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Opportunity Assessment

IntrOductIOn

In September of 2011, an Opportunity Assessment 
of New Tecumseth, Ontario, was conducted, and the 
findings were presented in a two-and-a-half hour 
workshop. The assessment provides an unbiased 
overview of the community - how it is seen by 
a visitor. It includes a review of local marketing 
efforts, signage, attractions, critical mass, retail mix, 
ease of getting around, customer service, visitor 
amenities such as parking and public washrooms, 
overall appeal, and the community’s ability to 
attract overnight visitors. 

In performing the Opportunity Assessment, we 
looked at the community and the area through the 
eyes of a first-time visitor. No prior research was 
facilitated, and no community representatives were 
contacted except to set up the project.  The town 
and surrounding area were “secretly shopped.”  Any 
person looking to relocate their business, industry, 
or residence will come to your community as a 
visitor first. Tourism is the front door to all your 
economic development efforts.

Once potential visitors find information about 
your community, are the marketing materials 
good enough to close the sale? In the Marketing 
Assessment, we reviewed your visitor website and 
print marketing materials. 

A typical community has five opportunities to close 
the sale:

1)  Personal contact (visitor information centers, 
trade shows, etc.)

2)  Websites

3)  Brochures and printed materials

4)  Publicity (articles)

5)  Word of mouth - the most effective means

We searched the internet for activities, requested 
and reviewed printed materials, and looked for 
articles and third-party information. As we prepared 
for travel to your community, we searched both 
commercial and organizational websites promoting 
the area, provincial tourism websites, and read 
travel articles and guidebooks.

The marketing assessment determined how 
effective the marketing was in convincing a 
potential visitor that the community would be 
worth a special trip, a stop, or an overnight stay. 
The key to the marketing assessment is to see if you 
have a primary lure that makes you worth a special 
trip of a two-hour drive - or from further away. The 
question on most visitors’ minds is:  What do you 
have that I can’t get closer to home? What makes 
you worth a special trip?

Where most communities falter is when they merely 
provide “lists” of what the community has, whether 
it’s truly “unique” or not. Nearly every community 
in North America promotes the usual list of 
diversions: local museums, shops and restaurants, 
plenty of lodging, golf, outdoor recreation, historic 
downtowns, scenic vistas, etc. Of course, nearly 
every visitor can do these things closer to home. So, 
what makes your community worth the trip?

Always promote your primary lure first - what 
makes you worth that special trip. THEN, promote 
your diversionary, or “complementary” activities. 
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Would you go to Anaheim, California, if Disneyland 
wasn’t there? Do you think that Universal Studios 
and Knotts Berry Farm mind that Disneyland gets 
all the glory? Of course not. Eighty percent of all 
tourism spending is with those secondary activities. 
Disney does the heavy lifting in terms of advertising 
and promotion, and the diversionary activities 
benefit. 

In a nutshell, the Marketing Effectiveness 
Assessment looks for what makes your community 
worth a special trip, or a great place to live, or to 
do business. The secret shoppers look for details, 
details, details. Do you give a reason for visiting, and 
do you provide enough information to make it easy 
to plan a trip? Are the marketing materials good 
enough to close the sale?

The second part of the assessment process is 
the On-site Assessment. During this part of 
the assessment, we spent several days in the 
community, looking at enticements from freeways 
and highways (signs, billboards, something that 
would get a visitor to stop), beautification and 
overall curb appeal, wayfinding (ease of getting 
around), visitor amenities (public washrooms, visitor 
information, parking), activities, overall appeal, 
retail mix (lodging, dining, shopping), critical mass, 
customer service, area attractions, pedestrian 
friendliness, gathering spaces, evening activities, 
and the availability of marketing materials and their 
effectiveness. 

The community benefits from tourism when visitors 
spend money, and they do that in the local gift 
shops, restaurants, hotels, etc. Therefore, the On-

site Assessment includes a candid look at private 
businesses as much as public spaces and amenities.

For every shortcoming or challenge we note during 
the assessment process, we provide a low-cost 
“suggestion,” where possible, on how the challenge 
can be corrected or overcome. The suggestions 
are not termed “recommendations,” as they were 
developed without consulting the community first 
about possible restraints, future plans, or reasons 
why the suggestions may not be appropriate. 
Hopefully this assessment process will open 
dialogue within the community, leading it to adopt 
some or all of the suggestions, taking them from 
suggestions to recommendations. 

It’s important to note that to increase the 
community’s tourism industry, fulfilling one or 
two of the suggestions may have little impact, but 
implementing a number of them, if not all, can have 
a profoundly successful impact on the community’s 
ability to tap into the tourism industry. 

Implementation of these suggestions must be a 
community-wide effort, involving both privately 
owned businesses as well as local, county, and 
state agencies, where appropriate. Every local 
organization plays a role in tourism, downtown 
revitalization, or economic development efforts. 
A Destination Marketing Organization (DMO, CVB, 
Chamber, TPA, etc.) will not be successful if the 
tourism effort is not community-wide.

In many cases, issues may come up that you are 
already aware of and are already working on. In 
that case, the assessment validates those efforts. 
But more often than not, the assessment will point 
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social and other services. Visitors come, spend 
money, then go home. When you import more 
cash than you export, you have a positive “balance 
of trade.” Communities with successful tourism 
programs easily see that the industry subsidizes the 
community, whereas other communities find that 
they subsidize visitors – providing services visitors 
use without them leaving enough money behind to 
cover the cost of those services. 

The primary goal of the tourism industry is to bring 
more cash into the local economy. This doesn’t 
happen when visitors come into the community, 
get out of their cars, and take photographs. And it 
doesn’t happen when visitors go swimming in the 
lake at your city park all day, sunning, and eating 
the lunch they brought from home. And it doesn’t 
happen when visitors hike down your trails, enjoy 
your interpretive centers, or stroll through your 
lovely arboretums. These are all great things to do, 
and, of course, you do want your visitors to do these 
– but, you also want to entice them into your shops, 
your cafes, espresso stands, restaurants, galleries, 
B&B’s, and hotels, ultimately opening their wallets 
to make purchases. That is what helps your local 
economy, your small merchants, your hoteliers, and 
your tax coffers. 

To entice visitors to spend money in your 
community, you need to have places for them to 
spend it – you need to have the right mix of shops, 
restaurants, entertainment, and lodging facilities, 
all in an attractive setting, as well as attractions that 
make them want to visit you in the first place.

out things that you are aware of but can’t mention 
or bring up without paying a political price. Local 
politics can be a killer of the tourism industry.

While marketing efforts are important, product 
development is the most important factor of a 
successful tourism industry. Visitors want activities, 
not just things to look at. How much time can a 
visitor spend enjoying activities - that cater to 
their interests - in your community? Does your 
community have truly unique attractions the 
visitor can’t get closer to home? You must be able 
to deliver on your marketing promises – otherwise 
visitors might come once, but they won’t come 
back. It’s much more cost effective to bring people 
back, than to always go out and entice new visitors 
into town. “Been there, done that” communities 
eventually run out of visitors and find they don’t 
have a sustainable tourism industry, or simply 
become pit stops or gateways on the way to 
somewhere else.

After spending several days reviewing marketing 
materials and assessing the community, we have 
looked at all of these issues, developed some 
suggestions and ideas the community can discuss 
and possibly implement to help increase tourism 
spending locally. 

SuccESSFuL tOurISM trAnSLAtES tO cASH

Tourism is successful when the community imports 
more cash than it exports. When residents spend 
their hard-earned money outside the community, 
the community is exporting cash – often referred 
to as “leakage.”  Tourism helps fill that gap, 
importing cash into the local economy without 
the necessity of having to provide extended 
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tHE tHrEE tYPES OF tOurISM

1. Visiting friends and family
The number one reason people travel is to visit 
friends and/or family. If you did nothing to 
promote tourism, you would still have tourism 
in your community. However, when friends and 
family come to visit, do your residents take them 
out to eat, shop, dine locally? Or do they head to 
a neighboring community? Do your locals even 
know what you have to offer? An effective tourism 
marketing effort also includes educating locals as to 
what you have and how to find it through effective 
wayfinding signage, gateways and advertising. 

2. Business travel
The second most popular reason for travel is 
business. Included in this category is educational 
travel: colleges and universities, as well as 
conventions and meetings, corporate travel, 
vendor travel, etc. Like leisure travelers, this group 
is looking for things to do “after hours” while in 
the area. The most successful convention and 
trade show towns are the result of their secondary 
activities or “diversions,” not simply because of 
their convention and exhibition facilities. Think 
Disneyworld, Disneyland, San Antonio’s River Walk, 
Banff, to name a few.

