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Boo: A Halloween Ball 

Event Recap 

 

Hundreds of guests attended the Chicago History Museum’s upscale evening affair 

Boo: A Halloween Ball, presented by Haberdash men’s shop. It was an evening of 

music, dancing, and cocktails, featuring re-enactments of Chicago's eeriest stories co-

adapted and directed by Jessica Thebus of Steppenwolf. The event also featured craft 

cocktails and guest appearances by several of the city’s premiere mixologists, 

including Danny Shapiro of Scofflaw, Justin Cochren of Moët Hennessey, and Paul 

Bastien of Drumbar. 

 

DJ Nix of Gold Noise DJs set the mood for the party in the Museum’s Chicago Room, 

while theatrical performances illustrating some of the city’s creepiest stories were 

presented in the gallery space, alongside related artifacts. Shapiro, Cochren, and 

Bastien were dressed in Haberdash’s latest fall wardrobe and served up specialty 

cocktails.  Museum bartenders served cocktails featuring Koval Distillery white 

whiskey, and Greenbush Brewing poured craft beers for guests. One lucky party-goer 

won two roundtrip tickets, courtesy of United Airlines. 

 

Media Coverage 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

Marketing 
Advertising:  

CTA Railcards on Brown line: 

 

 
 

 
 

 

 

 

 

 



 

 

Poster and Handbill distribution: canvassing throughout near north neighborhoods, 

including Old Town, Gold Coast, Lincoln Park, and Lakeview 

 

Poster: 

 
 

 

 

 

 

 

 



 

 

Handbill: 

 
 

Event Photos 

 



 

 

 



 

 

The Last Speakeasy: On the Eve of Repeal 

Event Recap 
Hundreds of visitors dressed in their finest flapper and gangster garb to celebrate the 80th 

anniversary of the repeal of Prohibition on December 4th at the Chicago History Museum. The 

Last Speakeasy featured Templeton Rye complimentary whiskey cocktails, a 1930s style 

orchestra, novelty gambling tables, and Prohibition era storytelling. 

 

The Chicago History Museum transported visitors to the 1930s for its second annual 

Prohibition-themed event, following the success of last year’s Cocktails and Capone. Several 

special guests were on hand to continue the tradition, including Al Capone’s grandniece 

Deirdre Marie Capone. Author Renee Rosen kept visitors riveted with her tales about Chicago’s 

North Side and South Side Gangs, as researched for her novel Dollface. Pocket Guide to Hell 

engaged audiences with a theatrical re-enactment of the Dil Pickle Club, the famous bohemian 

nightspot.  

 

Steve Anthony and His Society Orchestra set the mood to celebrate the historic evening 

before alcohol was fully legalized, with instructors demonstrating roaring 20s style dancing. 

Roulette and dice games, popular in the Prohibition era, were played throughout the night at 

novelty gambling tables. Templeton Rye mixologists showed guests how to make their own 

classic cocktails, such as an Old Fashioned and a Manhattan. The event concluded with the 

re-enactment of a Prohibition police raid and a countdown to Repeal. 

Media Coverage 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

Marketing 

Advertising:   

Handbill and Poster Distribution (distributed the week of November 4th):  Distribution of 

handbills and posters throughout several neighborhoods, including Lincoln Park, 

Lakeview, Old Town and the Gold Coast.  In addition to the neighborhood coverage, 

we also canvassed a combination of high-end liquor stores and grocers (Green Grocer, 

Whole Foods), wine shops (In Fine Spirits, The Poison Cup) and bars that specialize in 

artisan cocktails (The Red Door, The Green Mill).   

 

Handbill: 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

Poster: 
 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CTA interior Railcards (installed the week of November 4th, running throughout the 

month leading up to the event): Interior rail cards were installed throughout CTA cars 

on the Brown line.  

 

 

 

 

 

 

 

 

 



 

 

Tribune Ads: (beginning on 11/8; ran every Friday leading up to the event).  Weekly 

½ page ads in Friday’s “On the Town” section.  

