
A component of the Rand Road Corridor Plan is a 
Marketing Strategy that defines and prioritizes steps 
the Village of Mount Prospect and its partners can take 
to achieve the marketing objectives of the communi-
ty. The objectives are aimed at supporting not just the 
Rand Road corridor, but all of Mount Prospect.

To that end, the Marketing Strategy for the Rand Road Corridor is 
presented in four parts:

PURPOSE & OBJECTIVES
Before establishing and launching a marketing strategy, it is nec-
essary to identify its purpose, including answering the question of 
what objectives the Village seeks to achieve.  What makes Mount 
Prospect distinct?  What makes the corridor a business-friendly en-
vironment?  How can a business thrive and grow?  What type of 
experience can a person find here that they would be hard-pressed 
to find elsewhere?  Answering these types of questions will help to 
establish the purpose for the Marketing Strategy for the corridor.

CORRIDOR IDENTITY & BRAND
In addition to the purpose and objectives, a successful Marketing 
Strategy will hinge upon identifying aspects of the Rand Road Corri-
dor and Mount Prospect that sets the corridor apart from any other 
corridor or district in the region.  By identifying the strengths and 
distinct characteristics of the corridor, an identity takes shape.  In 
addition, the Village can take the next step to explore a brand for the 
Rand Road Corridor and overall community.

PARTNERS
Given the various stakeholders that comprise and serve the Rand 
Road Corridor, the coordination of resources and partnerships will 
be critical to effectively promote all that the corridor offers to res-
idents, visitors, property owners, business owners, employees, 
entrepreneurs, and investors. Identification of the Village’s partners 
will create understanding the various organizations that play a key 
role in shaping the Rand Road Corridor in Mount Prospect.

INITIATIVES
In addition to identifying partners, it is important to take stock of the 
resources, programs, and initiatives that each partner already pro-
vides.  Existing programs and initiatives are intended to enhance 
the viability of the business community and encourage residents 
and visitors alike to “Experience Mount Prospect” through its shops, 
restaurants, and events.  More can be done, though, as this Market-
ing Strategy describes.
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CHAPTER 6

MARKETING STRATEGY



PURPOSE & OBJECTIVES

Marketing goes beyond just promoting the Rand Road Corridor as a 
place to set up a business, shop for goods, and seek services.  While 
these aspects are important, marketing also entails differentiating 
the corridor and Village from the larger marketplace.  The strengths 
and unique characteristics of the Rand Road Corridor form a solid 
foundation upon which to build the Marketing Strategy.

CORRIDOR IDENTITY & BRAND

With the purpose and objectives in mind, this section identifies the strengths and characteristics of the Rand Road Corridor that form a strong 
basis for the Marketing Strategy.  By forming an identity for the corridor, these aspects help set the Rand Road Corridor apart in the market-
place and lay the groundwork for exploring a brand that can help to further differentiate the corridor (and by extension the Village) from both 
a business and customer perspective.

CORRIDOR STRENGTHS & CHARACTERISTICS
The strengths and characteristics of the Rand Road Corridor play a crucial role in creating a distinct place in Mount Prospect and the Chicago 
metropolitan area in which to set up a business, explore an entrepreneurial venture, seek employment, meet a diversity of shopping needs, 
and gain exposure along one of the busiest arterials in the region.  As summarized in the Existing Conditions Report, the Rand Road Corridor 
is distinguished by the following strengths and characteristics:

q Northern end of corridor serves as gateway into Mount Prospect
q Diversity of shops that meet daily and specific needs
q Several restaurants that attract the local and daytime work populations
q Medical and general offices interspersed among the predominantly retail uses
q Access to Kensington Business Center, which serves as a major employment center and generates significant daytime population
q Direct access to three Pace bus routes, with connectivity to the Village’s Metra station
q Proximity to residential neighborhoods that provide a nearby customer base
q High traffic volumes the support visibility for retailers and other commercial uses
q Increased visibility created by short building setbacks and less parking up front
q Favorable zoning regulations that support and facilitate development
q Broad permitted use lists that offer flexibility to property owners seeking to lease or rent out spaces in a manner that is responsive to 

a changing market
q Praise for the Village’s strong communication campaigns for residents, particularly regarding public works and construction projects
q Randhurst Village is a unique shopping district to be highlighted among others areas on the corridor. 