3. Leisure travel
The third, and most lucrative of all types of visitors, 
is the leisure traveler. They have no personal 
connections to the community, but are coming 
purely to enjoy themselves. They stay in commercial 
lodging establishments, eat virtually all their meals 
in local restaurants, and their top diversionary 

activity is shopping and dining in a pedestrian-
friendly setting.

The average leisure visitor is active 14 hours a day, 
yet typically only spends four to six hours with the 
primary lure. They then spend eight to ten hours 
with diversionary activities - things they could 
do closer to home, but will do while in the area. 
A good example of this is Branson, Missouri, the 
“live music-theater capital of the world.” This town 
of 6,500 residents hosts 7.5 million visitors a year. 
The primary “lure” is the 49 music theaters.  The 
average visitor attends two shows a day over about 
four hours. During the other hours of the day, the 
visitor will shop in local outlet malls, head to the 
water parks, theme parks, and other attractions, 
play a round of golf, hike, bike, fish, do some bird 
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watching, and participate in any number of other 
activities they could do closer to home, but will do 
while visiting Branson.

tHE tHrEE StAGES OF tOurISM

1. Status quo
If you take no action to develop the tourism 
industry, you will still have an element of tourism, 
simply because some travelers will pull off local 
highways or freeways for gas, food, or lodging, 
as well as the fact that the number one reason 
for travel is to visit friends or family. If you have 
residents, you will have some tourism. 

2. Getting people to stop
The first priority of developing a successful tourism 
industry is getting people to stop. Imagine how 
successful businesses in the community would be 
if just 50% of the vehicles traveling through pulled 
off the highway and spent just 30 minutes in your 
community – buying gas, an ice cream cone, a 
sandwich, a gift or souvenir?

If there’s a strong pull, imagine the money spent if 
visitors stayed two hours in the community, which 
nearly always translates to additional spending. 

The first goal is to get those travelers to stop.

3. Becoming the destination
To become a destination community you must have 
attractions and supporting amenities that convince 
visitors to spend the night. And those attractions 
must be different from what the visitor can get 
closer to home.

Overnight visitors spend three times that of 

day visitors, and nearly ten times that of visitors 
using your community as a pit stop on the way to 
somewhere else.

tHE FOur-tIMES ruLE

Visitors will make a point of stopping or staying in 
a community if it has enough activities that appeal 
specifically to them and will keep them busy four 
times longer than it took them to get there. 

In other words, if a person has to drive 15 minutes 
to visit you, do you have enough for them to do to 
keep them busy for an hour? (4 times 15 minutes) 
If a visitor has to drive an hour, do you have the 
activities and amenities to keep them busy for four 
hours? 

The more you have to offer, collectively, the further 
visitors will come, and the longer they will stay, and 
of course, the more they will spend. This is why it is 
so important for communities to market more than 
just their immediate geographic areas. By marketing 
neighboring activities and attractions, you present 
much more for a visitor to do, and you make the 
visit worth the trip. 

Visitors don’t care about city limits or county lines – 
so market the broader package and you’ll be able to 
keep people in the area long enough to translate to 
another meal, some more shopping, and hopefully, 
an overnight stay. 

SELL tHE EXPErIEncE, nOt GEOGrAPHY

Nearly every destination marketing organization 
is charged with promoting a geographic area, yet 
visitors couldn’t care less about those boundaries. 
They are looking for activities that cater to their 
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interests, and location is second to the experience. 
ALWAYS promote the primary lure first, then the 
location. If I want to go see Andy Williams, I don’t 
care whether he’s in Muskogee, Oklahoma or in 
Branson, Missouri. People by the millions head to 
Disneyland, Disneyworld, Dollywood and other 
attractions. They are not going to Anaheim, Orlando 
or Pigeon Forge. 

Always sell the activity - the experience - THEN the 
location. 

LurES, dIVErSIOnS And AMBIAncE

Too often communities promote the list of 
diversions that nearly every community has. The 
primary lure is the activity that a visitor can’t find 
closer to home.

Always promote your primary lure, then the 
diversions. Do not try to be all things to all people. 
Have you ever gone anywhere because they had 
“something for everyone?” Of course not - you go 
there because they have something specific for you. 
Find your niche and promote it like crazy.

Historic downtowns provide ambiance - they are 
not attractions, diversions, nor are they a primary 
lure. It’s what’s in the buildings that makes a 
downtown a destination. 

The same can be said for scenery. Unless your 
vista is a world-class scene, such as Niagara Falls or 
the Grand Canyon, scenic vistas create wonderful 
ambiance, but don’t translate to spending, and they 
only last a few minutes. Then what? 

All too often communities promote their heritage 
as a primary draw. How far would you travel to 

visit a mining museum? A timber museum? An 
agricultural center? A county historical museum? 
Heritage must be outstanding and pervasive 
throughout the community to be a primary lure, 
such as Plimoth Plantation or Salem, Massachusetts.

Thousands of communities are the “capital” of 
something. For instance, in California, Borrego 
Springs is the grapefruit capital of the world. Gilroy 
is the garlic capital. Modesto is the tomato capital. 
Gridley is the kiwi capital. Oxnard is the strawberry 
capital. Fallbrook is the avocado capital. But here’s 
the question: Have you ever gone anywhere 
because it was the capital of a fruit or vegetable?

Your local heritage is important to the community 
and can set the ambiance,  even becoming a 
diversionary activity. But to the vast majority of 
potential visitors, it’s not a reason to make a special 
trip.

BE dIFFErEnt Or tHE BESt

Why should a visitor come to your community 
if they can enjoy the same activities closer to 
home? Too many communities promote “outdoor 
recreation” as their primary draw. Unfortunately, 
that is the same attraction promoted by nearly 
every community in North America. 

If you are different, then you have a reason for 
travelers to choose to visit you. If you are the best, 
then visitors will generally flock to your doors. 

If you have great hiking trails, then market their 
unique qualities. Be specific and paint the image 
of how wonderful they are in the minds of 
your potential visitors. If you have one fantastic 
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restaurant in town, let people know about it – a 
unique dining experience is something many 
people will travel far to enjoy.

Ashland, Oregon, previously a depressed timber 
town, began its Shakespeare Festival, which now 
runs nine months of the year and draws hundreds 
of thousands of visitors who spend an average of six 
nights in the community. The Shakespeare Festival 
made Ashland different from any other community.

Leavenworth, Washington, another dying timber 
town, adopted a Bavarian architectural  theme and 
produces dozens of Bavarian events every year. 
Some now say the town looks more genuinely 
Bavarian than towns in Bavaria. It is now one of the 
primary tourist destinations in Washington state, 
hosting more than 2.5 million visitors annually. They 
offer a different experience, an experience that is 
pervasive throughout town.

Okanogan County, Washington is an outdoor 
recreational paradise – just like 37 of the 38 
other counties in Washington. So why go to 
the Okanogan? Because they are the best. They 
researched guidebooks, newspaper and magazine 
articles, and pulled quotes they could use in their 
advertising efforts. Like, “Pinch yourself, you’re in 
Okanogan Country with perhaps the best cross 
country skiing on the continent.” This, and other 
quotes like it, make it worth the drive to visit 
Okanogan Country. The third-party endorsements 
show that they are the best. 

Set yourself apart from everyone else, and you’ll 
see that in being unique, you’ll become a greater 
attraction.

crItIcAL MASS MEAnS cASH

Although it may not be the primary reason why 
visitors come to your community, shopping and 
dining in a pedestrian setting is the number one 
activity of visitors. Besides lodging, it is also how 
visitors spend the most amount of money. 

Do you have a pedestrian-friendly shopping district? 
If not, can you create one? Many communities 
have been highly successful with the development 
of a two or three block long pedestrian “village” 
including visitor-oriented retail shops, dining, visitor 
information, washrooms, etc., in an attractive, 
landscaped setting. 

