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2 ST . ! n January of 2006, a Tourism Assess-
- 4 ment of Monroe was conducted, and

L i e presented in a tworhour workshop. A
“Tourism Assessment” is a process in
which the area is looked at from the eyes of
a visitor. No prior research was facilitated,
no communily representatives were con-
tacted except fo set up the project, and the
town and surrounding area was “secrely

Monroe, Washington e January, 2006 shopped.”

The assessment is a no-holds-barred look at

: ’ . . i .
ms‘b stsw the communily from a visitor's perspective. It
’ e y includes marketing, signage, things to see
. . ) . and do (afiractions mix), critical mass, ease
...and some ideas fo increase tourism spending. oF geiiny aroans atomes:seciion, sk
: : ability of visitor amenities (information, rest
rooms, parking, efc.), general appeal, and
the community’s ability to afiract overnight
visitars, who spend three fimes that of day

visitors.

There are two primary elements to the as-
sessment process:

1) A Marketing Effectiveness Assessment

2) Onssite Assessment

In the Markefing Effectiveness Assessment
two people were asked fo plan frips fo the
area both as a leisure and business fraveler.
They are not told in advance what commu-
nities are actually being assessed. They are
to use whatever resources they would typi-
cally use in planning a tip: travel guides,
brochures, the internet, calling visitor infor-
malion centers, efc.

The communily has four opportunities to

I) d - | ‘ RURNE IS | close the sale:
C.UP 08l : b/, i - e Personal contact {visitor information,
S BESR frade shows, efc.]
' : e |nternel [websites)
® Brochures and printed materials
* Word of mouth [referrals, image]

In this process we test all four methods by
contacting area visitor information services
and attractions, looking for activities via the
internet, requesting and reviewing printed
materials, and asking visitors and regional
conlacis about their opinions of the area.
This last methed also includes looking at on-
line arlicles, AAA Tour Book reviews, efc.

The findings determine how “visible" the
communily is during the research and
whether or not the materials and/or per-

el T P e R A ap
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TOURISM ASSESSMENT & SUGGESTIONS

sonal confacts were good enough fo “close
the sale,” convincing the potential visitor to
make the community worth either a day Irip,
stop, or an overnight stay.

The Onssite Assessment process includes a
look at enticement from freeways and high-
ways (signs, billboards, things that would
pul a visitor off the primary roadways),
beautification, wayfinding (ease of gelling
around), visitor amenities (public restrooms,
visitor information, parking), things fo see
and do, overall appeal of the community,
business aftractiveness (drawing power],
signage (public and private), customer
service, area attractions (things that might
prompt a visitor fo spend the night), refail
mix (lodging, dining, shopping), critical
mass (are these things concentrated in @
pedesiran-oriented area?), availability of
marketing materials and their effectiveness.

The “Recommendations” made herein are
referred to as “suggestions,” as they were
developed without consulting the local
community. |t will be up to the community
to adopt some or all of the suggestions, tak-
ing them from suggestions fo recommendar-
tions.

For every shorlcoming or challenge we
note during the assessment process, we
have provided a low-cost suggestion (when
possible] on how the challenge, obsiacle
or negative element can be corrected. It's
important to point out, that fo increase the
community's tourism industry, fulfilling one or
two of the suggestions will have litle im-
pact, but implementing a number of them,
if not all of them, can have a profoundly
successful impact on the community’s ability
o fap into the tourism industry.
Implementation of these suggestions must
be a community effort - involving both pri-
vately owned businesses as well as county
and state agencies, where appropriate.

A Destination Markefing ©rganization
(DMO or CVB, Chamber, etc.) cannct be
successful if the tourism effort is not a com-
munity-wide effort.

Tourism is largely a private-sector industry,
after all, the benefit of tourism Is to convince
visitors fo come, spend money, then go
home. That spending takes place, primar

ily, in local businesses.

Product development is far more of a driv-
ing factor in tourism than marketing. After
all, you must be able to deliver on your
marketing promises. Visitors are drawn 1o
aclivities, not cities or counties.

The Visitor/Tourism Assessment took place
over a four day period - three days in the
communily, and one day spent assessing
the marketing efforts, providing a low-cost
overall assessment with ideas the commu-
nity can discuss and hopefully implement.

Successful tourism

translates to cash

* The idea is to import more cash
into your community than you ex-
port. When local residents earn mon-
ey in the community and spend some
of it outside the community, this is
referred to as “leakage.” Tourism is a
way to fill that gap, importing cash
into the community, without the ne-
cessity of having to provide extended
social and other services.

Communities with successful tourism
programs will see that the industry
subsidizes the community, whereas
communities which don't have suc-
cessful tourism programs find that
they are subsidizing visitors - provid-
ing services which visitors use, but
don’t leave enough money behind to
cover the cost of having them avail-
able.

3 * Monroe, Washington ® January 2006



TOURISM ASSESSMENT & SUGGESTIONS

There are three kinds of

tourism

¢ 1. Status quo

If you do nothing to further the tour-
ism industry, you will still have an el-
ement of tourism, just by the fact that
some visitors will pull off local high-
ways or freeways for services (gas,
food, lodging), and by the fact that
the number one reason for travel is
to visit friends or family. If you have
residents, you will have tourism.

