jahn and many more (COT, 2007b). Spanish
architect, Santiago Calatrava‘s ―Chicago Spire,‖ will be completed in the coming years and will be
become the city‘s tallest building. Frank Gehry designed the Jay Pritzker Pavilion and Anish Kapoor
designed ―Cloudgate,‖ both important additions to Millennium Park, located downtown Chicago on
the most known street in the city, Michigan Avenue. It has been said that Millennium Park is
representative of Chicago‘s bid to soften the image of its downtown area and create its own version of
New York City‘s Central Park (Mourby, 2007). It has also been called the world‘s largest rooftop
garden since an underground parking garage was built underneath it. Most of these architectural and
structural masterpieces are free of charge to view obviously, so any and all can observe and take in
their presence. As a result, it ―provides a meeting spot for individuals of all ages and classes to enjoy
and admire.‖ 52
Chicago‘s architecture was found to be one of its most known and notable features. Many first time
visitors did not realize that the city had this impressive architecture and skyline and are instantly
amazed by the dramatic and stunning nature of it. 53. In addition, many of the movie directors and
producers consistently comment of the attractiveness of this aspect and how much they enjoy filming
with it in the background. Peyton Reed, director of The Break-Up, commented that with ―the
architecture of Chicago, particularly almost anywhere you point the camera you are going to come up
with a beautiful, amazing building. It is such a great architectural city‖ (Reed, 2006). Furthermore,
Kevin Thompson, production designer on the set of Stranger Than Fiction, believes that Chicago is an
interesting city for architectural styles and the diversity of offerings that they needed from the script,
could be easily found there (Thompson, 2006).
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6.2.4: Cultural Diversity and Ethnicity
The global nature of Chicago is evident in its neighborhoods and residents. It is a city with
130 non-English newspapers, where an emergency call to 911 can be responded to in 150
languages and where 22% of the population is immigrants (Simmons, 2004). According to
the 2000 U.S. Census, just more than one Chicago resident in five was born in a foreign
country, with immigrants from Mexico (46.5% of the foreign-born residents) and Poland
(11.1%) toping the list (Broder, 2007). Broder also goes on to state that in 1890, 41% of the
city‘s population was foreign-born with Ireland (15.5%), Germany (13%), Sweden (9.5%)
and England (6.3%) being the four most prevalent (2007).
These ethnicities have spread their culture and way of living into many neighborhoods throughout the
city. As a result, there are communities that cater to the diverse population such as the Greeks in
Greektown, Italians in Little Italy, Mexicans in Pilsen and Little Village, Ukrainians in Ukrainian
Village, Swedes in Andersonville, Germans in Uptown, Chinese in Chinatown, Indians in Devon
Avenue, and not to forget the influence of the many Polish and Irish immigrants to the city as well. In
most of these neighborhoods, there are ethnic and authentic restaurants and bakeries, museums that
give their history and stores that sell imports.
Bronzeville, a historic neighborhood on the south side of Chicago, once known as the Black
Metropolis, was important in the building of African-American history. It was in this neighborhood
where a rich legacy of jazz and blues entertainment originated with the sounds of Louis Armstrong
and Muddy Waters and other significant figure heads associated to the area, such as Andrew ―Rube‖
Foster (founder of the Negro National Baseball League), Ida B. Wells (a civil rights activist and cofounder of the NAACP), Bessie Coleman (the first African-American woman pilot) and Gwendolyn
Brooks (Pulitzer Prize winner author) (COT, 2007c). Many of these individuals made their way from
the southern American states to the north in search of a more industrialized area, over 50 years ago.
The City of Chicago has an active Sister City relationship program in which Chicago and various
other cities across the world, ranging from Canada, Europe, and Africa to Asia, cooperate together in
various capacities. The mission of the Chicago Sister Cities, under the Department of Cultural Affairs,
is:
to provide leadership to develop, manage and coordinate comprehensive
exchanges with Chicago‘s 27 international Sister Cities. It aims to increase
international trade, economic development, promote exchanges of culture,
education, medicine, environment, technology and social service opportunities
with its sister cities for the benefit of the City of Chicago, its residents and
businesses. (CSCIP, 2007)
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Chicago Sister City relationships include Göteborg, Sweden; Paris, France; Hamburg, Germany;
Belgrade, Serbia; Casablanca, Morocco; Accra, Ghana; Lahore, Pakistan; Moscow, Russia; Shanghai
and Shenyang, China; Osaka, Japan, and Mexico City, Mexico to name a few. Chicago is also home to
over 60 consulates, both paid and honorary. Many communities also have active chamber of
commerce offices in Chicago as well.