The general rule of thumb in those two or three 
blocks (not spread out all over town) is 10+10+10: 
Ten destination retail shops, which includes 
galleries, antiques, collectibles, home accents and 
furnishings, artists in action, book stores, logo gear 
(clothing), souvenirs, outfitters, tour operators, 
activity shops such as kites, jewelry, wine or 
tobacco shops, and other specialties. The second 
ten is for food: ice cream, fudge and candy stores, 
soda fountains, sit-down dining, coffee shops, cafes, 
bistros, delis, etc. And the final ten are businesses 
open after 6:00 pm. This includes entertainment: 
bars, dance clubs, theaters (movies and performing 
arts), retail shops with activities (piano bar in a wine 
shop), etc. 

The important point is to group these businesses 
together to create the “critical mass” in a pedestrian-
friendly setting. This will attract visitors as well as 
locals, and make it worth their while to stop and 
shop. People are always drawn to the critical mass – 
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the opportunity to have multiple choices, multiple 
experiences, all in a convenient and attractive 
setting. 

tOurISM IS An EcOnOMIc  
dEVELOPMEnt ActIVItY

The goal of successful tourism is for people to come 
into the community, spend money, and go home. 
Tourism is nearly a $650 billion dollar industry in 
the U.S., nearly $75 billion in Canada,  and supports 
millions of jobs. Ninety percent of tourism industry 
businesses are small businesses of which 90% 
have less then 15 employees. Tourism provides the 
opportunity for entrepreneurs to get started, for 
small family-run businesses to thrive, for artisans 
and craftspeople to find a market, and it creates a 
basis for unique niche-retail environment including 
wineries, artists, crafts, etc. Tourism provides a 
diverse market within the community, expanding 
its potential. Enhancing the community through 
beautification efforts creates an attractive setting 
for both locals and visitors, key in revitalizing a 
community’s downtown. And a tourism-friendly 
town will attract non-tourism industries faster than 
others – new businesses will see the community 
as a visitor before they make a final determination 
about the community. Tourism is the front door to 
your economic development efforts.

The benefits of a healthy tourism industry can 
rejuvenate a town, foster community pride, 
encourage economic diversity, and lead the way to 
a vital, successful community.
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nEXt StEPS

The findings and suggestions in this report 
will provide your community with many ideas, 
strategies, and goals to reach for. We hope that it 
fosters dialogue in the community and becomes 
a springboard for the community in enhancing 
its tourism industry, leading to greater prosperity, 
rejuvenation, and enjoyment by all the citizens.

This report offers a first step in reaching that goal. 
To fully realize the benefits of this assessment, 
the community should take these findings and 
suggestions, discuss them and evaluate them, and 
develop a plan for implementation. 

A detailed “Community Branding, Development 
and Marketing Action Plan” can build on the results 
of this assessment, adding in-depth research, 
evaluation, and community input to develop a 
unique brand and implementation program. The 
assessment process essentially provides a look at 
where you are today.

The next step in the planning process is 
interviewing local stakeholders, providing public 
outreach, and reviewing past and current planning 
efforts. This determines where you want to go as a 
community.

The third step involves research, feasibility and 
market analysis, and determining your brand - what 
you are or hope to be known for.

Then comes the “development” portion of the plan 
or the “how to get there” program: determining 
what product development initiatives need to 
be undertaken to reinforce and grow the brand. 
This also includes defining the roles of the various 

local organizations. Brand-building takes a village 
- everyone pulling in the same direction, each with 
its own “to do list.”

Finally, there’s the detailed marketing plan: how and 
when you will tell the world who you are and what 
makes you special: the place to live, work and play.

This Branding, Development & Marketing Plan 
should be an “action plan” as opposed to a “strategic 
plan.” You want a to do list, not just general 
strategies, goals and objectives.

The recommendations should provide all the 
necessary steps for your community to be 
successful in attaining its goals of a more diverse 
economy with an enhanced tourism industry 
and to become a more attractive and enjoyable 
community for both visitors and citizens. 

A good plan will provide a program to get local 
residents and the business community pulling 
together to enhance the community, building its 
unique image in the minds of visitors and residents 
alike. The result of your efforts will be a prosperous, 
enjoyable environment in which to live, work, and 
visit.
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The assessment process includes 60 key elements: How effective your 
marketing materials are, which includes visibility (how easy is it to find the 
information) and their ability to close the sale; plus the on-site assessment, 
which includes the overall appeal of the community, critical mass in 
downtown, amenities, signage, gateways, wayfinding, attractions and 
customer service.

Look at your community gateways. Travelers’ first impressions of your 
community are formed as soon as they see your welcome signs. And those 
first impressions will color their whole feeling about your town - it’s essential 
to make a good first impression. This is a beautiful entry sign and landscaping 
(bottom right). It creates a very good first impression.

Findings & Suggestions
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The fountain (top left) enhances the appearance of the ice centre as you 
approach - the overall feeling is that this is a very nice place to spend your 
time.

This entry to Earl Rowe (top right) is attractive as well. 

Beeton’s sign is in a good location (bottom left) and is nice looking. 

Suggestion: Mow around the base of the sign. Keep it looking tidy. Don’t just 
list your events - tell us when they are, creating an invitation to come back. 

This is another nice sign for Beeton (bottom right), but the sign clutter makes it 
blend in with the rest of the signs and creates a negative impression.

Findings & Suggestions
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Tottenham’s gateway signs are surrounded by very nice landscaping - good 
job! (top left, top right, and bottom right). But again, the sign clutter (top left) 
detracts. Consider moving the sign to a different location, where it can stand 
alone.

Be sure to keep trash picked up! (bottom left) 

Beautiful! (bottom right)

We like how the towns all have similarly designed signs - they are attractive 
signs and provide continuity. Very nice.

Findings & Suggestions
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The Steam Train looks like a very fun thing to do, and the gateway (top left) is 
very nice. 

Chain link fences create a “prison” feeling - they shouldn’t be used in 
downtowns or around attractions. Consider replacing it with wrought iron, like 
this one in Alliston (top right) or this one in Marshall, Texas (bottom left). 

Suggestion: Provide information about the train ride outside the gates, 
and include when it operates, how long the ride is, the cost, and general 
information about the train ride. Consider adding a QR code post as well 
(bottom left).

Findings & Suggestions
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The Tottenham Conservation Area looks appealing, but we thought it was 
closed and locked when we came by on a Saturday. Make it easier to find the 
correct entrance.

Woodington Lake looks very nice. Ever wonder why developers build such 
attractive gateways to their high-end residential developments? It increases 
the perceived value of the development, enhances appeal, helps houses sell 
more quickly, and increases community pride. Beautiful gateways have the 
same effect for communities and businesses as well.

Findings & Suggestions
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Make sure your auxiliary signs are placed in a location where people can stop 
and read them - some visitors would like to see when and where the meetings 
are. Putting them on a town’s gateway sign creates sign clutter - not a great 
first impression. 

Always place your gateway signs where they will make the best first 
impression, and that’s not always at your town limits. As soon as we see 

your town’s welcome sign (top right), we assume that the area immediately 
following is the town - and this doesn’t always create a good impression 
(bottom right). If you must post a sign before you reach the downtown, make 
sure it says, “Downtown Alliston - 1 km ahead” or whatever the distance is. That 
tells people to not judge your community yet - there’s still 1km to go.

Findings & Suggestions
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A “Welcome to Alliston” gateway sign that says, “Downtown Shopping District 
- 1 km” would let visitors know that this is not downtown (top left), but that 
there is a shopping district, and it would put out “the welcome mat.”

A great example of an attractive and practical way to post your auxiliary 
organizations’ signs is what they did in Gig Harbor, WA (bottom left). This sign 
is located at their visitor information center, where there is plenty of space for 

people to park and read the information. 

Suggestion: Redo this sign (top and bottom right) by moving the auxiliary 
signs to a different location, repainting the background, and adding 
“Welcome.”

Findings & Suggestions
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Make sure you keep your signs in good repair and well-maintained. When they 
are faded or the wood starts to rot, they give a bad impression (top left and 
right). It would be good to put these community groups and services on a sign 
similar to the example from Gig Harbor.

Downtown gateways create a sense of arrival, that the downtown is a special 
destination. It can also promote a sense of group pride among the merchants 

downtown, helping to foster group cooperation with beautification and 
marketing.

These downtown gateways (top right) are in Stevenson, WA. Their downtown 
is small, and their population is only 1,100 people, yet they see the advantages 
of having attractive gateways into downtown.

Findings & Suggestions
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This page and the next show more examples of downtown gateway signs. 
They should always be attractive and reflect the ambiance of the town, 
promoting a feeling that you have arrived at a special destination.