* 2, Getting people to stop
Getting people to stop is always the
first priority of successful tourism.
Imagine how successful the business-
es in the community would be if just
50% of the vehicles traveling through
(there are hundreds of thousands ev-
ery year) pulled off the highway and
spent just 30 minutes in your com-
munity.

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

¢ 3. Becoming the destination

You cannot be a successful tourism
destination if you can't get people to
stop. And to become the destination,
you must have attractions (things to
see and do) or amenities that will
convince visitors to spend the night,

Overnight visitors spend three times
that of day visitors, and nearly ten
times that of visitors making a “pit
stop.”

The Four-Times Rule

» Visitors will make it a point of stop-
ping or staying in your community if
you have enough to offer to 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 drives an hour,
do you have the activities and ame-
nities to keep them busy for four
hours?

In a nutshell, if you hope to keep
visitors overnight, you must make it
worth the drive.

The more you have to offer, the fur-
ther visitors will come, and the lon-
ger they will stay. This is why rural
communities MUST typically market
more than just the immediate down-
town areas. You need to market
neighboring communities, outdoor
recreational opportunities, explora-
tion, and discovery.

Finally, you must also be different.
Too many communities promote “out-
door recreation” as a primary draw.
But if residents living in the markets
you’re hoping to attract can enjoy the
same activities closer to home, then
why should they go out of their way
or the extra distance to visit you?

Branding

The biggest challenge communi-
ties make is trying to be all things
to all people. When marketing your
community ask yourself this primary
question:

“What do we have that the visitor
can't get closer to home.”

Nearly every community promotes:
* Qutdoor recreation

* Hunting, fishing, biking, hiking

» Wildlife viewing, birding

* Local events

* Museums

* Unique shops, dining

* Historic downtown

Is there a town anywhere in North
America that doesn't offer these
things? You MUST find the things
that:

1. Make you worth a special trip

2. Are different than what the visitor
can get closer to home. This might
even be a specific restaurant or a
specific shop that is truly unique.,

Words to avoid in your marketing
efforts:

* Gateway

* We have it all

¢ Something for everyone
* Four season destination
* Outdoor recreation

* Unique

* The center of it all

¢ Discover

* Explore

Don’t just list what you have, but
always tell the visitor WHY they
should discover or explore the area.

Branding is the art of differentia-
tion. What makes you special? If you
don’t have a hook, you may need to
create one.
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TOURISM ASSESSMENT & SUGGESTIONS

Critical mass means cash

* While 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 - and where visitors spend
the most amount of money - other
than lodging.

Do you have a pedestrian-oriented
.shopping district? If not, can you
create one? Many rural communi-
ties have been highly successful with
the development of a two or three
block long pedestrian “village” which
would include visitor-oriented retail
shops, dining, visitor information,
restrooms, etc., all in an attractive,
well-landscaped setting.

The general rule of thumb is seven
to nine retail stores (more on that in
a minute), and three or more dining
establishments which can include sit-
down restaurants, espresso bars, ca-
fes, dessert and ice cream shops, etc.

“Visitor Retail” would include antique
stores, galleries, collectibles, souvenir
shops, T-shirt shops, outfitters, bike
and jeep rentals, guided tour opera-
tions, activity shops (kites, hiking,
climbing gear, etc.), home accents,
jewelry, old-fashioned hardware
stores, casinos, entertainment facili-
ties such as movie theaters, pubs,
etc.

By grouping these businesses togeth-
er, you will create the “critical mass”
in a pedestrian setting that will draw
visitors and will make it worth their
while to stop and shop.

Have you ever noticed at major in-
tersections you will see a Chevron,
Union 76, Conoco, and Shell on each

5 * Monroe, Washington ® January 2006

of the four corners? Or how about
fast food franchises? McDonald’s,
Burger King, Jack In The Box, and
Wendy's on each corner. You would
think these places would avoid be-
ing next to the competition, but they
know that visitors are drawn to the
“critical mass” where they have mul-
tiple choices that are convenient.

Where are your visitor-oriented
shops? If they are spread out, they
will be marginally successful when it
comes to tapping into visitor spend-
ing. Put them all together, and you
have what it takes to get visitors out
of their cars (or busses and RV’s) and
into your stores.




Market the broader

package

* Every communities MUST market
more than just the community in or-
der to be successful with their tour-
ism efforts.

Remember the Four-Times Rule and
also remember that visitors don't
stay within or care about boundaries
- so market the attractions you have
around your community that might
keep people in the area long enough
to translate to another meal, some
shopping, or an overnight stay.

The more you have to offer “collec-
tively,” the longer visitors will stay.
And the longer they stay, the more
they spend.

URISM ASSESSMENT & SUGGESTIONS

You must be different or

better than everyone else

¢ To become a destination commu-
nity where you're the place visitors
spend the night or multiple days, you
must set yourself apart from every-
one else.