6.2.5: Tourism Attractions
The next component and pillar of Chicago‘s image is its tourism attractions and activities.
Chicago‘s museums display artifacts, pieces of art and contain interactive exhibits for all
ages and all tastes. With a ―Museum Campus‖ vicinity located on Lake Michigan, museums
are easily accessible and in an ideal setting for visitors and residents alike to appreciate and
admire the museums‘ offerings, along with Chicago‘s skyline. One of these museums, the
Museum of Science and Industry, is the only building still standing from the 1893 World
Columbian Exposition. Significant facts include that the Art Institute of Chicago holds one
of the largest and most extensive collections of Impressionist and Post-Impressionist
paintings outside of the Louvre in Paris, France; that the John G. Shedd Aquarium is the
world‘s largest indoor aquarium and that the Lincoln Park Zoo is one of only three free major zoos in
the country (COT, 2007b). Krance acknowledges that Chicago has long been an internationally
recognized center for the fine arts – painting, drawing, sculpture and goes on to state that the Art
Institute of Chicago is the ―mighty anchor and the point of reference for the city‘s high art ranging
from the ancient to the relatively contemporary‖ (2004, p. 171).
Deep dish pizza and the Chicago-style hot dog (both with particular ingredients) are synonymous with
authentic Chicago food. Both are significant to the city because these special preparations began there.
However, ―there is more to Chicago nowadays then deep dish pizza and hot dogs.‖ 54 It has been a
starting ground and venue for many of the emerging and already well-established chefs of the world.
Most notable is Charlie Trotter, referred to by a UK journalist as ―America‘s answer to Gordon
Ramsey‖ (d‘Arcy, 2006, p. 4) and his restaurant Charlie Trotter‘s, has long been considered one of the
world‘s best restaurants. It was given the #30 spot on Restaurant Magazine‟s 50 Best Restaurants in
the World, and the fifth best American restaurant on this list (Restaurant Magazine, 2007). Grant
Achatz, head chef at Alinea, is also stirring up a significant amount of press and publicity. He has also
been ―described as the American equivalent of British culinary alchemist Heston Blumental,‖ and his
restaurant received the ―Best Restaurant in the America‖ by Gourmet magazine in 2006 (―Chicago is
the top of the food chain,‖ 2007).
The shopping scene is another tourism activity in Chicago. There are several neighborhoods that
contain unique boutiques and local treasures, but there are also several, large shopping centers.
Michigan Avenue, also known as the Magnificent Mile, is home to many flagship stores and is
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considered one of the best shopping districts in the city. Marshall Field‘s department store was an
institution in Chicago that dated back in its history, until recently when it was acquired by Macy‘s.
Babwin (2005) wrote that Chicagoans viewed this announcement as the ―ultimate indignity‖ since it
was the ―city‘s most famous department store.‖ Lonnie Bunch (as cited in Badwin, 2005) goes on to
say that this is because Chicagoans are so proud of the city‘s history, ―enamored‖ with it and often
―revel in their history.‖
Providing accommodation choices of all levels is another aspect of Chicago‘s traits. High-class hotels
on Michigan Avenue cater to the elite crowd, while the prevalence of mid-range choices appeals to
those on a budget-conscious visit. For individuals looking for one of the city‘s most reasonably priced
options, there is a Hostelling International Hostel, located just a block off Michigan Avenue and the
Art Institute for around $40 a night.
Cultural events are of large importance to COT and to the residents. Year-round festivals and street
fairs with music and cultural celebrations are a huge part of the Chicago‘s offerings, especially in
regards to tourism. Such events include the Viva! Chicago Latin Music, Celtic Festival Chicago,
Chicago Country Music Festival, Chicago Jazz Festival, Chicago Gospel Festival and the Chicago
Blues Festival. The Mayor‘s Office of Special Events draws up busy schedules every year that include
these free events, along with film festivals, seasonal offerings, holiday parades, ethnic celebrations and
neighborhood festivals.
A list of awards and accolades that Chicago received from 1999 through early 2007 is presented in
Appendix 5. Chicago‘s recent recognitions in various areas, such as tourism, culinary, healthy
community living, shopping and overall destination image terms, can be seen here.

6.2.6: Local Residents and Their Attitude
Chicago, with a population of over 2.7 million, is home to many differing and unique types
of individuals. Since the locals and their attitudes alike are a strong representation of the
city, it is crucial for an Olympic City to have residents that reflect well on the city. These
individuals act as ambassadors of the city to visitors while they are in Chicago and when
they are out of town. Therefore, having a positive and passionate disposition about their
home is essential for others to form a favorable and prominent image of the city.
Consistent research found that Chicago natives are known to have a friendly, personable,
warm and considerate character. This attitude has often been attributed to the entire Midwest
as well. Chicago was compared to New York, ―but with friendly people. And we‘re talking genuinely
friendly, not fake Los Angeles friendly, where people are only telling you to ‗Have a nice day‘
because they‘re after your money‖ (Thurlow, 2007, p. 52). Several travelers that come from the east
coast before Chicago particularly enjoy the ―welcoming nature‖ of Chicagoans and comment that they
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did not encounter the same reception in the east coast, most often in New York. 55 Even though New
York is top of mind when it comes to American cities, Chicago does not mind taking a seat behind
them. It was once called the ―Second City‖ and this nickname has stayed. The ―personality of Chicago
is at its best when it is seen as the Second City… Chicagoans have been known to not be
pretentious.‖ 56 It is incredibly vital for a host city to have residents that are active and interested in
pursuing volunteer positions. This could add to the success of the Games. As Chappelet (2002, p. 45)
mentioned in Sydney‘s case in 2000, the ―volunteers were the shop window of the Games, and the
main point of contact between the organization and its ‗clients.‘‖ This can be applied to the ca se of
any host city of the Olympics; therefore, stressing the important role of the volunteers.