Corey Avenue in St. Pete’s Beach, Florida (top left), is a small historic shopping 
district that has been busy since the 1930s. It has a population of about 10,000 
people. Its gateway sign is classic and gives a great first impression. 

Coupeville, WA (top right) has a population of 1,500 people, and their 
downtown gateway is very nice. Note the landscaping.

Colebrook, NH, with a population of about 900 (bottom left), has a simple 
gateway sign that reflects the heritage of the northeastern U.S.

Minden, Nevada’s downtown gateway looks very good with its mountain 
backdrop (bottom right). Population: 1,700.

Findings & Suggestions
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Signs aren’t the only way to mark an entrance - these pillars and span in Lodi, 
California (top left) make a stunning gateway into Lodi’s shopping district.

These monument signs in Woodlands, TX (top right) add to the ambiance of 
the area. 

Fallon, Nevada’s gateway into downtown (bottom left) is another concept for a 
beautiful sign. The waterfall is a great touch.

Nelson, BC’s Baker Street is the city’s shopping, dining and entertainment 
mecca. (bottom right) The city’s welcome signs make sure visitors feel they’ve 
arrived at a special place. 
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Decorative crosswalks are an excellent way to separate the district and 
increase pedestrian safety at the same time.

The crosswalks shown on this page are stamped into the asphalt - they are not 
paint. Created by Streetprint ™, based in Vancouver, BC, these crosswalks can 
be done in any design and color, so they’re ideal for promoting a town’s brand 
or theme.

Make it easy to navigate throughout the area by promoting and directing 
people to your attractions, amenities and services through a good wayfinding 
system. As a visitor, if we can’t find what we’re looking for, we’ll give up and 
move on.

Only 5% of travelers stop at a visitor information center, so good wayfinding is 
essential to help people find what they want.
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The easier you make it for visitors, the more likely they are to spend additional 
time in the community and, as a result, spending will increase. 

Developing a wayfinding system is an investment, not an expense. It should 
include: 
• Vehicular wayfinding signage 
• Pedestrian wayfinding 

• Pole banners, by district, often by season 
• Visitor and downtown information 
• Gateways and entry points

Wayfinding signs should be decorative to fit the theme or ambiance of the 
town.
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Make sure your wayfinding signs are large enough for people to read: Lettering 
should be 2.5 cm tall for every 3.6 m of viewing distance.  The messaging also 
needs to be very easy to understand and follow. Drivers need time to be able 
to respond. Don’t include more than 5 items on one sign - there’s no time to 
read more than that.

Wayfinding not only educates visitors about what you have and where it’s 

located, but will also educate your front-line employees about what you have 
and where attractions and amenities are located. Barrie’s new wayfinding signs  
(top right) do a great job. 

When posting information (bottom right), ask yourself what a visitor, or 
someone who has no knowledge of this location at all, might need to know. 
For trails, include a simple brochure in a weather-proof brochure holder.
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Pole banners should be used to evoke a feeling, to set the stage and create a 
sense of intimacy. 

The banners in Alliston (top right) are fine; here are a few suggestions: 
• Avoid white when possible. 
• Use vibrant colors. 
• Keep the graphics simple. 

• Sell a feeling more than something to do. 
• Welcome guests to downtown. 

The Appleton, WI banners (bottom left) are fun and promote the city’s theme.

This example from the Confederation Boulevard is excellent: vibrant colors, 
fun, refreshing.
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This page shows additional examples of some excellent pole banners: 

• Owen Sound, Ontario (top left)

• City of Langley, BC (top right)

• Twin Falls, Idaho (bottom left) This one has a different look and design, and 
fits the town’s ambiance.

• Rawlins, Wyoming (bottom right) This one is also a different type of “pole 
banner” and is a very appropriate design for the town, promoting a “western” 
theme.

Findings & Suggestions

26   New Tecumseth, Ontario - November 2011



Some more examples of good pole banners are shown on this page. 

Pole banners can be used for specific purposes as well as to welcome people 
and promote ambiance. They can be used by retailers (top left) to promote 
their products, for promoting events and festivals, and they can be used for 
wayfinding.
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These fall pole banners (top right and left) do a great job promoting the 
“feeling.”

 
We had a hard time finding visitor information, even though there were way-
finding signs (bottom right). There wasn’t enough information on the signs to 
get us there. 

Visitors don’t just travel during business hours, so it’s critical to provide visitor 
information after hours. That’s why it’s so important to have weather-proof 
brochure holders and visitor information kiosks. Make sure your visitor infor-
mation is working 24/7, 365 days a year.
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Be sure your wayfinding signs “connect the dots.” Make it easy for visitors to 
find your visitor information. 

Visitor information centers should always have outdoor information available, 
and make sure you provide brochures - not just wall-mounted information. 
Visitors will rarely be able to write down information that you’ve posted.
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This page shows some examples of outdoor brochure holders - some are 
under a roof, and others are in weather-proof holders. 

• Top left shows the Central Bruce Peninsula’s visitor information center. 

• Top right and bottom left show North Platte, Nebraska’s VIC.

• Jackson, Wyoming is shown in the bottom right photo.

Be sure to cross-promote other communities as well. The more you have to 
offer, the longer people will stay in the area and the more money they will 
spend.

Findings & Suggestions

30   New Tecumseth, Ontario - November 2011



Banff, Alberta sets up portable visitor information kiosks throughout town (top 
left). These are usually staffed, and are able to offer brochures and materials 
when they are not staffed. 

This Visitor Information gazebo (bottom left) was built in Beatty, Nevada from 
a kit by volunteers. A local craftsperson built the display and brochure racks 
inside. It makes a near-perfect visitor information display.

This visitor information center in Mahone Bay, NS is very easy to find, really 
making itself noticeable with the flags, and it provides brochures 24/7.

Could this sign board be used to provide some visitor information in Beeton? 
(bottom right) 
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In Beeton, perhaps offer a visitor information display and brochures in a local 
shop? (top left) 

A small kiosk (top right) for visitor information here could be very helpful.

In Tottenham, an outdoor brochure holder (bottom left) would provide 24/7 
information for visitors.

Two hour parking is a good way to send visitors away before they are finished 
spending money. Two hour parking is a good way to kill a downtown. If 
you must have 2 hour limits, post signs telling us where we can find all-day 
parking.
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So many downtowns have two hour parking limits, and it’s primarily because 
the merchants can’t get their employees to park further away. So in order 
to get turnover, they want 2 hour limits. Unfortunately, this punishes the 
customers by not allowing them enough time.  Visitors typically need at least 
four hours to complete their shopping and dining, so finding longer-term 
parking is essential.

So let people know where they can find longer-term parking, as Alliston does 
here (bottom left).

When a visitor gets a parking ticket, even if they were in the wrong, they tend 
to write off the city. They might not come back.
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Be sure to maintain the landscaping at your parking lots (top left). This doesn’t 
give a good impression. 

When part of one parking lot is all-day and the other is only two hours, it can 
be confusing (bottom left).  Make it very clear with very clear signage. 

Use parking as an economic development tool, not as a revenue generator 

(bottom right). Parking should be available for longer periods after 5:00 to 
encourage people to come downtown and spend time shopping and dining. 
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Washrooms attract more than flies! The number one reason travelers stop is 
to use the facilities - and once they stop, they are much more likely to spend 
money on a snack, a souvenir or gift, lunch, or an ice cream cone. Place public 
washrooms where visitors can also spend money. Provide visitor information 
there as well, and cross-sell your attractions and amenities. 

If you don’t provide any public washrooms downtown, visitors will need to 
leave. And be sure to post signs directing people to your public washrooms. 
We weren’t sure if this porta-potty (bottom right) was for public use or not.
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We looked around Beeton for washrooms, and we finally went to the Beeton 
Fall Fair and found the porta-potties (top right). 

Putting visitor information (and brochures) at your public washrooms like 
Gig Harbor, WA does (bottom left and right) turns them into an even better 
economic development tool.
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Giving downtown a name helps make it become a stand-alone destination in 
the minds of visitors, residents, and merchants. “Downtown” is a place. “Pearl 
Street” is a destination (top right). A gathering place.

As you travel down a freeway and see signs for “business district” or even 
“downtown,” does that pull you from the freeway? But if you saw “Pearl District 
- Downtown” you get a feeling that this is a destination, not just another 
business center. 

