PLEASE NOTE: While this
handout contains a lot of text
and bullet points, rest assured,
the workshop youre about to
see is chock full of photos and
video clips showing examples
and case histories. You will
be both entertained and edu-
cated.

There are additional notes and
rules contained in this handout
that wont be covered in the
workshop, but might be useful
for your product development
and marketing efforts.
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Seven More Immutable Rules of Successful Tourism

First impressions really are lasting impressions

The rule of perceived value
Always put your entrance signs (gateways) where you will make the
best rst impression.
Curb appeal is an investment with a tremendous return. Make your
entranceways attractive and have entry signs professionally produced.
The greater the perceived value, the more visitors will spend and the
longer they will stay. This is why residential subdivisions spend so
much money on entries. The same principles apply to your community
or business.
For the millions of dollars that are spent to attract visitors to communities
throughout North America, none of that effort can force a visitor to walk
into a retail shop or restaurant. The business must do that. Curb appeal
can account for up to 70% of all sales at restaurants, retail shops, lodging
facilities, wineries and golf courses.
Have you ever traveled and said these words: That looks like a nice place
to eat. First impressions are lasting impressions.
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The power of curb appeal

Nothing sells like beautiful places. In fact, beauti cation or curb appeal
can account for as much as 70% of gross sales for restaurants, wineries,
retail shops, lodging facilities (particularly B&Bs) and golf courses.

First impressions are always lasting impressions.

Join and work with the Keep America Beautiful network. They provide a
great resource for trash cleanup, beauti cation, signage, etc.

Develop corner parks, bulb-outs that are full of annual color. Have
businesses adopt corners and/or planters.

Businesses should develop cooperative beauti cation
programs - bulk buys on annuals, planters, benches,
decorative trash receptacles, hanging baskets.

Don t wait for the city to step in. Beauti cation needs
to take place in doorways and next to buildings, not
just as part of a streetscape project.

Beauti cation needs to be a year-round effort.
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Seven More Immutable Rules of Successful Tourism

The most successful cities are typically the most beautiful. A study showed

that communities that add street trees every 30 to 35 saw an 18% increase in
retail sales. Work with local garden clubs, let them adopt your downtown.
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The rule of necessity
The number one reason people stop is for bodily relief.
Place your restrooms where visitors can spend money. Once a visitor gets
out of the car, you have a four-times greater chance of getting them to
spend money. Have you ever said, While we re here, lets get something to
eat (or drink). Or Look at that cute shop across the street. Lets check it
out.
Include restrooms on your way nding system.
Businesses should NOT use signs: NO RESTROOMS or Restroooms for
customers only. Dont say no, let them know where they can go.
Restrooms should be open 24 hours a day. Put them in spending areas and
vandalism won t be (or shouldnt be) an issue.
Restrooms can be a powerful lure - promote them. Work with local
businesses to open up their restrooms to both customers and non-
customers. Restrooms do translate to spending. Ask any convenience store
owner.
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Seven More Immutable Rules of Successful Tourism

Kiosks never sleep

The 365 and 24/7 rule
Travelers don't just travel during business hours. Make sure your visitor
information is working 365 days a year, 24 hours a day.
Put up visitor information kiosks and outdoor brochure holders at local
attractions, parking areas, and visitor amenities.
Make sure you have signage that notes 24 hour visitor info is there.
Include brochure distribution. This is a must. Have you ever said, Honey,
grab the clipboard so we can write down some of this stuff ?
Develop one design of kiosk that ts your brand, and duplicate it in
various places throughout the community - at high visitor traf c¢ areas. The
average community may have between six and ten kiosks.
The contents of each kiosk should be slightly different, cross-selling
attractions and amenities in other areas of the community.
Work with your local auxiliary organizations on the development and
maintenance of your kiosks. Have them professionally designed.
Create two styles of kiosk: freestanding and wall-mounted.
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If its not convenient, or easy to nd, chances are that visitors will not

nd what it is you re offering and will move on.
A Gateway, Signage and Way nding Plan will help visitors know where
attractions and amenities are located, and it lets them know what you have
to offer.
All tourism-related signage, including way nding or directional signs,
should be decorative. They should reinforce the brand. When visitors
see the signage and gateways into the community, what you are known for
should be obvious.
Never place more than ve items on a sign. Include attractions, activities,
amenities and services.
Development of a way nding system is as much a science as an art. Hire
professionals. Connecting the dots through a signage system is one of the
most important things you can do. Because less than 5% of all visitors stop
in at visitor information centers - if they can nd that.
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