In order to make your community
“worth the drive” and/or “worth a
special trip,” you must be better or
different from other competing com-
munities.

Ashland, Oregon, previously a de-
pressed timber town, adopted its
Shakespeare Festival which runs nine
months of the year and draws hun-
dreds of thousands of visitors who
spend an average of six nights in
the community. It became “different”
than other communities and the festi-
val set it apart.

Leavenworth, Washington, another
dying timber town, adopted a Ba-
varian architectural theme and all of
their events revolve around the Ba-
varian theme. The town is one of the
primary tourist attractions in Wash-
ington state, hosting more than two
million visitors annually, They have
something different to offer.

Okanogan County, Washington (just
south of the Canadian border in cen-
tral Washington) is an outdoor rec-
reational paradise - but so are 37 of
the 38 other counties in Washington.
So why go to the Okanogan? Because
they are the best. They researched
guide books, newspaper and maga-
zine articles, and pulled quotes they
could use in their advertising efforts.
They started using quotes along the
line of “Pinch Yourself, you're in
Okanogan Country with perhaps the
best cross country skiing on the con-
tinent.”

This, and numerous other quotes,

makes it “worth the extra drive” to
visit Okanogan Country. They used
third party endorsements to show
that they are the “best.”

Just look at how powerful movie rat-
ings are when it comes to box office
receipts. “Two thumbs up” carries a
lot of weight.

Lt L0 i
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TOURISM ASSESSMENT & SUGGESTIONS

Tourism is an economic development activity
The object is to have people come, spend money,
then go home

90% of tourism industry businesses are small businesses.

83% of tourism spending is by visitors with annual household
incomes of $70,000 plus.

Tourism is a $11.5 billion dollar industry in Washington

A tourism-friendly city will spawn non-tourism industries faster than

others

Tourism does not only include “leisure travel.”

Look at the traffic numbers:

Highway 2 at SR 522:
29,304,000 persons per year

Highway 2 at SR 203 (downtown):
27,101,250 persons per year

Even if 75% of these were commuters:
You would still have 7,000,000 visitors passing through Monroe
every year.

Monroe needs to work on product development to shift from a
pass-through community to a destination community.

Tourism is all about cash

The idea is to import
more than you exporl.

Tourism is the fastest growing indus-
try in Washington and the number
one diversification strategy for the
rural areas across the U.S,

Overnight visitors spend three times
that of day visitors, so tourism isn’t
always about bringing in more
people. The secret lies in getting
them to stop, stay a little longer, and
getting them to come back.

Millions of visitors travel through
Monroe every year. Do you do a
good job in convincing these “pass
through” visitors to stop and spend
time - and money - in Monroe?

Are you doing a good job in making
Monroe the “hub” for the Cascade
Mountain experience, which can
generate increased overnight stays in
the community.

7 ® Monroe, Washington ¢ January 2006



TOURISM ASSESSMENT & SUGGESTIONS
Suggestion #1

The assessment process: SR 522: Nice entrance sign
L fir SEEAIRE AR e S i ity Lodiliit, (middle left). Consider just one
* Marketing effectiveness simple graphic. Make it legible

- Visibility (finding information) from a distance. Nearly every
community in the Northwest uses

- Effectiveness: Ability to close the sale e e A A wars

- Competitive analysis in their logos. Consider a logo
- Convenience that defines Monroe differently
S than everyone else.

® On-site assessment

- Signage, gateways, wayfinding Suggestion #2:

Add mileage on the sign to
downtown: “Historic downtown
Monroe - 1 mile.” Visitors will

- Amenities: parking, restrooms, information always judge the book by the

- Attractions: things to see and do cover. Look at the placement of
your gateway signs. First impres-
sions are lasting impressions. By
adding “Downtown - 1 mile” you
are saying to the visitor “don’t
judge us yet, you have another
mile to go.”

- Overall appeal
- Critical mass

- Customer service, cross selling

WELCOME

10 2 ‘. S A Suggestion #3:
L@
A% MONR,OE i P Work with DOT to change the
' ey 3 “City Center” sign to “Down-
e R town,” which has more visitor
kRS ¢ AR SR appeal (bottom right photo).

8 ® Monroe, Washington ¢ January 2006




RISM ASSESSMENT & SUGGESTIONS

NOTE:

Coming over the bridge. This
7 : sign is in a good location where
ki s .| there is a good first impression.

l ] Consider developing a raised
w E L (r:[; OM E planter around the sign to hide
5 the concrete foundations and to
A M 0 N R 0 E :&:{ add some curb appeal.

INC<1902

~

Suggestion #4:

Consider replacing all these signs
with something decorative that
includes welcome and directions.

u §|‘uu_\‘u.;|‘5
a0

Di’.»\lilu’\lﬁ

Suggestion #5:
Remove this sign post (left).

Is this really how you want to
introduce visitors to Monroe? Is
this Old Town Monroe? It doesn't
look that historic. Develop an
attractive gateway, marquee sign
that states, “Monroe’s Historic
Shopping District, left 1/2 mile.”