Some popular downtowns: 
• Vancouver, BC: Gastown 
• Seattle,WA: Pioneer Square 
• San Diego,CA: Gaslamp District 
• San Antonio, TX: The Riverwalk 
• Denver, CO: Larimer Square 
• Boulder, CO: Pearl Street Mall
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Retail signage is one of the best ways to advertise your business. Make sure 
it is done right. Signs placed perpendicular to the building allow drivers and 
pedestrians to read them easily, even from a distance. Note the use of blade 
signs in Leavenworth, WA (bottom left); and Nantucket, MA (bottom right).

Perpendicular signs are seen ten times more frequently than facade-mounted 
signs.

Can you see what’s in any of these shops? (top right) With blade signs, people 
would know what there is, and they would be tempted to go down the street.   
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The most successful downtown shopping districts use blade signs. They have 
been shown to increase retail sales by as much as 35%.

They should be a consistent height and size, and they should be decorative 
and in keeping with the ambiance of downtown. 

Some more examples include:

• Carmel, CA (top left) 
• Banff, AB (top right) 
• Lethbridge, AB (bottom left)

These look terrific! (bottom right)
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These signs (top left) are very good.

When your only retail signage is on your building facades, (top right and 
bottom left and right) the only way to see the names of the shops is to go out 
in the street. There is nothing to entice people to continue down the streets. 

The general rule for blade signs is they should be no lower than 7 feet (2.1 m); 
no higher than 9 feet (2.7 m); and no wider than 42 inches (about 1 m).
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Can you tell what’s in these shops? (top left) Can you even tell if the buildings 
have shops in them, or if they are open?

These signs and the beautification (top right) area great. These signs (bottom 
left) are also very good. It’s great that this shop promotes what they are selling 
and includes a very visible “open” sign. 

It is so much more important for your retail signs to promote what you sell 
than the name of your business. This shop (bottom right) wasn’t a seafood 
restaurant or comedy club - they sold kites and windsocks. Their sign did them 
no favors - in fact, they are now out of business. 
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Script writing is too difficult to read from a distance to be helpful on retail 
signage (top left). 

Your retail signage is critical - it says so much about your business, either being 
inviting, or giving a poor impression. Make sure that your signs give a good 
impression of your business. They should be reflect what your business is like, 
conveying the ambiance needed to attract customers. 

The Mill Pond Cafe is a great place. Make it more inviting by having signs that 
are permanent, professionally made signs that reflect its charm. 
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Outdoor retail displays can be a beautiful and successful sales tool, luring 
customers into your shops and restaurants. This merchant in Grass Valley, CA 
sets out silk flower displays every day (top left). Doesn’t it make you want to go 
inside?  
Look at Maggie Mae Mercantile’s display (top right). She has extended her 
window displays to the sidewalk. Select store merchandise is artfully arranged, 
and the large “open” flag invites customers inside. 

Blaine, WA (bottom left) has revitalized downtown with gorgeous streetscapes. 
The merchants do their share too - this shop has brought some of their 
merchandise outdoors to make a very attractive display. The owner says the 
20 minutes she spends every day doing so is easily worth the effort - it actually 
saved her business. 
This restaurant in Banff (bottom right) invites customers by posting a beautiful 
display outside with its menu.
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Curb appeal can account for up to 70% of first time sales at restaurants, 
lodging facilities, golf courses, and wineries. That includes every aspect of your 
appearance - signage, beautification, and cleanliness.

This shop (top left) has a very attractive outdoor display using its merchandise. 
They’ve extended their window display to the sidewalk. It’s very different than 
putting racks, tables or boxes on the sidewalk for outdoor merchandising 

(bottom left). You don’t want to look like a garage sale.

All Things Silver’s outdoor display (top right) is very attractive.

A great example of an outdoor retail display is this shop (bottom right) in 
Wickford, RI. 
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Too many flyers in a shop window make it look cluttered and unattractive. 
Don’t allow more than four in your storefront window. (top left and right)

When your sign says “closed” it is also saying “go away.” Don’t put up rejections 
- always put up signs that are invitations. When your shop is closed, tell 
customers WHEN you will be open. Invite them back. 
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Create a lure to pull customers in the door. Sometimes that may include a “loss 
leader.” 

Grandma’s Attic (top left) is a gift shop that also sells ice cream cones. The 
owner invites local children to come to the shop and get a free ice cream cone 
- as long as they sit at the table right outside the shop. Passersby notice the 
children and line up outside to come in for ice cream, and they nearly always 

buy something else while there.

Beautification is an investment with incredible returns. These shops are made 
attractive and inviting with their gorgeous outdoor displays, making people 
want to come in and spend time (and money) there: Jonesborough, TN (top 
right); Elicottville, NY (bottom left); Banff, AB (bottom right).
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The Great Smoky Mountain Art Trail has many shops made very inviting with 
their beautification efforts (top left). These winter seasonal decorations attract 
many customers.

 Mahone Bay, NS is filled with colorful shops, and is a favorite place for visitors 
(top right and bottom left and right). Note the decorative blade signs, the 
flowers, and the colorful, well-kept facades. The sidewalks are clean and tidy. 

Mahone Bay has some great ideas for beautification. This quilt shop (bottom 
right) sets out samples of its wares to attract customers.
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This shop (top left) could attract more customers by adding pots, displays, and 
outdoor furnishings. With this much wonderful space, it’s a great opportunity. 
Think of the space outside your shop’s entrance like your entry hall. Make it 
inviting, pleasant to be in, and beautiful.

This yarn shop (top right) uses a very creative and appealing blade sign. In 
addition, the sandwich board is decorative and carries the same theme. Note 

the flowers and bench outside as well. 
A restaurant in Mahone Bay (bottom left) uses planter boxes overflowing with 
flowers and a brightly colored chalkboard with its menu to entice customers.

The Scarecrow Festival lasts for an entire month, and is a great favorite among 
visitors (bottom right). The scarecrows are creative depictions of famous 
people (you can see Prince Charles and the Duchess of Cornwall in this photo). 
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When there is nothing outside a business (top left and bottom left) it’s hard 
to tell if it’s still operating. Beautification can remedy that and pull customers 
inside. 

Note this bakery (top right). Its seasonal decorations make you want to go 
inside - even if you don’t need to!

This Chinese restaurant in Wassau, WI (bottom right) doesn’t have much 
beautification in January, when this photo was taken. But it does have a nice 
awning with bright paper lanterns and a decorative, colorful sign. You can see 
that it is an operating restaurant. In the Spring, Summer, and Fall, they do put 
out tables, chairs and pots with flowers. 
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This shop (top left) is doing a great job with its beautification and signs. The 
landscaping is a showcase, promoting the fact that this is a florist shop. And 
the blade sign promotes the product. 

The weeds (top right) surrounding the fence make this restaurant look 
abandoned. 

This sidewalk looks empty and stark (bottom left). This one does also (bottom 
right). The merchants can remedy this and attract more customers by coming 
together and creating a program for beautifcation in front of their shops. Buy 
pots, soil, and plants in bulk to save money, split the cost, and work together to 
make the street inviting.
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These photos showcase Fredericksburg, the most visited small town in Texas. 
With a population of only 12,000, the city hosts two million visitors annually. 
The appeal? More than 80 shops, galleries, boutiques and emporiums, all in 
a pedestrian-friendly, beautiful historical setting. The town is always “decked 
out” in its finest. 

The pictures on this page were taken in early March. Note that they use a lot of 

evergreen shrubs and plants to keep downtown green and inviting year round.

This is an example of merchants working together to beautify their shop 
fronts. The merchants jointly purchased a large supply of pots, soil and plants, 
so they could take advantage of discounts from a bulk purchase.
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These merchants are doing a great job (top left and right). The pots and chairs 
and tables create a very nice ambiance.

Neenah, Wisconsin did a downtown makeover. Note the streetscape in the 
bottom left photo. Although it’s clean and neat, compare it to the street just 
one block down, after the makeover (bottom right). Note how the planters 
soften the facades and create a fresher, more inviting sidewalk. Retail sales in 

the block with the beautification increased by more than 25% compared to 
that of the unbeautified block.

Beautification is an investment with a great return.
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The most successful downtowns have excellent curb appeal - the city and 
merchants jointly create beautiful streetscapes. 

This chiropractor (top left) understands the value of making customers feel 
welcome, and the fact that a beautiful entry contributes to that goal.

The city can only do so much - it’s up to the merchants to take care of their 

store fronts and make them beautiful. The only one who can attract customers 
into their stores is the merchant. 

Beautiful streetscape (top right). Pole banners, street trees, pots of flowers.