6.2.7: Business, Commerce and Economics
Focusing in on Chicago‘s business community, it can be seen that the city has become more
globalized every year, making commerce the next pillar in the Model. With more
headquarters of multinational corporations opening up or setting up branches in the
Chicagoland area, it is clear that commerce is a valued trait to the city. Such is explained by
Moskow (2004, p. 191), ―[t]he Chicago metropolitan area has transformed itself from an
industrial metropolis, anchor of the Rust Belt, into a global business capital.‖ Back in 2002,
the Boeing Company moved its headquarters to Chicago. As America‘s number one
exporter, Boeing stressed the city‘s four strategic selling points: that it is a culturally diverse
city, a business-friendly environment, easy access to its operations nationwide and its
convenient access to customers worldwide (Moskow, Perritt & Simmons, 2007). In addition, Wilhelm
(2002) also writes that Boeing Company moved to Chicago for ―many reasons, among them the city‘s
reputation as a place where things get done‖ since it ―maintains its image as a city of action.‖ Further
discussion on Chicago‘s desire for expansion was also prevalent in this article, describing that
Chicagoans ―build transit, reverse the direction of their rivers, build layers of superhighways and
develop the world‘s largest convention center‖ (Wilhelm, 2002).
Annually, Fortune magazine publicizes the top 500 of America‘s largest corporations (Fortune 500)
and 500 of the world‘s largest corporations (Fortune Global 500). Chicago, including the suburbs just
outside of the city, is headquarters to 67 of the 2007 Fortune 500 and 14 of the Fortune Global 500
companies, such as Boeing, State Farm Insurance, Sears Holdings, Walgreen, Motorola, Caterpillar,
Allstate, John Deere, McDonald‘s, United Airlines and Sara Lee, to name a few of the top ranked
(Fortune 500, 2007). The exposure and presence of these companies in Chicago have proven to be
beneficial to the city since they increase the credibility and worthiness of the city, particularly in the
business world. They will also be of importance when it comes to funding and support of the Olympic
bid.
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Incorporating these businesses into the Olympic process is also another crucial step in order for a host
city to succeed. In addition, sponsors are of high importance. McDonald‘s, with its international
headquarters just outside of the city in Oak Brook, ―involvement could be tremendous.‖ 57 Even though
it is too early to say, since plans would not be made until Chicago was officially chosen, owners and
operators would definitely want to be somehow directly involved. McDonald‘s involvement in past
Olympics has been massive, as an advertising sponsor and also in terms of aiding to the planning
process. For instance, McDonald‘s built the entire swimming stadium for the 1984 Los Angeles
Olympics.

6.2.8: Transportation, Infrastructure and Location
The CTA operates one of the nation‘s largest public transportation systems (second only to
New York), covering Chicago and 40 neighboring suburbs, in which its roughly 2,000 buses
operate over 154 routes and 2,273 route miles and their 1,190 rapid transit trains operate
over eight routes and 222 miles of track (CTA, 2007). It is of importance to note that CTA
passengers can easily travel to both of Chicago‘s major airports. Having one of the world‘s
busiest airports, O‘Hare International Airport, along with another outside of the city,
Midway Airport, Chicago is convenient and accessible for air travel. O‘Hare is an
international hub for United Airlines and American Airlines, while Midway is a hub for
Southwest Airlines. United also has their world headquarters in Chicago. Besides the local
transit system, Chicago has access to the suburbs via the Metra rail system, known as the commuter
train. Amtrak, the national rail system, is also accessible to and from the city and many parts of the
country. Bus systems, such as Greyhound, are other choices of modes of transport.
At the current time, the CTA lacks the funds necessary to operate efficiently and as they see fit .
Therefore, they are relying more and more on state funding. This independent, governmental agency,
which was created by state legislation, relies heavily on public financing. Actual e-mails sent from the
CTA‘s President, Ron Huberman, to CTA customers with registered e-mail addresses can be read in
Appendices 6 and 7. Mr. Huberman is urging constituents to reach out to their state legislators in order
for them to lobby for more money to keep their budgets in-tack, so that service cuts and employment
are not disturbed. With the questionable future of the CTA and the potential for severe cuts, it does not
prove itself to be advantageous to tout the city‘s transportation system. Arnie Bernstein agrees by
stating that:
[t]he CTA is a mess, the infrastructure is falling apart, the legislators in
Springfield are offering no money to help out and the CTA officials are talking
about a ‗doomsday‘ plan that will mean severe cutbacks on service and
employees. Of course, all this is happening as the Olympic Committee is visiting
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[late October, early November 2007], and showing them Chicago can‘t handle its
own significant transportation needs, let alone that of an Olympics. 58
Hilkevitch (2007) writes that CTA President Ron Huberman believes that the transit system could
serve the Olympics well, but only if it is brought up to a state of good repair. Hilkevitch (2007) also
writes that a Senior Vice President for Chicago 2016 claims that setting up the right transportation
system presents one of the biggest challenges to a successful Olympic bid. This can be seen as a large
issue at the moment, since the repercussions have the possibility to be huge due to the residents and
visitors‘ heavy dependence and reliance on the city‘s transportation system, not to mention the
potential millions of visitors that would come to Chicago for the 2016 Games. The Chicago region is
one of the few that continues to have an elaborate mass-transit system, but unfortunately the city is not
coming close to tapping the full possibilities of building on this framework and creating a world-class
connecting network for personal mobility (Johnson, 2001). It was also brought up that Chicago is a
―world-class city with a second-class transportation system.‖ 59 Even though the CTA‘s functionality
has received much scrutiny and many believe, has a questionable future, it should be made clear that
the city still decently operates with this infrastructure in an acceptable manner, as several interviewees
mentioned. Even though the conditions of the CTA are considered to be a shortcoming at the moment,
but since it is such a convenient transport hub, this is considered to be a large strength (Moskow,
Perritt & Simmons, 2007).
A particularly ironic finding was that many filmmakers consistently use the city‘s transportation
system while shooting in Chicago, all the while the city has such struggles with it. Due to popular
culture, many individuals may associate the uniqueness of the elevated trains to the city. It is prevalent
in ER to film the trains and the platforms while the characters go to and from the hospital. An
important scene from the movie Save the Last Dance took place on an ―L‖ train and even Sandra
Bullock‘s character in While You Were Sleeping plays a CTA employee.
Chicago has a fitting spot as its location, being in the middle of the United States, not quite halfway,
but almost, between New York and California. Many international individuals struggle with locating
Chicago on a map, even more so with knowing or relating Illinois to Chicago. 60 As a result,
International IBOT had to include a map of the United States on their Web site, specifically calling out
Chicago and Illinois. However, when taking into consideration the potential of hosting the Olympics,
Chicago has a very convenient location. With all the transportation systems mentioned above, most
specifically the airports and the many direct, international flights, the ease of visitors getting to
Chicago will be appreciated.
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6.2.9: Politics
Last, but certainly not least on Chicago‘s Current Image Portrayal Model, is the ninth
pillar of importance, politics and the stability of local, state and national governments.
Even though there are issues that arise due to the political scene in Chicago, along with
Illinois and the United States, the government is still deemed solid and strong. Mayor
Richard M. Daley has been in office since 1989, the second longest running mayor of the
city, the first being his father. As has been the case with politics across the States, there
are many advocates against Mayor Daley‘s actions and decisions. He says what he feels,
often quite candidly and surprisingly, and to many individuals this is not typical of
politicians; therefore, they feel like they are not getting political talk out of him. 61
On a political and financial level, the United States is the only developed country in the world that
does not have a national advertising budget for tourism promotion. Instead the responsibility has been
passed down to the state and local levels. However, the Travel Promotion Act legislation that is in
progress seeks to create a federal office that would oversee a public-private partnership with a budget,
in which half would go towards promoting the States abroad and the other half going towards
explaining clearly the security procedures and why they are put in place. 62 Potentially having this
support could prove to be incredibly advantageous for future Olympics in the United States, especially
due to the strict visa requirements. This category was not as heavily researched due to the belief that
politics is a complicated and, at times, unclear discussion. However, it is included in the Model since a
city‘s political scene is important in building its image.