9 » Monroe, Washingtor nuary




TOURISM ASSESSMENT & SUGGESTIONS

Suggestion #6:

This is the entrance sign com-
ing in from Everett along Hwy. 2.
Consider reducing the size of the

w E L C 0 M E Garden Club sign and make it

10 . .
% | part of the welcome sign. Avoid
A, M 0 N R 0 E Sﬁ-f sign clutter at all costs. Visitors

INC-1902 have four seconds to read signs.

While the garden club should

be congratulated for making the
entryways beautiful, promote the
community, not the club.

Suggestion #7:

Add a directional sign to down-
town. This is not a good first

impression. Is this a place you'd
want to spend time and money?

WELCOME
2 MONROE 74

Suggestion #8:

Remove the high school sign, the
empty sign post, other welcome
signs. This is “Old Town Mon-
roe?” Once again, direct visitors
to somewhere else so they don't
judge the town by this poor first
impression.

10 = Monroe, Washington e January 2006



TOURISM ASSESSMENT & SUGGESTIONS

Get involved with the Keep
America Beautiful organization.
This national non-profit agency
assists states and communities
with clean-ups, beautification,
signage and other issues.

11 » Monroe, Washington ¢ January 2006

NOTE:

“Old Town Monroe” doesn't
seem very historic. This is, by
far, the primary entranceway into
Monroe from the major popula-
tion centers. It is also the poorest
impression of Monroe.

There is no requirement that says
you must put your enfrance or
gateway signs at the city limits.
Always put them where you will
make the first, best impression.
That will translate to increased
spending.

NOTE:

You want your businesses to be
successful, but first impressions
are lasting impressions. ALWAYS
put your gateway signs where
they will make the first, best
impression, All the signs coming
into Monroe, except off of 522
(west side of town), should be
removed and replaced with di-
rectional signs i.e. “Historic Shop-
ping District - Right 1/2 mile.”

The nation’s largest
community improvement
network

Suggestion #9: Get
involved with KAB



TOURISM ASSESSMENT & SUGGESTIONS

Suggestion #10:

Finding Monroe from 522 or 2 is
easy. Change the blue signs to
brown “Historic Shopping Dis-
trict” and blue “Visitor Info.”

MONROE
CITY CENTER

NOTE

Downtown was easy to find from
westbound Hwy. 2 although
“Downtown” should be changed
to “Historic Shopping District”
and be on a brown (attraction)
sign. Always sell the experience,
the activity.

NOTE

Is this (below) really a good way
to promote Monroe? Perhaps
some screening or even paint to
make this fun or inviting.

l Suggestion #11:

Consider removing this sign.
What purpose does it serve?

12 * Monroe, Washington  January 2006




TOURISM ASSESSMENT & SUGGESTIONS

NOTE

We had no problem finding the
fairgrounds from Eastbound
Highway 2. This is a good first
impression of the state fair-
grounds and nearly impossible to
miss.

NOTE

Finding the fairgrounds from
Westbound 2 was relatively easy,
however, there is a collection of
different signs - all with a differ-
ent look, that make it confusing
and don’t provide any direc-

- tions to the fairgrounds entrance.

There are 1960s looking flores-
cent signs, brick signs, painted
signs, all in different locations,
etc. Consider creating some gate-
ways with continuity.

Suggestion #12:

Consider larger, decorative
wayfinding signs to visitor infor-
mation. The chamber sign is eas-
ily missed. We drove past it twice
before noticing the small signs.

This seems like a poor location
for visitor information.

13 * Monroe, Washingfon ® January 2006



TOURISM ASSESSMENT 8 SUGGESTIONS

NOTE

Really? No parking for custom-
ers looking for visitor info? Did
we miss something? Where is the
visitor information center? Do
you see it here?

&
"MONROE FITNESS

Suggestion #13:

If there is visitor info here, it
needs to be more clearly defined.
We almost left - twice.

NOTE

29 It was nearly impossible to find
T T IL_ a parking space for visitors... It's
ESEhVED obvious that parking is an issue
i Mdﬁm{ﬂl&aé# — here. Nearlg‘z every space had a
Parklig OBy lengthy warning sign.
Mol B
gam - 11am
| 4pm - 8pm
2 HOUR PARKING LIMIT

4;‘......‘-.-1“431 -; o

RESERVED |
Lewis & Hill Bldg
Parking Only!

No Fitness Center Parking
Mon « Fri

8am - 5pm

VIOLATORS YILL BE TOWED
AT OWHER 'S5 EXPENSE
Premises Monitored by
ccrv

¢
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TOURISM ASSESSMENT & SUGGESTIONS

RESERVED
Lewis & Hill Bldg §
Parking Only!

No Fitness Center Parking

Mon - Frl
Bam - 5pm

VIOLATORS WILL BE TOWED
AT OWHNER'S EXPENSE
Premises Monitored by
ccTv
©

Am.‘_.—:-‘.'-'- ® ¥
= v e e Tl

Suggestion #14:

Are visitors considered “custom-
ers?” Provide parking for visitors
or consider moving elsewhere.
This is NOT a great location for
visitor info. We were shocked

at the number of reserved signs
here. Most visitors would prob-
ably just give up and go else-
where.