This shop’s entry area (bottom left) promotes the feeling of a great, relaxing, 
elegant escape. 
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Some shops do a great job (top left). To make a downtown really stand out and 
be successful, it takes a combined effort - everyone contributing and working 
together to make the entire downtown beautiful.

Weeds in sidewalks (top right) make a downtown look run down - just as trash 
does.

Women account for 80% of all spending. Make your downtown shopping 
district appeal to women - with beauty, safety, and places for them to sit and 
relax - places for their husbands to sit too.
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Benches (top left) encourage people to relax, mingle, and spend time there - 
perfect for helping your downtown become a gathering place. Benches also 
allow a spot for husbands to sit while their wives are in the shops - making it 
more likely they will stay longer, and their wives can spend more.

This ice cream shop in Alpena, MI (top right)offers plenty of outside benches. 
The flower boxes make it complete. 

Benches should always be placed against the building facades, facing the 
sidewalks. When they are against the traffic, they are not a comfortable place 
to sit (bottom right).

This bench in Fort Macleod, AB (bottom left) looks very inviting.
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Benches, their placement, and the beautification around them can help foster 
a feeling of downtown being a welcoming gathering place for residents and 
visitors. 

Some tips: Make sure the benches are comfortable, add beautification, place 
them against the building facades facing the sidewalks (to help with people-
watching), and include lots of them downtown. 

This bench and its planters (bottom right) look great.
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People want Third Places now more than ever. They are looking for places 
to gather together, and to enjoy a feeling of community. Outdoor dining 
can become such a place - people enjoy the outdoor atmosphere, people-
watching, and the ability to share a meal together in a fun ambiance.

Nelson, BC allows restaurants downtown to use a parking space to set out a 
deck for outdoor dining (in season). (bottom left)

Wolfville, NS (bottom right) also allows for outdoor dining by permitting 
restaurants to use the sidewalks for dining, and construct sidewalk extensions 
for passersby. Seeing the crowds of people dining is an effective lure to attract 
more customers.
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Another example of outdoor dining in Wolfville, NS (top left).  The protected 
walking areas are extended into the street, and the tables and chairs are 
placed on the sidewalks. The planters and umbrellas make it attractive.

Another great example of outdoor dining in Bracebridge (top right). They used 
the small available space to the best of their ability, and they made it look 
great with the hanging baskets.

Barrie, ON is allowing restaurants to use a parking space or sidewalks to 
provide for outdoor dining (bottom right and left). 
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Plazas and outdoor markets help bring people together in a downtown, 
promoting the creation of a “third place.” The important ingredient is to make 
sure there are activities, entertainment, and food or beverages nearby. 

This market area in Fallbrook, CA (top right, bottom left and right) was created 
when a dilapidated building was torn down. It has become the site for a 
permanent outdoor public market, and the theme of the market changes 
periodically.  

People are looking for activities - not just scenery. Provide activities and 
entertainment downtown. Consider developing a permanent location for an 
open-air market downtown (perhaps top left). Open-air markets have been 
steadily growing in popularity for residents as well as visitors. People are 
drawn to the activity and vibrancy of that type of market place, as well as the 
opportunity to interact with the farmers and craftspeople who sell their wares.
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This open air market (top left and right) is on a corner lot - approximately 70 
feet by 80 feet in size. The city leases it to a local business person who operates 
the market and earns a living from vendor space rentals.

These types of markets change by season including produce and food goods, 
landscape goods, artists in action, music shows, and seasonal holiday displays: 
a Christmas tree forest, for example.

A band shell (bottom left) provides a great opportunity to offer activities 
downtown. 

Space between buildings (bottom right) offer an excellent opportunity to 
develop a gathering space - turn it into a friendly plaza with pavers, pots of 
flowers and trees, and outdoor furniture, such as benches and table and chairs 
with umbrellas.
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Alleyways are great opportunities for gathering spaces as well (top left). Take 
a look at this lovely area between two buildings in Shipshewana, Indiana (top 
right). 

We are moving to the European model of dining and shopping later in the 
evening. Seventy percent of ALL consumer spending takes place after 6:00 
pm. If your shops are not open after 6:00, then they are missing all of that 
spending.
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Consider using murals to disguise and beautify some buildings, especially 
in your historic district. Consider trompe l’oeil, (French for “fool the eye”) to 
disguise blank walls with scenes and architectural details painted so they look 
real. 

The variations of trompe l’oeil are endless. The photo top right shows a blank 
wall painted to look like the outside of an old-fashioned grocery store. The 

awnings, the windows and doors, even some of the shrubs, are painted.

The bottom photos show a trompe l’oeil work in process. The original wall was 
blank concrete. At left you can see the artist at work, and on the right is the 
finished wall. It is stunning.

Findings & Suggestions

62   New Tecumseth, Ontario - November 2011



The photos at the top show murals in progress. The blank wall, and the work in 
progress (top left), and the completed work of art. This wall was originally an 
entirely blank brick building - even the archway is painted.

In the photos top right, you again see a before and after glimpse of a wall. It’s a 
huge difference. 
Bottom left shows the close up of a trompe l’oeil archway, river, and people. All 

these people are painted.

The bottom right photo shows a concrete block wall in Virginia City, Nevada. 
With the town’s gold rush heritage and historic theme, a blank concrete 
wall was unsightly and out-of-place. This mural makes the building look like 
it belongs and it easily fits the town’s brand. All the brick, the railing, the 
windows, and even trim are all part of the mural.
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Trompe l’oeil can even be used on interior walls. Note the before photo (top 
left) and the after photos (top right and bottom left) in this brewery. What a 
difference!

A famous mural in Winslow, Arizona (bottom right) depicts a famous Eagles 
song. This wall is entirely painted as well - the bricks, all the windows, even the 
reflections in the windows are painted. This mural attracts nearly 1.5 million 
visitors a year, who also spend money in downtown Winslow. 
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The top left photo was taken in Huntsville, TX, which used a facade easement 
program to assist property and business owners in getting their buildings 
painted, to enhance their historic ambiance.

These buildings (top right, bottom right and left) could really benefit from 
trompe l’oeil or regular murals.
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Blank expanses of walls are at best non-descript and boring, at worst, they are 
unsightly and make a town look bad. This wall (top left) is a perfect candidate 
for a mural, and this one (top right) would be greatly improved by a mural too. 

This building in Pincher Creek, Alberta (bottom left) looks amazing after the 
mural was painted - it’s a street scene right out of the town’s past.

These little window-like murals (bottom right) break up the expanse of this 
large brick wall by showing interesting scenes of people doing different things.
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This wall (top left) is a perfect candidate for a mural too. A garden scene would 
look beautiful. Trompe l’oeil can help a town bring its brand to life, by creating 
scenes that support and illustrate the brand.

97% of community-based marketing is  ineffective, because most communities 
promote the same thing. In order to be effective, they need to stand out from 
the crowd. When people are exposed to about 5,000 marketing messages a 

day, they tune out everything that doesn’t appeal directly to their interests.

Branding helps a community stand out from the crowd. An umbrella brand 
helps group together several communities, and then each needs to stand 
apart with its own focus. To stand out, you must jettison the generic! Be 
specific!
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Brands are specific. You must jettison the generic.  
Does the text (bottom left) ring true for Huntsville? Does it make you want 
to go there? Does it ring true for many communities in Ontario? For many 
communities in North America? If you can substitute the name of any other 
community for yours in your marketing, then it’s too generic. And it’s not going 
to convince anyone to come to your town.

How many towns can promote themselves as a place you can “stay, play live”? 
(bottom right) If your signs can fit other communities just as well as you, then 
they are generic and ineffective.
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It’s not easy to market your town effectively. If it were, everyone would be 
doing it. But if your marketing text can fit any other town, toss it and start over.

Avoid the words and phrases bottom left. They are so overused they don’t 
attract anyone. 
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These words and phrases (top left) are commonly used for community 
marketing. But can they fit almost every town listed?

Likewise for the standard list of assets used to promote economic 
development (top right). They don’t do a thing to attract anyone - they are too 
generic.

 The demographic is changing. Baby boomers - those born between 1946 and 
1964 - is having a huge impact. 80% of travel spending is by boomers. They 
are in their peak earning years, and they stand to inherit $8.5 trillion. They are 
interested in self-fulfillment and self-indulgence. And they want to connect - 
with cultures, with family, with friends. They want new experiences.
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What do baby boomers want when they travel? They want to experience: 
• Culinary 
• Art 
• Ethnic events 
• Gardening 
Public markets and farmers markets are at the top of the list. They also want to 
LEARN about all these topics.