6.3: Summary of Chicago’s Current Image Portrayal Model
The Sears Tower, one of Chicago‘s most noticeable skyscrapers in its skyline, inspired the depiction
for this Model. This building was instantly associated to the city by many international individuals that
we encountered during our candid interviews. However, little knowledge on Chicago besides this
connection was common. Therefore, there was a need to develop the city‘s image further. The two
columns that make up the Model‘s highest points, ―popular culture‖ and ―history,‖ were selected as
being the most significant to Chicago‘s current image. The following categories of ―natural and
synthetic beauty‖ and ―cultural diversity and ethnicity‖ and ―tourism attractions‖ are considered to be
at the next level, still significant and somewhat visible and noticeable in the image of the city today.
The ―attitude of the local residents‖ and the ―business, commerce and economics‖ are still visible, but
not as prevalently known. The remaining categories, ―transportation, infrastructure and location‖ and
―politics‖ are by no means the least significant. In terms of the categories, they are classified at the
bottom because they are not as visible and known as the other characteristics.
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CHAPTER 7: OLYMPIC SOUL AND CHICAGO SOUL FOUND
We have constructed two models, the Olympic City Model and Chicago‘s Current Image Portrayal
Model, in our pursuit of finding each respective image. With the help of these models, we attempted
to elaborate on the following two questions: what could the Olympics do for Chicago‘s destination
image and what could Chicago, in particular its popular culture references, bring to the Olympic
Movement, which resulted with the following conclusions.

7.1: Chicago’s Contributions to the Olympic Movement
The attributes that comprise Chicago‘s Current Image Portrayal Model are the city‘s contribution to
the Olympic Movement. The IOC strongly values that a host city keeps the Olympic legacy running
long after the Games have taken place. The city will also have the opportunity to build on new
Olympic traditions and form new associations that have the power to significantly enhance, or perhaps
even lessen, a city‘s portrayed image. The following aspects are the characteristics that we found
unique to Chicago in order to leave a lasting legacy in the Olympic Movement.

7.1.1: Distinct Characteristics of Chicago
Using Al Capone‘s history and strong recognition to Chicago, the Olympic Movement could use this
to their advantage. The potential to build on an already strong and visible established image to a new
level is possible. Even though using a gangster-like image is not an ideal way of promoting the
Olympics, it could be creatively marketed in perhaps a positive manner, since many individuals will
be able to connect this attribute to Chicago.
Even though the architectural beauty and impressive public parks system may not be known to many
first time visitors to the city, they end up leaving with a strong, new image of Chicago. This
noteworthy component of its image would be shown to the masses watching the broadcasted sporting
events and Olympic programs. Chicago‘s skyline, with the addition of Trump Tower and Santiago
Calatrava‘s ―Chicago Spire in the near future, will be one of significance, which could be connected to
an Olympic legacy in the years to come.
Chicago‘s attractions, importantly the museums, could cooperate with the Olympic Movement and
display, temporary and permanent, exhibits that showcase the Games, leaving behind a legacy to the
Movement and to the city of Chicago. Another vital characteristic is that Chicago possesses an
extensive list of accommodation choices. Several are located right in the city center, but there are also
a significant amount near the airports and surrounding suburbs. It is important to host the Olympics in
a city that is accessible and has distinctive offering to those visiting and participating in the Games.
Having access to one of the world‘s busiest airports, O‘Hare International Airport is beneficial for
hosting a mega-event of this size. Even the smaller airport, Midway, is also convenient to have as a
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second option for those arriving by air. In addition, all modes of transportation, such as the trains and
buses, are easy to follow making getting around the city feasible.
The friendly attitude of the Chicago residents is an important trait for the IOC to take into
consideration. In conducting such a massive event, a strong volunteer base is required for producing a
successful event. However, it is vitally important that this base be friendly, passionate and dedicated.
In addition, this residential attitude will be met by the athletes and attendees of the Olympics at hotels
or restaurants, leaving a mark on their overall experience in many facets of interaction.
Chicago‘s ethnic neighborhoods and authentic cultures from its diverse residents embody so much of
the soul of Chicago. Incorporating this into the Olympic legacy would benefit all the international
athletes, journalists and tourists to Chicago and their feeling of comfort in a city with these cultural
offerings. Due to the active and global list of Chicago‘s Sister City relationships, foreign consulates
and other international business organizations, the potential of using them as an outlet for spreading
goodwill and positive messages surrounding the Olympics would be advantageous to the IOC in the
international promotion of the Games.