In one sense, these characteristics create a strong identity for the Rand Road Corridor, at least from the perspective of people and businesses 
who already visit, live near, or work in the corridor.  The results from the community survey administered at the onset of this planning process 
prove just as much.  It may not take much to persuade this segment of the population that the Rand Road Corridor is an exemplary place to 
shop, dine, work, or explore.  However, the Marketing Strategy is not targeted at this segment, as it is primarily aimed at potential customers, 
businesses, entrepreneurs, and people who drive by but don’t stop to check out all the corridor offers.

PURPOSE
To accentuate Mount Prospect’s 
name in the marketplace and 
differentiate the Village’s segment 
of the Rand Road Corridor from 
other mixed use corridors and 
districts in the region.

OBJECTIVES:
The Marketing Strategy for the Rand Road Corridor is guided by the following primary objectives:

q Strengthen Mount Prospect’s position in the regional and national marketplace.
q Provide a business-friendly environment that enables businesses to thrive and grow.
q Support entrepreneurs who aspire to set up their businesses in Mount Prospect.
q Offer a unique experience that can only be found in Mount Prospect – particularly the 

Downtown and Randhurst Village.
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DETERMINING MOUNT PROSPECT’S BRAND
From a business perspective, the strengths and characteristics out-
lined above must be communicated clearly so that there is a strong 
and persuasive indication that the Rand Road Corridor is a busi-
ness-friendly environment and a great place to set up shop.  It’s a 
competitive marketplace, particularly given that Rand Road stretch-
es beyond Mount Prospect, so a Marketing Strategy must not only 
highlight its strengths but also create little room in the minds of 
business owners, entrepreneurs, and investors to choose the Rand 
Road Corridor and Mount Prospect for their next business ventures.

From a customer perspective, many people are often looking for a 
unique or memorable experience that will not only attract them to 
check out the corridor’s offerings, but also motivate them to keep 
coming back.  It is almost not enough to just offer discounts and 
sales, particularly when there are so many options in the region to 
go shopping both in-person and online.  It’s that “experience” that 
can often put a customer over the top in terms of choosing a place 
to spend his/her money and time.  If the experience is unique, mem-
orable, and engaging enough, discounts and sales may not even be 
a deciding factor for some customers to visit and hopefully come 
back again. The opportunity for additional return shopping and 
dining visits can be expanded by adding the assets of Downtown 
Mount Prospect into the strategy. This transit oriented area offers 
its own options for shopping and dining, as well as Metra rail, living 
options and other characteristics that define a well-established, de-
sirable place to be.  

This is where determining Mount Prospect’s brand comes in.  Many 
places can – and often do – promote themselves as a great place to 
shop, dine, live, work, and play.  And, for the most part, such state-
ments are true.  However, many places have something to which 
they can exclusively lay claim.  For example, the Village of Lombard 
is known as the Lilac Village due to its long-time association with 
lilacs, particularly Lilacia Park and its annual Lilac Festival.  Further 
downstate in the City of Chester, the community is affectionately 
known as the Home of Popeye, namely the cartoon’s creator Elzie 

Crisler Segar.  Lilacs and Popeye are brands to which Lombard and 
Chester, respectively, can entirely claim as their own.

A brand does not always have to be exclusive to a community.  For 
example, the City of Highwood is often described as the Restaurant 
Capital of the North Shore, due to its array of dining options located 
throughout its downtown.  Among certain circles, the City of Evan-
ston has the same nickname due to its own diverse collection of 
restaurants.  While such claims are not always verified or official by 
any means, a brand in even an unofficial capacity can gain traction 
in the minds of consumers, businesses, entrepreneurs, and inves-
tors.

A community’s brand does not necessarily need to fit into an object 
or character, though.  Rather, a community like Mount Prospect can 
find its brand in the culture it cultivates for its residents and busi-
ness community, particularly in a distinct setting like the Rand Road 
Corridor that provides access to a major business park, generates 
jobs in various industries, offers a diversity of commercial goods 
and services, supports entrepreneurs in their ventures to establish 
themselves, and continues to transform a former indoor mall into a 
modernized retail, restaurant, and entertainment district.