The Internet has changed our lives; 90% of Canadians have immediate access 
to the Internet. If you want new business, residents or visitors, it starts on the 
Internet. And yet, people are frustrated with it, because they can’t find the 
information they want. 
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People are looking for activities - after that, they look at the location. To win, 
you must quit marketing geography. Promoting yourself as the center of it all 
doesn’t mean anything or attract visitors.

Your website must be good enough to close the sale, and it must provide the 
information people are looking for. 

People are looking for specifics - they want to know what there is to do, who 
can provide it, how to get there and how to make arrangements, what your 
town looks like, etc. Be sure to use photography, and don’t use lists - use brief 
descriptions that provide specifics. 
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Your number one priority should be the Internet, and include social media in 
your efforts.

In a mall, the anchor tenant is the major store that attracts the most customers, 
i.e. Macy’s or Bloomingdale’s. While most people come to the mall for the 
anchor tenant, all the other shops benefit from the increased foot traffic. Be 
sure to promote your anchor businesses.  Like every mall, every town relies on 

the anchor businesses to pull customers in.  All the other businesses benefit by 
that.

These businesses should be promoted specifically. One great idea is to create a 
“Best Of New Tecumseth” brochure and web page.
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A great example is the “best of” brochure produced by Ottawa, IL (top left 
and right).  They used a strict criteria to select the businesses - they had to 
be something people couldn’t find in Chicago (their major market area); they 
had to have good curb appeal; and they had to be open consistent hours and 
some evening hours, and they had to be highly regarded by someone other 
than themselves. 

Some ideas that we thought might be good for a “Best of” brochure for New 
Tecumseth are:

1. Herbert’s western clothing and boots

2. The Gibson Centre for Performing Arts
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3. The Spring Basil restaurant

4. One of the coffee shops in Beeton

5. Cedar Kitchen Restaurant

6. Bern’s Flowers 
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7. Taste of Freedom in Tottenham

8. The Heritage Steam Train - South Simcoe Railway

9. Tottenham Conservation Area

10. Bistro Seven Seven in Alliston 
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Anchor tenants are businesses, attractions, restaurants that attract people 
from a distance away. When you promote them specifically, all the businesses 
benefit, because while people come to enjoy the anchor tenant, they will also 
visit the other businesses nearby. 

Visitors are looking for specifics, not generalities. They get frustrated in their 
planning efforts, because specific information is hard to find. That’s why 
websites such as Trip Advisor have become so popular. 

Avoid words like Discover, Explore, We’ve got it all, We have something for 
everyone. These words and phrases are so general that they don’t have any 
appeal. 

While Tourism Simcoe County is an attractive brochure, it can really only be a 
“teaser” piece - it has no specific information and many of the photos look like 
stock. The Beeton-Tottenham member directory may be a resource for locals? 
It doesn’t have the answers visitors want.
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Your marketing materials should include: 
• Great photography - high resolution photos that highlight people having fun 
in your location. It should be obvious that it was taken on location. The photos 
should be as large as possible.

• Your headers and text should highlight the experience - the activities. 
• Use bullet points frequently. Make it easy for people to scan.

• Visitors need to know the basic information necessary to plan a trip: Why 
should they visit you? What specifically makes you unique? What can they do 
while there? Where are you located, and how do they get there? What does 
your town look like? Is there good shopping, dining, entertainment? Where 
can they stay? And visitors need specifics - not lists - they need details.

Pages 100 and 101 give more details about your marketing pieces. 
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The case history of St. Albert, Alberta is a great example of a successful 
branding effort. St. Albert has been known as a bedroom community with 
high taxes, but they wanted to develop a brand that would set them apart and 
attract more visitors and economic development. 

They decided to focus on being the city where people could cultivate their 
creativity, with a tie-in to cultivating gardens, art, music, and life. Some of 

their promotional efforts (above) show how they are marketing themselves. 
Because of this focus, a nursery/shopping/dining/educational center was built 
in St. Albert, which brought their brand to life even further. It is doing very, 
very well.
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Nearly everything promotes their brand image, including their pole banners 
(top left) and wayfinding signage (bottom right). 

St. Albert provides some visitor information and pedestrian wayfinding with 
their kiosks (top right and bottom left), which help promote their brand.
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The City of St. Albert wanted to be sure their downtown businesses also 
“walked the walk,” so they started a Downtown Beautification grant program. 
The cafe above (top right) took advantage of the program, and enhanced their 
facade (bottom left). Their business has increased so dramatically, just from 
this beautification, that the mayor says he can’t even get into the cafe!

The mayor sent us a letter letting us know how great they’re doing with their 
new branding effort (bottom right).
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The St. Albert Botanic Park was designed, planted, and is cared for by 
volunteers. It helps form a foundation for the brand, and since “claiming” the 
“cultivate” brand, it has flourished with more support and sponsors.

The gateway sign into St. Albert now reflects the “cultivate” theme, with their 
new logo and surrounding landscaping. Before (top right) and after (bottom 
left) 

Hole’s (bottom right), the nursery with shops, restaurants, events space, and 
meeting space, was built after the “cultivate” brand was created, and it is a 
destination now in its own right.
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 The beautiful nursery hosts events and weddings, and helps form a solid 
foundation for the brand, truly bringing it to life (all photos this page).
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Another case history is Devon, Alberta. This community of 6,500 is known as 
a bedroom community, and isn’t considered to be very different from other 
places. 

One of Devon’s assets, though, is its wealth of paved trails and a number of 
local champions who are working very hard to develop Devon into a branded 
community with a bicycling theme.  

Devon’s goal is to become Bike Town, Alberta, with facilities for everyone to 
enjoy all kinds of cycling.

They are promoting their theme with ads like the ones on this page. “Grab life 
by the handlebars.”
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Devon’s brand messages include statements like “Only a biker understands 
why a dog sticks his head out the window.”  Their branding messages promote 
the feeling of excitement and fun. Even their city business papers (bottom left) 
carry the theme. 

Pole banners (bottom right) portray the colors, design, and message as well.
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Another pole banner example (top left).

When people enter town, there’s no question what Devon’s brand is about (top 
right).

To carry the brand message throughout town, they have decorative accents 
like this bicycle with a flower basket (bottom left). 

“Grab life by the handlebars.” This tagline helps promote Devon’s theme - 
which can mean more than biking; it’s the feeling of taking control of your life 
(bottom right).

Findings & Suggestions

86   New Tecumseth, Ontario - November 2011



Excitement, thrill, the best that life offers - that’s the feeling portrayed by the 
ads for Devon.

Devon’s plan includes trail signage and maps (bottom left) to make it easy 
for visitors to use the extensive trail system throughout the town, as well as 
wayfinding (top right). Their website bottom right) will also include the color 
scheme and brand message, along with the information about the trails and 

riding bikes in town.
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Another excellent case history is that of Barrie, Ontario. Barrie’s brand 
development is in process. They have a population in their metro area 
of 180,000 people, and their claim to fame is the Georgian College. Their 
challenge is that their downtown is seen as just a bar scene, and a rough bar 
scene at that. Barrie is working to develop a downtown brand that is vibrant, 
active, creative, cool, eclectic, friendly, and full of great restaurants and 

shops. They are working on the product development, in order to own that 
brand, and when they are ready, their ads will reflect their “Uptown Barrie - 
Unplugged, or Unconventional, or Unpredictable, or Unabashed” theme (top 
right, and bottom right and left; opposite page, top left). 

Text goes here.Text goes here.Text goes here.Text goes here.Text goes here.Text goes here.Text goes here.Text goes here.
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More examples of how Barrie will promote their new “Uptown Barrie” 
brand are seen on this page. They will use words like these: Unscripted and 
Uncustomary! If these ad messages make you feel that Barrie’s downtown is 
fun, full of activity, and a place you’d like to visit, then they’ve got it right.

Logo gear can feature the Barrie “B” such as this example (bottom right).
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What else did we see in New Tecumseth? Absolutely gorgeous facilities 
(top left), homes and architecture (top right, bottom left and right). It was a 
pleasure driving through these areas!
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More beautiful brick homes and buildings (all photos this page).
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Although this streetscape (top left) has beautiful buildings, it could use the 
addition of beautification. Add pots, benches, outdoor dining, etc.