7.2: Benefits that the Olympic Games Could Bring to Chicago
After fitting Chicago into the Olympic City Model, we concluded that the city has a strong economic
presence, visible both in the city and the region. Chicago is one of the largest business centers in the
United States. The existence of the large number of international companies that have started their
businesses in the Chicago area and the numerous international corporations that have their
headquarters there, confirms that there is enough economic power to support the Games. The
possibility for international promotion and further exposure if Chicago wins the bid is appealing to
many of them. Furthermore, since the Games are privately funded in the States, this strong business
base is even more important than in the cases where national governments take a lot of economic
responsibility when hosting the Olympics. The role of sponsors becomes even more important in
Chicago‘s case. Having McDonald‘s international headquarters in the Chicagoland area, is reassuring
due to their active past involvement in previous Olympic Games. Since the city and the state are ready
to back up the Games‘ bid with the necessary financial guarantees required by the IOC, along with the
strong business community and the private investors, these aspects together ensures that Chicago has
one of the required conditions fulfilled.
Political stability is the second necessary requirement. Chicago, Illinois and the United States are all in
mature stages of democracy. It can then be assumed that this requirement is fulfilled to a satisfactory
level. Due to the States‘ involvement in different military conflicts internationally, its political stability
could be argued. However, it cannot be claimed that this affects national safety. This actually confirms
that the United States are one of the most politically powerful countries in the world that have a
significant impact on political stability in different parts of the world. Although the military actions
affect the national image, it is not reasonable to assume that it will affect the country‘s political
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stability. On the other hand, increased international terrorism is potentially a threat to the safety of the
general public. The terrorist attacks on New York, London and Madrid made it painfully clear that
terrorism is an issue that has to be constantly considered in everyday life and even more so when a
mega-event, such as the Olympics, is occurring. No matter how devastating the idea of dangerous
terrorism attacks are, it cannot be allowed to affect the everyday life and plans for the future. Thus,
this aspect has been considered, but is not a factor of instability.
The Olympic City Model includes a portion that refers to the different processes that facilitates the
sustainable development in the host community. Urban development has been identified as one of the
most important ways that leads to the creation of benefits for the host city and region. The applicant
cities must have a satisfactory level of existing infrastructure or the bid should contain plans for
improving the current state. This is understandable since hosting the Games means that the
infrastructure of the host city will be able to carry all undertakings that are about to happen before and
during the Games, and to bear the impact of the huge number of people during the two weeks of the
Olympics. In Chicago‘s case, the plans made for urbanization of the south side and the improvement
of the transportation system shows that the city is aware of the weak links in its existing infrastructure
and that it is willing to make necessary improvements. The expected benefits are presented in the
following sections.

7.2.1: Existing Infrastructure Improvements
A current issue for the city‘s government and the locals is its public transportation. Therefore, it will
be one of the first aspects that would need to be addressed and improved if Chicago gets the 2016
Olympic Games. This would result in enhanced infrastructure, primarily with CTA‘s services.
Although the benefits from the investments made into Chicago‘s infrastructure would mainly be
noticed by the local residents, the tourists will also have improved impressions of the city. Having
superior local city transportation would make getting around much easier both for the residents and the
visitors. In turn, it would also result in improving the destination‘s image and increased level of
satisfaction with Chicago residents.