While determining a brand for Mount Prospect is not the intent of 
the Rand Road Corridor Plan, one of the recommendations for the 
plan – and the Marketing Strategy in particular – will be for the Vil-
lage to collaborate with a branding consultant to more deeply ex-
plore the aspects that make the community truly unique and build a 
brand promise from those findings.

A community like Mount Prospect can find its brand in the culture 
it cultivates for its residents and business community, particularly 
in a distinct setting like the Rand Road Corridor.

COMMUNITY BRANDING EXAMPLES

Known as the Lilac Village, the Village of Lombard celebrates its 
long-time association with lilacs, including having Lilacia Park in its 
downtown area and holding the annual Lilac Festival.

The City of Chester in downstate Illinois is affectionately known 
as the Home of Popeye, as the community is the birthplace of the 
cartoon’s creator Elzie Crisler Segar.
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PARTNERS

Various organizations and groups provide resources and support to businesses, property owners, employ-
ees, and entrepreneurs in the Rand Road Corridor.  From a marketing and branding perspective, it is import-
ant to coordinate the efforts, initiatives, and resources of partners to effectively promote the assets, benefits, 
and distinct experiences offered on the Rand Road Corridor and throughout the Village. Highlighting strong 
opportunities and a supportive environment for business can also be elements of Mount Prospect’s brand.  
This Marketing Strategy for the corridor and Village overall is sustained by the following: Mount Prospect 
Chamber of Commerce, Randhurst Village, Kensington Business Center, Mount Prospect Economic Devel-
opment Commission (EDC), Mount Prospect Entrepreneurs Initiative, Next Level, and general marketing 
conducted by Village staff.  Each component is described below.

MOUNT PROSPECT CHAMBER OF COMMERCE
The mission of the Mount Prospect Chamber of Commerce is “to pro-
mote, support, and enrich the local business community through the 
delivery of quality services, effective communication and through the 
establishment of partnerships with individuals, community organiza-
tions, fellow chamber members, and governmental bodies.”  By main-
taining ongoing communications with its membership, the Chamber has 
a strong sense of the pulse of the business community.  The Chamber 
and Village also have a strong relationship with each other, with the for-
mer operating as a de facto public relations arm for the latter.  Chamber 
activities and initiatives include:

q Networking
q Job listings
q Advertising
q Publicity events (e.g., ribbon cuttings)
q Exposure on the Chamber’s website
q Up to 45% discount on office supplies
q Listing in annual Community Profile and Business Directory
q Skills training and education
q Expos and consumer-oriented shows
q Legislative advocacy
q Member discount programs
q Harper College Small Business Counseling
q SCORE Business Counseling
q Membership in U.S. Chamber Federation of Small Businesses

The Chamber also provides outreach and marketing to residents and 
community organizations, including: publishing a Community Guide and 
Relocations Directory; providing information on local businesses; hold-
ing special events like Downtown Block Party, Irish Fest, Business Expo, 
etc.; posting items like Hot Deals, job listings, and restaurants on its web-
site; supporting development that benefit the community; advocating for 
issues that impact the Village; supporting local schools; and collaborating 
with community partners.