> Parking
= City Hall
[l
. e !
“» Transit Center |

l} A Children'sMuseun |
\ College Ave /
.. East :
t” i

Suggestion #15:

Consider having a Gateway, Wayfinding & Signage
Plan developed and implemented. The plan would
include wayfinding (directional signage), would A % Deception Pass
address your gateways, would identify your attrac- 3 1 5
tions, amenities and services, and would include ¥ =« Regatta Park
the use of billboards, marketing displays, down-
town merchant signage (including the use of sand-
wich boards), etc. Don't leave visitors to “guess”
where Monroe is (middle far right photo). »>- Senior center

A Restrooms A Restrooms

\ Pioncor Way Pioneer Way

ke il

Community Services

-t Library
~«« Hospital «» The Boardwalk

»» City hall/poli
sk el s = Visitor info
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TOURISM ASSESSMENT & SUGGESTIONS

Suggestion #16:

The chamber was closed over the holidays. No retailers (that we
could find) had any visitor information. 'I'!lere are great opportuni- o w1 1 i NI 1 ERR Yo
ties to add visitor information kiosks or displays outside the chamber | FESTr 7 77 m‘f.rumn:!rin‘;lﬁ
office (above). Kiosks should be placed throughout Monroe. The B o BN 0 A4 {

photos on this page are sample kiosks used in other communities.

Visitor info should be working 24/7

| Moses Lake, WA

16 * Monroe, Washington ® January 2006
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= =
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Suggestion #17:

Consider adding a calendar of
events and visitor information
- for the fairgrounds and com-
munity.

Suggestion #18:

! I : Another opportunity for a visi-

B i B tor info kiosk. Visitor informa-

f £ ' B | tion should be working 24/7,
365 days a year. Always promote

what’s coming to the fairgrounds

and also promote other activities

in the area.

Suggestion #19:

Are the grounds only open
between August 25th and Sep-
tember 5th? Add a calendar of
events. Remove the dates from
the header sign (left).

17 * Monroe, Washington e January 2006



TOURISM ASSESSMENT 8 SUGGESTIONS

: o ]

Suggestion #20:

Consider placing visitor info out-
side the fairgrounds so it’s usable
when the grounds aren’t open.
Without binoculars, it would be
impossible to read the signage
you can see in the background
(lefo).

NOTE

We'd love to visit again, but
provide us with a reason. Per-
haps replace this readerboard
with a nicer one that has “Com-
ing Attractions” with two or three
events listed on it.

With signage, never use more
than five lines of text. People in
vehicles typically only have a few
seconds to read the sign. Also
maintain the sign regularly. The
“v” is missing from Visiting.

Suggestion #21:

Perhaps another good loca-

tion for visitor information. You
should have a visitor information
kiosk in the heart of the historic
shopping district as well.

18 » Monroe, Washington ¢ January 2006



TOURISM ASSESSMENT & SUGGESTIONS

MONROT |

e |
1901

Suggestion #24:
Change your two-hour parking to four-hour parking as you further
develop downtown as a destination.

The average visitor will spend four hours in a pedestrian-friendly
shopping district. While Monroe doesn’t have four hours worth of
shopping and dining, the goal would be to work towards that. The
more you have, the further people will come and the longer they will
stay.

How much time do you spend in downtown Leavenworth, Winthrop,
Poulsbo, Victoria, Port Townsend, and other pedestrian friendly
shopping districts? Don't send customers away before they are done

spending money.

19 * Monroe, Washington ® January 2006

Suggestion #22:

Three of four of these around

town might be options for visitor

information. You should have

24/7 visitor information at the

following locations:

* Downtown

* The fairgrounds (in several
locations)

* At or near local hotels

* Along the highway in three or
four convenient pull-off
locations

Make sure you include brochure
distribution. People like taking
information with them.

Suggestion #23:

While you may have public
restrooms, it's best if they are
located where visitors can spend
money.

Fact: Once visitors get out of the
car, you have a four-times greater
chance of getting them to spend
money. So put your restrooms
and visitor information where it
can spur additional spending in
the community.




TOURISM ASSESSMENT 8 SUGGESTIONS

Below are a couple of samples of how downtowns have created physical
gateways to identify their entertainment district (Crockett Street in Beau-
mont, Texas), or shopping district (Chula Vista, CA).

NOTE

After taking the first 522 exit,

we finally find what might be
downtown Monroe. The flagpole
is terrific and creates a good first
impression and provides a gate-
way into downtown Monroe.

Suggestion #25:

A good location for a gateway
to downtown. Consider naming
downtown something to make it
a destination,

Downtown destinations:

* Seattle: Pioneer Square

* San Diego: Gaslamp District

e Nelson, BC: Baker Street

* Santa Monica, CA: 3rd Street
Promenade

 Portland, OR: Pearl District

* Snoqualmie, WA: Rail District
and Marketplace

* New Orleans: The French
Quarter, Bourbon Street

“Old Town” seemed rather gener-
ic to our secret shoppers.

' Chula

How a gateway sign helped a town's image.

