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Lake County Communications
PURPOSE

✓Inform and engage various audiences (public, stakeholders, employees) by 
sharing information about Lake County services and programs

✓Increase public transparency and awareness about policy, services 
and resources

✓Influence and change behavior, or call to action 

✓Foster relationships and build public trust

✓ Explain and present complex information in a simple and easy to 
understand way

The Communications team supports and coordinates with all departments providing varying levels of 
support. We leverage many tools and strategies to reach target audiences. 



2017 Citizen Survey Key Findings
Where residents receive their information…
• Most (60%) respondents receive information 

about Lake County government from local 
newspapers, followed by family, friends, and 
neighbors (50%) and the County website 
(42%).

Most preferred source for getting information 
about Lake County government…
• Local newspapers 25%
• County website 21%
• Electronic newsletter from the County 15%
• Emails from the County 10%

The majority (69.1%) of respondents are 
very satisfied or somewhat satisfied with the 
job Lake County government does in 
providing information to residents.

Lake County conducted its first citizen survey in 2017. A total of 823 households completed the survey 
(on-line, by telephone or mail) out of 4,000 randomly selected households. The results are statistically 
valid. View final survey report at lakecountyil.gov/strategicplan.

Most important issue currently facing Lake 
County…
• High taxes/high property taxes 40%
• Traffic congestion/road improvements 19%
• Public Safety/Crime 10%
• Education improvements 8%



Communications Performance Statistics
2018 Highlights

• Property Taxes

• Budget

• Elections

• Flu/Flu Vaccines

• Transportation

Priority Messages

Top Website Searches 
• Sample Ballot 753

• Divorce Records 
636

• Election Results 
555

• Early Voting 540

• Warrants 515

• Public Records 485

• Property Taxes 
2,929

• Jobs/Employment 
2,554

• Locate an Inmate 
1,718

• Birth Certificate 
1,223

• Sample Ballot 753

• Mental Health & Crisis 
Care Services

• New Court Tower

• Telephone Town Hall 
meetings

Email 
Subscribers
FY2018: 31,419
FY2017: 27,517
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Property Taxes: 
Communication Outcomes
• Worked with IT to create Property Tax Distribution Web App; 

launched in 2018

• 10,890 visits in 2018

• Included insert in tax bill mailing (2018)

• Mailed to 260,000 households

• “Property taxes” is most searched term on website; 
To help users, Communications enhanced Property Tax 
Information web page with centralized information and
added prominent anchor to homepage

• 227,000 page views (2018)

• LCTV has produced multiple videos related to property 
assessments/tax bill FAQ’s



Transparency: Communication Outcomes
Open Data & Records Hub: Centralized, accessible data 
portal that allows users to search and discover a wide 
range of data, including maps and GIS applications, as 
well as financial data, property tax information, and 
other public records.

Calendar/Meeting Notifications: People can sign up to 
receive automated notifications of any meeting

Capital Improvement 
Projects Interactive 
Map: Centralized  
content of all County 
capital improvement 
projects 



Transportation: Communication Outcomes
• Road Closures: construction, emergency 

and general info (County/IDOT/RR)

• Weather/Snow Information

• Social media (all hours)

• Video: Don’t Crowd the Plow & Ask a 
Snow Plow driver

• Other

• Transportation Update Emails (5,084 
subscribers)

• Successful reach & engagement on 
Facebook & Twitter 

• Content for newsletters, postcards, 
speaking notes, and more

• Roundabout Awareness

• Video 

• Social Media

• Brochure

“I want to compliment you on the postcard you sent to our home which updated us 
on the road projects near our home. I went to the website and was able to look at 
the maps and understand the impact to my community. I appreciate the 
communication and more importantly, the digital transformation that allows me 
to have ready access. Keep pushing us into the 21st century and utilizing 
technology to help foster Communications while saving cost.” D. Cortes



Health: Communication Outcomes
Tick Awareness
• Video: How to remove a tick (1.3 million 

views)

West Nile & Zika info 
• Videos, frequent updates

Mental Health, Crisis Care, Opioids 
• Frequently share content across 

platforms
• Story Map (website) – 1200 views
• 2 mass distribution awareness emails 
• Text-A-Tip Card - 3,000 cards distributed
• Video: “A Way Out” – 6,000 views
• Video: SAO Update on Opioid Epidemic



Emergency/Crisis Communications: Outcomes
Primary tools: Press releases, EMA Partners updates, board member e-newsletters, social media, website, videos

18,000 video 
views

2018 Thanksgiving Blizzard 

Communications team coordinates with 
EMA partners to send out emergency 

information no matter the time or day! 

2017 Flood



Vote Like a Couch 
Potato (Vote by Mail)

Produced creative video with no
spoken words & English/Spanish
text 

Outcomes:

• 10,000+ video views & most mail in ballots 
ever

Other Examples  Discolored Water in 
Prairie 
Pointe/Brooks 
Farm Water System

• Key messages, FAQ’s, 
emails, 5 mailing to 
customers

• Website (updates, 
water reports)

• Video 

• Media SpokespersonCorrections Officer Recruitment

• Key messages for target audience

• Flyer distributed at local colleges & job fairs

• New SO orientation presentation

• New web page and video



• Engage/respond 
• Build relationships
• Connect with resources
• Address rumors/ 

misinformation
• Reach people w/ breaking 

news fast
• “Go to” place for people 

during emergencies

Social Media 
FY18:  
- 2.6 Million 
reach
- 162,000 
Interactions/ 
Engagement



“I think the 
employee 
newsletters
have been terrific!”

Employee Engagement & Communications: Outcomes

“We have always
had regular staff 

meetings, so we 
will pass this 
along.  
Great idea!”
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