RANDHURST VILLAGE
Originally built as an indoor mall in 1962, Randhurst Village stands today as 
re-imagined open air mixed use center, with restaurants, shops, offices, and en-
tertainment.  The transformation of Randhurst Village began in 2007 and reopened 
in 2011 via collaboration between the Village, mall ownership, and the redesign/ 
redevelopment team.  Initially a standard mall with shops and a few restaurants, 
Randhurst Village has evolved into a lifestyle center, including a hotel, movie the-
ater, upscale and family dining, shops, and office space.  The Village and Randhurst 
Village management have a good relationship, with each promoting the other.  Co-
ordinating events and operational activities should continue to be a point of empha-
sis.  While the physical design of the inner Main Street area is oriented towards a 
pedestrian friendly environment, there are currently several vacancies in this space 
and limited reason for visitors to stroll there, aside from catching dinner and a mov-
ie.  The strength currently is with restaurants and retail out lots; however, apparel 
and other retail goods that attract casual shoppers are in the development and ad-
ditional stores will help enhance pedestrian activity.  Non-retail users like office or 
healthcare in the upper levels will also help boost patronage of businesses.
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KENSINGTON BUSINESS CENTER
Built in the 1980s, covering over 300 acres, and having direct access onto Rand 
Road, Kensington Business Center is home to multiple national and international 
companies.  Business in the center have diversified in recent years, including a 
September 2016 ribbon cutting for an education/healthcare facility, NeuroRe-
storative Academy, which is aimed at students ages 14-22 who have experi-
enced traumatic brain injury or neurologic impairment.  The businesses within 
the center have generally done well over its 30+ years and there is a relatively 
low vacancy rate. Overall, there is no formal association or management group 
for Kensington Business Center – making it difficult for the Village to engage 
with the development as a single entity.  Yes, the Village does support the cen-
ter in tangible ways to help enhance its appeal to existing businesses, employ-
ees, and prospective enterprises looking for a new home.  In 2014 the Village 
approved approximately $90,000 in improvements to construct a jogging path 
and improve lighting around Kensington Business Center.  Projects and achieve-
ments like this can help build support and momentum for Kensington Business 
Center as it continues to promote leasable spaces to new enterprises and create 
a campus that offers beneficial amenities to employees and residents, such as 
recreational facilities and access to transit.

ECONOMIC DEVELOPMENT COMMISSION (EDC)
The purpose of the Mount Prospect Economic Development Commis-
sion (EDC) is “to encourage and facilitate economic growth throughout 
the Village and to advise the Mayor and Board of Trustees on economic 
development goals and objectives.  The [EDC]’s main functions include 
business retention, business attraction, and marketing of the Village.”  
Chaired by a Village resident, the other six commission members hold 
executive or managerial positions at businesses in Mount Prospect.  The 
EDC helps to administer business incentives, including a façade and 
interior build out grant program, Cook County Class 6b designation for 
industrial development, and technical and financial assistance through 
the State of Illinois Department of Commerce and Economic Opportunity 
(DCEO).  The EDC is also a partner in the Mount Prospect Entrepreneurs 
Initiative (see below).  As a willing partner to advance economic devel-
opment in Mount Prospect, EDC members are valuable ambassadors 
for the Village.  For example, they provided outreach to owners of re-
cently annexed properties on the Village’s far south side.  Aside from 
these efforts, there may be opportunities related to marketing the Village 
with which the EDC can expand its portfolio.

MOUNT PROSPECT ENTREPRENEURS INITIATIVE
Providing innovative economic development resources to entre-
preneurs looking to establish businesses in the Village, the Mount 
Prospect Entrepreneurs Initiative was formed out of a partner-
ship between the Chamber of Commerce, the Village of Mount 
Prospect, Harper College’s Small Business Development Center, 
Mount Prospect Downtown Merchants Association, and the Mount Prospect Public Library.  From 
education and mentoring to marketing and networking, entrepreneurs who participate in this initiative 
have a leg up in terms of advancing their businesses and learning invaluable skills to improve their 
business intelligence.  The initiative assists entrepreneurs develop the capacity to move into one of 
the Village’s available commercial spaces, but also helps those seeking to establish a home business.  
Mia’s Cantina is one of the most successful participants in the Mount Prospect Entrepreneurs Initiative, 
building up its presence in Downtown Mount Prospect near the Metra station and eventually opening 
up a second location in Downers Grove.  Success stories like Mia’s Cantina illustrate the effectiveness 
of the Mount Prospect Entrepreneurs Initiative in assisting entrepreneurs set up businesses, gain trac-
tion in the marketplace, and, if desired, seek expansion opportunities. 

NEXT LEVEL
Formed as a collaborative effort by 
Mount Prospect and seven other mu-
nicipalities, Next Level assists existing 
businesses seeking to expand and take 
themselves to the “next level.”  Each 
municipality provides $15,000 each 
year for three years to fund the pro-
gram, which includes guidance by a 
business consultant.