Vista’s New View
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Suggestion #26:

The “gateway” from Highway 2 is
questionable. The mural certainly
helps but needs some landscap-
ing and other enhancements

to offset the overall gravel and
industrial look to the beginning
of your historic district.

Suggestion #27:

Consider extending the mural

to this side of the street (middle
left) as well. This is a poor first
impression with no curb appeal.
If you entice visitors to this area,
what would your first impression
be?

Option: Add signage that says
“Shopping district - one more
block.”

Suggestion #28:

Consider landscaping, removing
banners downtown, installing
signs (sitting on the ground), etc.
This is a gateway building.

Suggestion #29:

Consider changing the pole
banners. Don't allow sale ban-
ners downtown. Is this really an
historic district? It seems more
like a garage sale type of area.
Don't promote buildings in your
banners, promote the experience.
This would be addressed in a
Signage Plan.

21 » Monroe, Washington ¢ January 2006




TOURISM ASSESSMENT & SUGGESTIONS

Banners should always
reflect the community's
“brand” or a reason to
make downtown the
destination.

|

' Remember: People are
looking for experiences, not

' places or buildings.

i
E

Suggestion #30:

Perhaps this (left) would be a
good gateway location where
there’s a good first impression.
The core area of downtown is
beautiful and has tremendous
potential as a destination re-
tail center, Consider narrow-
ing the street and widening the
sidewalks. Make it an intimate
setting. It will slow traffic and
increase sales.

| | Suggestion #31:

A great intersection for some

decorative treatments (see next
page). This is a key intersection
and should be a show-stopper.
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| NOTE
Hawthorne, Nevada, develop-

m ing a patriotic theme around
* U “America’s Patriotic Hometown”
is working on making every

intersection in town look like the
design shown here.

The next couple of pages have
to do with the power of attrac-
tive and professionally produced
signage.

The graph shown below dem-
onstrates the powerful return on
investment for well-developed
| | signage - particularly in a down-

N T City of Hawthorne, NV = town location.

o arlpntcon Tel 140445082 Decorative Pavement Details 102

Signage is a great investment - if done right

Typical Monthly Advertising Costs

: i , Readership Comparisons
Of Various Advertising Media

Of Various Advertising Media

Cost Percent Of

Per Readership
Thousand BN i s oy

Tere Houte, Indann
(In Dollars) Diect ol 1000 maing
WSDODEer - 112 O
] . 4 7 Rodo ~ 30 seconds. prime lime

0.06

On Site Qutdeoor  Newspaper Radlo
Sign Bilbcaid  Advedising Adverlising

On Site Direct Mail

Cost per thousond exposures in o community of approximalely Sian
130,000 population 9|
Source: Signs and Your Business

US Srnall Business Administration / Claus and Claus
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Suggestion #32:

A museum or offices for the
historical society? If a museum,
promote the activity instead of
the organization. Always promote
the lure, not the business, or in
this case, the organization.

Include operating hours so
visitors are enticed back to the
museum. Make sure the museum
tells stories and is not just a col-
lection of artifacts. Always en-
gage the visitor.

Suggestion #33:

Consider only allowing sand-
wich boards to be placed “on
premise.” The proliferation of
sandwich boards creates a poor
impression of Monroe. Consider
a couple of directories instead.

Suggestion #34:

Develop a perpendicular (blade)
signage program downtown. This
would reduce the need for so
many sandwich boards.
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NOTE

“The place to shop” banners
won'’t close the sale. Curb ap-
peal will. A good start with these
shops, but could be enhanced
even more.

Suggestion #35:

These blade signs are excellent
- although the shops could use
some hanging baskets and ad-
ditional beautification. The ban-
ners, placed throughout down-
town, should be replaced.

NOTE

Without perpendicular blade
signs, it's nearly impossible to
see what you have to offer. Visi-
tors both in vehicles and on foot
notice signs that are perpen-
dicular to the building. Without
them merchants are forced to
use sandwich boards in order to
inform shoppers of what’s avail-
able downtown.
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i o | ‘ ‘I{estaur-anl

NOTE

Keep perpendicular signs be-
tween 7' and 9’ from ground
level. If you are promoting an
“old fashioned soda fountain” the
sign should reflect that. Always
sell the “experience.”

26 * Monroe, Washington ® January 2006

NOTE

These signs, in Leavenworth, do
a great job of attracting custom-
ers, They are of similar size,
height from the sidewalk, and
sell the lure rather than the name

of the business.

Suggestion #36:

These businesses have the right
idea. Consider adding planters,
pots, benches, etc. to pull atten-
tion to the storefronts.

Suggestion #37:

Worle with property owners re-
garding replacement of 60s style
florescent signs to something that
fits the character of the town and
provides a better reflection on
the business they aim to pro-
mote.




TOURISM ASSESSMENT & SUGGESTIONS

NOTE

A nice property but the sign
diminishes its appeal and per-
ceived value,

In these examples, the signs do
little to attract customers and
generally bring down the quality
of the downtown, its merchants,
and the goods being sold. Com-
pare these to signage you'll see
in LaConner, Leavenworth, Win-
throp, Victoria, Whistler Resort,
Port Townsend, Poulsbo, etc.