7.2.2: Destination Image Repositioning
The gangster image is still prevalent today; popular culture sees it to and allows its legacy to continue.
Because of the entertainment viewing public‘s interest and fascination of this lifestyle and living,
television shows and movies are consistently introduced. Chicago is a recipient of this image due to its
Al Capone history. Since this cannot be erased, the city has to embrace it as part of its history and the
building to where it is today.
The reason for desiring to disassociate from the ever prevalent gangster image is, first and foremost,
the fact that it is not considered as a positive image. Additionally, this image is no longer accurate. It
is understandable Chicago has a crime scene, as any other urban city of its size, but Chicago is no
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longer a gangster city. Thus, the existing image of Chicago does not fit its reality. As Chicago‘s
Current Image Portrayal Model depicts, the current image of Chicago is based on several more
accurate aspects.
Once the visitors have seen the city and the more relevant and up-to-date images that it portrays, they
leave with a positive impression. The architecture and skyline of Chicago is a major aspect of the
city‘s image that has the potential to impress many individuals. This aspect is one that is relatively
unknown prior to visiting; therefore, resulting in a positive experience for the visitor. Filmmakers
often assign a special ―role‖ to the city in a script. However, the actual connection of the story to
Chicago is often low, because the city lacks a recognizable image across the world. The overall
branding and marketing of the city needs more attention. In the end, it all comes down to promotional
dollars and this is something that the city of Chicago and the state of Illinois do not have readily
accessible. However, there is a potential for increased budgets for the city‘s promotion of the Games if
it obtains the bid.
Even when the right measurements are taken in order to change the existing image of a destination and
to make it more up to date, a long period of time is needed to see that change happen. As a result, it is
hard to measure how successful the Olympics will be in fulfilling this task. Nevertheless, it is certain
that an effect will follow since it is clear that the Games have the power to enhance the image of a host
destination. Therefore, the 2016 Games would be an ideal opportunity to shift the focus and to help
―change the ‗gangster‘ image which Chicago has endured for decades to a much more positive image
of an ‗international city on the lake.‘‖ 63 Knowing about the experiences, whether they are successes or
failures, from previous Olympic Games is another issue that needs to be considered when it comes to
the improving the image. It is crucial to learn from the past and not to repeat mistakes made by other
countries. Therefore, Chicago has to be careful in dealing with this matter in the event that the 2016
Olympic bid is won.

7.2.3: Social and Political Improvements
Chicago is a city with a high level of segregation. The north side of the city is an area more reserved
for the affluent segments of the population, while the south side is mainly populated with the
inhabitants of African-American background and less economic power. We believe that the Games
could have the potential to reduce this segregation. The Chicago‘s bid includes plans for erecting the
sport facilities as well as the Olympic Village on the south side. That would mean urban renewal for
the area, improvement of the infrastructure and increasing the attractiveness of the neighborhoods
around the Olympic site. The area would become more desirable to live in and that will consequently
affect the local real estate market.
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The new accommodations, better infrastructure and updated architectural scenery in the south side
neighborhoods have the potential to increase the quality of life. Furthermore, the local pride will be
boosted with the fact that the Olympic Games have been hosted in their neighborhood. Consequently,
the enhancement of the living conditions could result in reducing the gaps between the north and south
sides and help to diminish existing segregation.
Although these internal segregation issues in the city are not that well known to the outside world, the
problem becomes quite obvious to any outsider during the first visit. Even though this matter may not
the focal point of interest for the international public, it still has a certain negative affect on the city‘s
image.
The Olympic Games are assigned to a city, but the host country gets significant exposure as well.
However, the United States‘ case could be observed as slightly different comparing to other countries.
First of all, since the United States are known as one of the most powerful countries in the world, it is
understandable that the country is well-known internationally. Political, economic, technological
power and cultural influences puts the States in a different position comparing to the other countries.
The Games affect the destination image of the host city to a higher extent than the destination image
of the United States. In most scenarios, it is the capital of a country that is chosen to bid and host the
Games. The States differ in this regard as well. Numerous American cities have the potential to host
the Games, and doing so helps to create and improve the existing image of a city, both nationally and
internationally.

7.3: Chicago’s Popular Culture Connections
The consistent connotation of popular culture connections to today‘s image of Chicago portrays the
public‘s significant interest in the aspects of this culture. There is a potential that this will intensify
and grow further in the years to come. If so, Chicago could add significant contributions from this
category to the Olympic Movement. There is not much academic research to support the influence of
popular culture on the Olympic Games and perhaps because of this, Chicago 2016 has done limited
research of their own in this area. Currently, popular culture is not of top priority in their work.
However, they do recognize the uniqueness of this culture and the global reach that is possible from
it.64 The essence of popular culture, specifically with movies, television and celebrities attached to the
city, has the capacity to showcase Chicago in its own distinctive manner, contributing to the Olympic
legacy. However, these relations and connections vary from one individual to another since the
popular culture concept itself is imaginative and personal, and fits into people‘s lives quite differently.
Regardless, popular culture has the ability to define, to a large extent, a city‘s personality. The fact that
numerous people relate Michael Jordan and the Bulls to Chicago, no matter where they live across the
world, shows that the reach is widespread and dominant. With Jordan‘s clearly successful sporting
64