Great park! (top right, bottom left and right) Suggestion: Make sure your 
signage is well-maintained - be sure to replace the missing letters. Looks like a 
lot of fun!
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The museum looked very nice - we wish it would have been open while we 
were there (top left). 

Suggestion: Add some wayfinding to make it easier to find the Riverdale 
Gardens (top right) and the trails. Some brochures (available right at the trails 
in a weather-proof holder - bottom left) would make it easier for visitors to 
use the trail system. The brochures should include a map, distances, level of 

difficulty, points of interest, etc.

Trail markers would also be of great help along the route (bottom right). 
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The trails look great - just some more wayfinding is needed to make it easier 
(top left). Pole banners would work just fine.

These wayfinding signs (top right) are too small and cryptic to be as useful as 
they could be.

The Gibson Centre for Community Arts & Culture is a stunning facility (bottom 
left). Add information outside (maybe a kiosk?) to let people know what’s 
happening.

If the Millpond Centre offers more than offices (perhaps a community facility?) 
consider posting information about what is held there (bottom right).
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The provincial park is a great example for a wayfinding system (top right and 
left, and bottom left). 

A good wayfinding system can make a huge difference in the ability of visitors 
(and residents) in locating your attractions and amenities.
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What gorgeous historic architecture! (top right and left, bottom left) 

Signage should always be compatible with the architecture of the building. So, 
historic buildings should have signs that look historic (top right).

Saturday morning in Beeton (bottom left). We got to enjoy the parade! 
(bottom right) What a fun town!
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The Beeton Fair was full of activity (top left). The children were having so much 
fun.

Some beautification for the Rusty Nail (top right) and the Cedar Kitchen 
(bottom left) would enhance their appeal.
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New Tecumseth is a beautiful area!  There is tremendous potential!

In the end, you must deliver on the promise - the expectation we have of your 
area when we arrive. Your area must live up to your marketing messages. We 
found New Tecumseth has a lot to offer!

This Findings and Suggestions Report is a conversation starter: look at the 

suggestions, discuss them, and see what merits change and implementation. 
Find a focus for each community so that you can stand out as unique among 
other communities - offering something special for visitors, businesses, and 
residents to enjoy.
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nEW tEcuMSEtH – MArKEtInG MAtErIALS ASSESSMEnt

discover Simcoe county

Kudos to Tourism Simcoe County for producing this good pamphlet!  The 
pamphlet is professionally produced, incorporates colorful pictures of people 
enjoying activities, and utilizes a simple, yet attractive format to present the 
information. 

The cover page shows two young men enjoying their experience on a 
catamaran.  There are other great pictures that work perfectly in the pamphlet.  
The young smiling boy with raspberries is colorful and sweet.  It’s hard to 
find a better sailing picture.  The same is true of the windsurfing photo.  
The mountain biking photo will grab the attention of anyone who lives for 
adrenalin.  (And the accompanying “gnarly” text is terrific.)  The rope bridge 
picture is great as well. (I hope these are actually the Simcoe County area and 
not stock photos, though.) The photos should be larger.

Recommend using a larger font and possibly even bold typeface for each 
heading, such as, “Agriculture & Fine Dining” and “Cultural Places & Spaces,” etc.

As a teaser brochure, it doesn’t provide detailed information about each 
activity, so it is very good that contact information is provided.

 

Member directory and Guidebook

This tri-fold brochure has a clean layout.  However, I would change the 
title to “Great Businesses and Services” and include “Member Directory and 
Guidebook” as a sub-heading just from the standpoint that visitors don’t really 
care whether a business is a member of a BIA.  Unfortunately, brochures that 
include only members don’t promote every business the community has (by 
definition) so they aren’t nearly as helpful for visitors. They also make it appear 
as if the community has less to offer visitors. 

The “Merchant Directory” on the interior of the brochure is well organized, but 
the font is very small - too small for many people to read.

The “BTBIA Restaurant Guide” on the interior of the brochure is also organized 
very well, but it suffers from the same problem with the teeny font.  But I love 
that kind of organization.  If the restaurant guide could have more space, 
it would help to include what type of food each restaurant serves, and to 
organize them by town, then alphabetically.

This brochure would be better if it had more space. Consider producing a 
larger brochure next time so it can use a larger font.

South Simcoe the Place to Be

The South Simcoe “The Place To Be” is well organized.  Organizing it by 
categories “play,” “tee off,” “explore the past,”  “shop,” etc. provides a good 
framework for visitors to find the activities the are looking for. 

The inside cover page has “Great Performances Fall Season” and lists major 
upcoming events in the region. That is a good use of this prime space. 
Recommend that these titles be in a different color as they blend in and are 
not easily read. The photos should be larger and there should be more - a 
picture is worth a thousand words! Try to cut back on the text descriptions - 
use bullet points when possible to make it easy to scan. Good job providing 
usable information and contact information!

tottenham conservation Area

This tri-fold brochure is attractive and well done.  It’s laid out clearly, uses 
concise messaging and shows nice photos (which need to be larger) of people 
enjoying activities in the conservation area.

It is easy to use and provides the information a visitor needs. The use of bullet 
points is excellent. It might be my own personal mindset; but the minute 
“conservation area” is mentioned, I have the idea that the 41 acres of prime 
parkland are like a “reserve” where it is of utmost importance to limit the 
destructive aspects of people-traffic.  Immediately, I think the activities of the 
area will be limited to viewing wildlife and photography.  If that is not the case 
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for this area, recommend that verbiage be reworked to stress activities even 
more than it does now.  “Something for everyone” - on the front - is too generic 
a phrase. You want to attract people for whom you have something specific to 
offer. Provide a focus for your attractions - what really stands out as unique?

new tecumseth Open Spaces Interesting Places

The best thing about this guide is that it opens out into a large and inviting 
brochure.  It has nice photos (which need to be larger) of people and places 
that would interest you.  It’s laid out nicely. 

There are all sorts of good ideas and interesting places and things to do; 
however, the concern is that readers will not take the time to learn what 
the area’s attractions are because their is too much text.  Ideas, attractions, 
locations, events, etc., should be introduced with clever bylines or headings 
followed by brief and engaging descriptions or bullet points. For instance, the 
verbiage “The rural landscape puts you at ease…” could easily be omitted.   

Recommend reworking the text, layout, and pictures to create more interest 
and highlight the area’s events and attractions better.  For example, Ontario’s 
“best family music event,” the Tottenham Bluegrass Festival is buried in text 
(fourth paragraph on the third panel).  This could be a huge event and should 
be given prime real estate in this brochure.  Label attractions and events in 
bold type.

I was confused by the map’s portrayal of 14th Line, etc., until we researched 
and discovered these are actually roads.  The contact information on the back 
of the brochure fades into the picture.  It should at least be in bold type.

Loved the straw horse and buggy photo! Make sure your photos are always 
high-resolution. Some of these seemed out of focus, especially the cover 
photo.

 

Museum on the Boyne

This rack card is appealing, however the cover photo is quite dark - it should be 
brightened up and it should include some people.  The logo is beautiful.  The 
layout is very suitable and the use of bullet points quickly orients the visitor to 
this attraction’s high points.

It’s great that the text is held to a minimum on this type of brochure, but 
unfortunately it immediately encourages the reader to “take a peaceful 
step back in time.”  Yawn.  Instead, recommend new verbiage that excites 
the reader about the “opportunity to experience how our ancestors lived.”  
This complements the pictures on the back of the card showing children 
discovering and learning and participating. 

The pertinent information is well done, but there is no information about 
museum hours.  The rest of the contact elements are great:  Address, phone, 
email, website information, map, admission fees. 

South Simcoe’s natural Heritage

The Heritage Tree Committee has a nice idea to showcase beautiful, significant, 
or interesting trees in the area by suggesting a self-guided tour.  Unfortunately, 
the brochure doesn’t do enough to sell the concept to people who are not 
blessed to have a natural appreciation for the importance of trees.

The four-fold brochure is large enough, professionally printed, and the layout 
is easy to use.  Each tree on the tour is numbered and the numbers correspond 
to fairly good maps.  There is text that describes something interesting about 
most of the trees on the tour, but more could be done to highlight each tree 
and fascinate the visitor with what is so interesting or magnificent about the 
specimen!  It isn’t enough to provide just the “scientific data” that’s relevant to 
the trees. 

The photos need to be much, much larger to help “sell” the beauty of the trees 
on this tour.
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