- all with highly successful retail
districts.

| 360.794-837 -

2% )

Antigues]

| Antique Shop [

Suggestion #38:

Sign clutter can hurt business
more than help (left). Consider
developing merchant-driven
signage, beautification, and exte-
rior display standards for down-
town. This can be a merchant-
driven program.

« Wl B g
MM WM gy
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Suggestion #39:

Allow exterior extension of win-
dow displays, but not outdoor
retail. Notice the photo, center
left, that was taken in Blaine,
WA. While the building is rather
non-descript, this gift shop and
florist has done an excellent job
of extending window displays
outside.

Setting merchandise outside or
on tables, makes the community
appear to be more of a garage-
sale town.

NOTE

The Country Cupboard sets the
standard for downtown Mon-

roe. It was also the busiest shop
downtown. Great job, excellent
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NOTE

Curb appeal

is an invest-
ment with an
excellent return.
Invest in it, It
doesn’t have to
be seasonal. The
photo to the

left was taken

in Leavenworth.
Visitors are
drawn to beauti-
ful places.
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Suggestion #40:

Heaven Scent has good curb
appeal, but poor signage. Forget
the phone number. Add hanging
baskets.
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S ! - Suggestion #41:

SamieiseE! —— ¢ - ias: . [ | Good curb appeal, but we'd
]s Ml‘ } = | suggest getting rid of the banner
signs. They reduce the overall

appeal of the shop and down-
town. Plastic banners and historic
buildings don’t mix. You want to
take visitors back to another era.
The overall ambiance is reduced
with sign clutter, back-lit floures-
cent signs, little in the way of
beautification, and poorly de-
signed merchant signage.

Suggestion #42;

Branding is the art of differentia-
tion. Don’t be afraid to promote
what visitors can’t get closer to
home. All About the Fly looks
like a terrific shop that would be
worth, all by itself, a special trip
for any fishing enthusiast. To be
successful you MUST promote
specific shops that make Mon-
roe worth a special trip. Others .
will benefit. What shops do you
have that are different than what
visitors can get closer to home?
Promote those.

ERERE: ‘I_.P..[‘_.‘,{i.l" HH

Suggestion #43:

Downtown Monroe has tremen-
dous potential. Have a Down-
town Development, Branding &
Marketing Action Plan created.

Downtown in a nutshell:

* Develop signage standards

* Get rid of banner signs

* Add beautification

* Narrow the street and create
gathering places

* Work on facade improvements

* Change the business mix

* Develop new pole banners
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Suggestion #44:

Could this somehow be con-
verted to an icon instead of an
eyesore?
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Suggestion #45:

Provide links to visitor information (don’t make visitors dig to find
the information).

Monroe, Washington
i Perfect Proximity to Nature, Ciituce, Commerce, ...
<..and the Warld!

Home Haps Visitors Information Center
Welcome to Monroe, Washingtonl

Suggestion #46:

Sell the experience, not the organization. The site offers

to visit Monroe.

no reasons

8\ mmlon heakhcare, emerwnmsnt
Everym 'g you need, nght at hand in Moarce o
Thunm In East Snohomish County, [ e You will alw o
BRI e |||
G e e, s "
letro areas, & beautinul ish valiey, * Chamber stall will strive to |
:clbhndofrur We with get to know you as an
individual, become famiiar =
Come experience Monroe - and make it your with yeur business, and
\ame town! seel ways o help you .
S Suggestion #47:
oprisid sl ; s A
manear vang snsiees | | Once again, sell visitor informa-
avallatie and will exhitit a
Your . getessinatinaniesseet || | tion, not brochure racks and the
Honroe Chamber of '\‘-j;'ifMonroef Blfect chamber members. i < . Teiw .
Commerce A mmeanmueemnwenco || | building. Sell activities: things
ShopManresFirst.com By sy Ta
Spen Hoyos s 1y 0 oy e bron to see and do. Reasons to visit
" fecuse. [l ), e
by ek Heme il e FRAE gy W &2 wmm;-gwm Monroe,
Residential ;%EMH:?&?;ENJ% ::tE projacts or "’“’:’ vkts,
B s Mpwlnmﬂr-mrv focue oo, Y tocal goate and +Tos bt o srvato
5 Sulte 182 H u muﬂﬂv ,E you tme, maney, and hassle! 1o 800 Supeort Ch b b - . 11
Kot R et ,3" e, w Batiteuion snd by amber members typically
B i e eaem® 1| | belong because they expect the
Ppn&anu!, ?«e ask that . .
Business chamber will help them increase

sales. So concentrate on bringing
visitors (and locals) into these
shops and restaurants, and move
away from marketing the organi-
zation.
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NOTE

The “Shop Monroe First” website
looks like part of a regional or
national commercial site - not

geared towards visitors. Secondly,

it is just a phone book of busi-
nesses that advertise on the site
(or looks that way).