Interview with the representative from Chicago 2016

77

history, icon status and ties to Chicago, he could prove to be incredibly influential with the Olympic
Movement, should the 2016 Games come to Chicago. His involvement as a potential spokesman,
endorser, honored guest or any type of individual involved within the marketing for the Olympics
could be well-received and looked upon favorably. Oprah Winfrey, should she have the interest to
participate in the Olympic Movement, could also give impressive contributions. Her star power in
today‘s entertainment world is considerably influential and her ―voice‖ is heard by many across the
world. Other local celebrities and personalities associated to Chicago, such as members of the acting
and filmmaking community could also contribute to the Olympic legacy. This active group needs to be
continuingly tapped into and utilized so opportunities will continue to arise in Chicago, not forcing
them to relocate to New York or Los Angeles, for instance. If they continue to stay, more movies and
television shows will be filmed in and around Chicago.
Chicago‘s references from popular culture mediums have the capability to improve many newcomers‘
impressions of the city. For many individuals traveling to Chicago, they are particularly fascinated
when they can connect something they are visiting to something that they had either seen on
television, in a film or even read or heard about through various media channels. These same
individuals may be aroused by seeing a Chicago Cubs baseball game as Jennifer Aniston and Vince
Vaughn‘s characters did in The Break-Up, see the Chicago Art Institute like Ferris Bueller did in
Ferris Bueller‟s Day Off or seeing the exact site where The Blues Brothers drove their car right
through the crowd in Daley Plaza. These connections and memories will stay with the individual and
has the potential to only be associated to Chicago. These unique connections would transcend to the
Olympic legacy if Chicago becomes the 2016 Olympic City.
Television can be just as powerful and strong as movies, since the reach is just as vast. Many
individuals can instantly connect television shows like Sex & the City and Friends to New York City,
since the city became such an important character in these shows. Even though, the same cannot be
said for ER or Prison Break, but since there are television programs that showcase Chicago that are
either still filming or at least showing re-runs, is promising. Many of Chicago-based televisions shows
have accurate depiction of Chicago terminology, such as transportation systems, streets and
restaurants. For visitors that come to Chicago and become familiar with the city‘s setting and location,
they then can build connections for the future when they hear about the city perhaps in one of these
television shows or other popular culture mediums. Once again, Chicago could become an Olympic
City, adding these associations to the Olympic legacy.
The theater and dance companies further display the significant support that Chicago has to promoting
and maintaining the arts. Both the State of Illinois and City of Chicago government offices, along with
numerous private businesses and corporations, are active sponsors and supporters to many
organizations in this community, displaying strong public-partnership cooperation that is favorably
looked upon by the IOC. Another selling point to the IOC is Chicago‘s strong connection to the
sporting culture. The sports fans are full of pride and are incredibly proud of their teams, no matter
how the team performs. Sports in the everyday lives of the residents of all ages are seen throughout the
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city. As a result from engaging in sports at young ages, many individuals grow up with sports as an
essential part of their hobbies and background.
These Olympic connections have the ability to further develop Chicago‘s popular culture aspect in the
future. Should the city win the bid for the 2016 Games, new and exciting developments could arise as
a result from this event taking place in Chicago. Much of today‘s popular culture is influenced by
American references, so if Chicago was chosen the potential for new references and ideas would also
result. Just think if a reality television show or movie would be based on the Olympic Games in
Chicago with perhaps a group of athletes training for it, individuals volunteering at it or workers trying
to promote it. The opportunities are definitely open and plentiful.

7.4: Concluding the Soul Search
Chicago has the qualities that fit the Olympic City attributes, along with characteristics that would
represent a distinctive host city in the Olympic Movement. The 2016 Games, in turn, could positively
affect its current downfalls and heighten its strengths, leading to a potential image enhancement. The
international media exposure that the Olympics bring would result in a more accurate and up-to-date
depiction of Chicago to the world, one that could replace any current misconceptions from its past
history.
Since popular culture connections drive Chicago‘s current image so noticeably and strongly, these
would be amongst the main contributors to the Olympic Movement. However, these are also the
aspects that have been least researched by academia and have been rarely used by Chicago 2016 in
promotion of the city and its bid. We believe that popular culture could have a more active role in the
current bidding process and if the Games are won, could also have an incredible amount of influence
in shaping Chicago‘s new image.
Now could be the time for the Olympic Movement to shift its focus from that of its ―traditional‖ past
to one with a more modern-day approach, involving popular culture elements and style. Certain
Olympic traditions should never end, but a revival of new traditions could be brought into the Games.
Chicago could have the possibility to initiate this perspective and give a new edge to the Olympics.
Whether these positive changes actually happen and solve existing problems is a matter for further
researchers to investigate and for time to elapse in order to find out the development of the 2016
Olympics. However, this study could be used in the future as an objective evaluation of the current
situation in Chicago‘s bidding process and be potentially used for comparative studies.
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APPENDIX 2: EXPERT INTERVIEWS AND DATA SOURCES
Expert Interviews
Aragon, Mario. Chicago resident. 7 October 2007. Recorded.
Bernstein, Arnie. Writer, speaker, teacher, author of Hollywood on Lake Michigan, 100 years of
Chicago and the movies. 3 November 2007. (e-mail interview).
Booth, Amanda. National Sales Manager, Hostelling International. 22 October 2007. Recorded.
Chicago 2016 Committee Representative, 20 October 2007 (telephone interview) and 29 November
2007 (telephone interview).
Chmielewski, Laura. Manager of Tourism Programs & Services, Chicago Office of Tourism. 9
October 2007. Recorded.
Glover, Caryn. Chicago resident. 12 October 2007.
Judge, Jessica. Director of Operations, World Sport Chicago. 1 November 2007. (e-mail interview).
Marcus, Elisa. International Marketing Manager, Illinois Bureau of Tourism. 11 October 2007.
Recorded.
Norgan, Ken. Owner/operator of three McDonald‘s. 15 November 2007. (e-mail interview)
Olaveson, Matt. Chicago resident. 22 October 2007.
Rimington, Kristin. Chicago resident. 7 October 2007. Recorded.