 

 
 

Additional promotional efforts included: 

 

Exterior Speakeasy banner: CHM installed an exterior banner promoting the event; it 

ran along the entire width of the café rail at the corner of North Ave. & Clark Street. 

 

Flat screen and caf é signage in the museum interior, along with onsite handbill 

distribution 



 

 

Event Signage: Event Announcements/Signage recognizing sponsor support 

 

 Program side 1: 

 
 



 

 

Program side 2: 

 
 



 

 

Email, Web & Social Media: Posts, Tweets, Web & Email coverage inclusive of 

presenting sponsor. 

 

CHM web banner on homepage and dedicated event landing page: 

http://chicagohistory.org/speakeasy/ 

 

Facebook Posts: 

 
 

 

 

 

 

 

 

 

 

 

 

 

http://chicagohistory.org/speakeasy/


 

 

 

Twitter: 

 

 

 
 

 

 

 



 

 

 

TimeOut Eblast: Sent to over 32,000 opt in subscribers on their “Consume” food/drink 

targeted list 

 
From: Time Out Chicago Promotions [mailto:newsletter@timeoutchicago.com]  

Sent: Monday, November 25, 2013 10:49 AM 
To: dedicatedemailtest@timeoutchicago.com 

Subject: Cocktails & Capone: Party at The Last Speakeasy 

 

mailto:newsletter@timeoutchicago.com
mailto:dedicatedemailtest@timeoutchicago.com


 

 

Event Photos 
 

 
 



 

 

 

 
 

 

 



 

 

 
 

                      



 

 

 



 

 

Chicago History Bowl 

Initiative recap 
 

The Chicago History Museum partnered with NBC 5 Chicago to invite Chicagoans to submit 

their ideas and vote for which Chicago story they would like to be presented as a future 

exhibition at the museum. This crowdsourcing initiative, sponsored by HERE, is the first of its 

kind to open the topic submission and decision process for an exhibition entirely up to the 

public. Chicagoans submitted their ideas for an exhibition from October 14 to November 3. 

The top 16 ideas from the submission phase were identified as: 

Chicago Authors vs. Chicago in Pop Culture 

Food & Drink vs. Music 

Prohibition Era/ Roaring 1920s vs. Sports 

The Great Chicago Fire vs. Weather 

Chicago’s Women vs. Innovators and Entrepreneurs 

Labor & Industry vs. Neighborhoods 

Architecture vs. Lake Michigan/Chicago River 

Marshall Field’s vs. Transportation   

These top 16 were voted upon in four rounds of a bracket-style tournament called the Chicago 

History Bowl. The final four ideas, voted upon by the public, were: Prohibition, Chicago 

Authors, Neighborhoods, and Architecture. In the final round, Chicagoans voted Chicago 

Authors as the topic they wanted to see as a future exhibition. One participant won a 

weekend for two at the Palmer House Chicago and a year-long membership to the Chicago 

History Museum. 

Media Coverage 
 
 
 

 
 



 

 

 
 

 
 

 

 
 
 
 
 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 



 

 

Marketing  
Electronic Advertising: Mobile and web ads appearing on NBC5 Chicago homepage 

takeover: 

 

 
 

 
 

 
 

 

 
 

 
 

 



 

 

 
 

 

Web Submission: Creative for the submission/voting pages for the Chicago History 

Bowl contest, administered by NBC5 Chicago’s Facebook page. 

 

Phase 1: Submisssion stage: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 



 

 

Phase 2: Voting 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 

 

 
 

NBC Coverage: History Bowl media coverage on NBC live noon newscasts on October 

14, October 28 and January 4 

 

TV  Commercial: 17 History Bowl commercials (2 different creatives) ran on NBC 

Chicago over the course of the contest. 

 

Email, Web & Social Media:   

E-blasts were sent to CHM’s entire newsletter list at each phase of the contest, 

mentioning HERE as presenting sponsor. 

 

 

 



 

 

A Countdown to the Announcement page was made on CHM website: 

 

 
 

 

 

 

 

 

 

 



 

 

The contest generated lots of interest on social media (examples below). 

 

 



 

 

 
 