GENERAL MARKETING ACTIVITIES
The Village does its own part in marketing Mount Prospect, from attending 
the ICSC trade show and allotting budget to marketing to launching the “Ex-
perience Mount Prospect” campaign and utilizing the Village website as a 
marketing tool. These efforts add up to more than the sum of the parts and 
the Village, along with its partners, is putting forth the effort and resources to 
help market Mount Prospect, the Rand Road Corridor and other commercial 
districts.  As indicated by the success of the Mount Prospect Entrepreneurs 
Initiative, the Village’s efforts are not solely aimed to attracting businesses and investment from outside; they sup-
port and provide resources for local entrepreneurs to advance economic development in the community.
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INITIATIVES

As indicated above, the Village and its partners have existing resources, 
programs, and initiatives in place that are intended to enhance the vitality 
of the business community and promote the Village to new businesses, en-
trepreneurs, customers, employees, and investors.  While the overall goal 
of these efforts is to advance economic development in Mount Prospect, 
specifically the Rand Road Corridor, they work together to build a cohesive 
Marketing Strategy that conveys a two-pronged message, as depicted in 
the graphic to the right.

Establishing a brand promise for Mount Prospect will go a long way in 
supporting each component of the two-pronged message.  Once a brand 
is formed, the resources, programs, and initiatives offered by the Village 
and its partners will bring that brand to life.  The table below summarizes 
the existing resources, programs, and initiatives offered by the Village and 
its partners, particularly in regards to the Rand Road Corridor, as well as 
identifying new approaches that may be considered as part of an overall 
Village Marketing Strategy.

Resource, Program, or Initiative Organization(s) Objective

Existing Resources, Programs & Initiatives

Current set of Chamber business 
support activities (see page 64)

Chamber of Commerce Promote, support, and enrich the local business com-
munity [per the Chamber’s mission statement]

Chamber outreach and marketing Chamber of Commerce Promote businesses to the community

Current set of EDC business support 
activities (see page 5)

EDC Encourage and facilitate economic growth throughout 
the Village [per the EDC’s purpose statement]

MP Entrepreneurs Initiative Village, Harper College’s Small 
Business Development Center, Mount 
Prospect Downtown Merchants 
Association, Library

Provide innovative economic development resources 
to entrepreneurs

Next Level Village Assist existing businesses to expand and take them to 
the “next level”

“Experience Mount Prospect”
campaign

Village, EDC Integrate recommendations from a brand strategy 
(below and pages 62-63)

Potential Resources, Programs & Initiatives

Brand strategy Village, EDC, Chamber of Commerce Establish a brand to promote Mount Prospect and the 
Rand Road Corridor, setting it apart from other places

Marketing materials Village, EDC, Chamber of Commerce Promote local success stories, integrate recommen-
dations from brand strategy (above), and focus on 
entrepreneurship

Improved transit facilities Village, Pace, local businesses, third 
party service providers

Provide facilities such as shuttle services, bike sharing, 
trails, etc. that enable transit riders to make connections 
within the corridor

Strengthen Randhurst Village’s Main 
Street

Village, Randhurst Village Attract shops, food establishments, and pedestrian- 
amenities to encourage “strolling” through Main Street, 

Office attraction to Randhurst Village Village, Randhurst Village Boost daytime population within Randhurst Village to 
shop at businesses and enliven the area

Office park amenities and manage-
ment

Village, Kensington Business Center, 
businesses

Create an office park association to add amenities that 
benefit employees and residents, including recreational 
facilities and access to transit

TWO-PART MARKETING MESSAGE

Mount Prospect is business friendly: The Village and its 
partners should clearly and persuasively communicate that the 
Rand Road Corridor and the Village overall is a business-friend-
ly environment and an ideal place to set up shop.  With a highly 
competitive marketplace both in the region and online, a Mar-
keting Strategy that focuses and harnesses these efforts will 
highlight the strengths and characteristics that make Rand Road 
Corridor and Mount Prospect a noteworthy location.

Mount Prospect is a unique place for shopping and commerce: 
Primarily focusing on the customer experience, the Village 
and its partners should focus their resources, programs, and 
initiatives towards building up a distinct experience that attracts 
people to check out offerings of the Rand Road Corridor and 
motivate them to return to the Village.
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