Motion Picture DVD Special Features
The Blues Brothers (movie released 1980, DVD released 1998)
The Break-Up (2006)
Ferris Bueller‟s Day Off (movie released 1986, DVD released 1999)
High Fidelity (2000)
Stranger Than Fiction (2006)
The Weather Man (2005)
Wicker Park (2004)
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Researched Internet Web sites
Chicago 2016. http://www.chicago2016.org/
Chicago Convention and Tourism Bureau. http://www.choosechicago.com/
Chicago Film Office. http://www.cityofchicago.org/FilmOffice/
Chicago Sister Cities International Program. http://www.chicagosistercities.com/about.php
Chicago Transit Authority. http://www.transitchicago.com/welcome/overview.html#a
Commercial Club of Chicago. http://www.commercialclubchicago.org/
Illinois Bureau of Tourism. http://www.enjoyillinois.com/ [domestic tourism]
Illinois Bureau of Tourism. http://www.gochicago.com/ [international tourism]
Illinois Bureau of Tourism. http://www.onscreenillinois.com/ [On Screen Illinois]
Illinois Film Office. http://www.illinoisbiz.biz/dceo/Bureaus/Film/
International Olympic Committee. http://www.olympic.org/
Internet Movie Database. http://www.imdb.com
World Sport Chicago. http://www.worldsportchicago.org/
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APPENDIX 3: EXAMPLE OF QUESTIONS ASKED TO INTERVIEW
PARTICIPANTS
What do you think the current image of Chicago is to the outside world?
Do you think Chicago's popular culture aspects (such as movies and television shows filmed
there, music associated to the city, bestseller books published about it) have the power to
enhance the city's image?
Could popular culture be considered a unique selling point for Chicago specifically? Why do
you think so or not?
Do you think there is a Chicago location/site/structure that people could instantly associate to
the city if they saw it on screen?
Do you think it would be advantageous of the Chicago Olympic Committee to promote and
market Chicago‘s popular culture aspects in attracting the Olympic bid? Why or why not?
If Chicago is chosen, what do you think the Olympic Games could bring to the city? How
could the city's image potentially change?
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APPENDIX 4: MOVIES FILMED IN ILLINOIS
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APPENDIX 5: LIST OF CHICAGO’S AWARDS
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APPENDIX 6: E-MAIL #1 FROM CTA PRESIDENT
Please Prepare for Next
From:
Sent:
Reply-to:
To:

chicagocard@transitchicago.com
Tue 10/30/07 8:51 PM
chicagocard@transitchicago.com
mbolling11@hotmail.com

Letter from CTA President Ron Huberman
Dear CTA Customer:
On November 4th -- less than one week from today -- the CTA will be forced to cut
service and raise fares as a result of insufficient state funding. All of us at
the CTA understand the hardship that these service cuts and fare increases will
cause you. We do not want to make these cuts, and we have been fighting for
funding to avoid making them.
I ask that you take the time to prepare for next week's commute. If you currently
use service that will be eliminated, go online to transitchicago.com, or call 1 888-YOUR-CTA, to identify alternative service options. Try to use this alternative
service at least once this week so you are familiar with it.
We are asking all of our customers to avoid the rush hour whenever possible by
leaving early or late. With the reduction in bus service, we anticipate greater
crowds on remaining buses and trains as customers seek different ways to get to
work. Customers should expect longer travel times.
This is a crucial time to contact the Governor and your state legislators to tell
them how important mass transit is to you. The Illinois General Assembly still has
not acted to pass legislation that would guarantee the CTA's fiscal health and
ensure that there are no more "doomsdays." Without action from the General
Assembly, the CTA is required by law to balance its budget, forcing these service
cuts and fare increases. Visit transitchicago.com, or call 1-888-YOUR-CTA, for
information on how you can easily send a message to your state legislators.
With your support, we are hopeful that we will finally get a long-term solution to
the CTA's funding shortfalls and put future "doomsdays" to rest. If the State
enacts pending legislation before November 4th, the service cuts and fare
increases will not go into effect.
Sincerely,
Ron Huberman
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APPENDIX 7: E-MAIL #2 FROM CTA PRESIDENT
From:
Sent:
Reply-to:
To:

chicagocard@transitchicago.com
Fri 10/12/07 2:42 PM
chicagocard@transitchicago.com
mbolling11@hotmail.com

Letter from CTA President Ron Huberman
Dear CTA Customer:
Today, I unveiled the CTA's proposed 2008 budget that lays out a series of painful
service cuts, fare increases and lay-offs that will happen on January 6, 2008.
These actions are required to meet our legal obligation to submit a balanced
budget and are in addition to those service cuts and fare increases that will take
effect on November 4th.
All of us at the CTA understand that these service cuts and fare increases will
cause you a tremendous hardship. We know that you will face fewer travel options,
less frequent service and more crowded buses and trains. To make matters worse,
the drastic measures described in the 2008 budget are in addition to the service
cuts, fare increases and lay-offs that will take place on November 4th if the
Illinois Legislature does not enact fundamental funding reforms.
It is important for our customers to know that all of us at the CTA do not want to
see this budget become reality. We remain hopeful that the Illinois General
Assembly will pass a long-term funding solution.
Please know that we sought to minimize the impact of our budget deficit wherever
we could. For example, we reduced our costs by over $38 million this year alone without impacting service. The CTA and its unions have also agreed to an
unprecedented five-year contract, contingent on legislative action, which would
enable the CTA to reduce costs and manage itself more like a business. The
Illinois Legislature, however, has yet to pass the bill that would give the CTA
authority to put these reforms in place. This inaction is costing the CTA more
than $11 million each month.
So, while the CTA continues to look for every opportunity to cut costs, there is
simply no way we can manage our way out of a $158 million deficit in 2008.
The CTA continues to fight for sufficient transit funding and we need your help.
Please contact the Governor and your state legislators and tell them how important
mass transit funding is to you. In addition to calling or writing your
legislators, you can go to www.transitchicago.com where a link will allow you to
easily send a message.
With your support, we are hopeful that we will finally get a long-term solution to
the CTA's funding shortfalls and put future "doomsdays" to rest. If the State
enacts pending legislation before November 4th, these service cuts and fare
increases will not go into effect.
Sincerely yours,
Ron Huberman
President
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