City of Monroe Washington Cif

"?ﬁa

T ere are many trails for snowmobiles In the casca e
ski school, rentals, a restaurants and day lodges.

ng and other water sports can be
Stevens Pass offers many tralls avnd campsites foraﬁ to enjw, wigh

Car racing (including NASCAR
oy aﬂﬂ ng W_

Crafts sh
Antique'& Clbtaic o shone and 5
and boat ah_g

Hall 806 West Maln Street Monroa, WA ’:E’l
This is your first stop for Iocal |nformation'

ol

Hike, Blke, Rest, and Relax...,

All year long!

{or runs, coverin:

he Skvkomlsh River, March ihmu
AnBe Ieen{oyed ina vane o rivi

+ Blue Boy West Golf Course, located on Florence Acres Road, Is also nine holes, with pro
shop and a grill serving breakfast and lunch.
. F!uwlng lLake Golf Course, with 18 holes, Is 10 miles northwest of Monroe on Flowing

at nearby Stevens Pass (49 miles east of Munroel
,125 acres, 14 lifts and night s! llno
hiils.” Stevens Pass Ski area has a

2h July

are
a panorama of watarfa!la,

rated a class
gm! and |akes,\9§

i grgn. o Indes

Suggestion #48:

You must include specifics.
Equestrian events doesn’t tell the
visitor anything other than the
fact that you have some. Sec-
ondly, what do you have that a
visitor can't get closer to home?

Other than the fair, it doesn’t
look like Monroe has much to
offer visitors.

Provide specifics. Details. Not
generalities.
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Suggestion #49;

Drop this site with regards to
tourism, It doesn't look like
Monroe has anything worth visit-
ing since so few businesses are
listed.
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By S

T IRETRT!
noan Upload Manager

NOTE

Even the info pages of the Shop
Monroe First site do nothing to
attract visitors - and perhaps not
even locals,

—— e el e B e x"'-“'"__'tiﬂl‘ll

The internet will play a critical
role in attracting visitors to Mon-
roe, and making the community
a destination.

Antique Place -
Monrae WA 98272

Description: Company Description Goes Here

Ninety-four percent of people
with internet access use it to
R ; S 26t 02 P Sriews » More Inamatin decide where to go for vacations,
Pl stk i {(360) 568-3446 .
getaways, and even day trips.

3> Home & Garden

» Medical & Dental 611 2nd Ave Local Hews

Upper Case Books
3 Phato & Video Services i

Having a website is one thing,

In order to succeed you must: but is it good enough to close

® Tell me WHY | should visit the sale? Does it provide the

¢ Tell me what's unique about Monroe details necessary to plan a trip to
* Sell activities and experiences the area?

Are your brochures download-
* Northwest adventure begins here able on the website?
* Historic Downtown
® Opportunities to shop, eat, relax Start the website with “ Pick Your
* Landscaped city streets Season”, Then with “Pick Your
* Largest county fair in Washington Passion,” which lists activities and
* A variety of farms attractions available that time of
® This is Horse Country year. Always promote what's dif-
* Portal to outdoor recreation ferent or special and then pro-
itere youg * Fishing, swimming, boafing mote the diversions: The things
pelEh et * White water rafting visitors can do closer to home

dventure
o “.t ; T Mc.ny g?lf gallses but will do while in the area.
begins ® Trails, biking, hiking

® Dance, doze, reminisce
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It takes a village to obtain success. It must also be
a grassroots effort - top down seldom works.

® The business community must take the lead
e Business organizations take on the cause

* Together they come to the city for help

* The business community STILL takes the lead. The city only
provides support: grants, ordinances, funding, technical
assistance

e Winning popularity contests won't result in a successful
effort. You can't be all things to all people.

* Every branding effort requires a tireless “pioneer.”

We recommend that Monroe consider having a Tourism Development,
Branding & Marketing Action Plan developed that would address all of the
“suggestions” made in this assessment, as well as signage, gateways, down-
town improvements, etc.

Developing a strong brand is critical to a successful tourism and economic
development program and creates the foundation for downtown develop-
ment, tourism marketing, signage, gateways, etc.

Suggestions #50 - #57:

#50. Sell experiences, not geogra-
phy, not organizations.

#51. Provide specifics, not gener-
alities. Develop day trips making
Monroe the hub for area activi-
ties.

#52. Develop a Style Guide to
create continuity in your market-
ing efforts.

#53. Tell your visitors WHY they
should visit Monroe.

#54. Promote what visitors can’t
get closer to home. Those are
your primary “attractors.” Then
promote the “diversions” - things
visitors can do closer to home,
but will do in their “down time”
in Monroe.

#55. Lodging taxes should be in-
vested, not given away as grants.
Are you seeing a return on your
investment?

#56. Don't “cheapen” the product
with coupons, poorly produced
brochures and fliers.

#57, Promote the heck out of
your greatest asset, the fair-
grounds, as a hub to the Cascade
Mountain Experience. It is your
greatest tourism asset. Leverage it
as much as possible.
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When performing the assessment process, we asked two individuals their
impressions of Monroe. A brand does not revolve around logos or slogans,
but is what you are known for. A brand is what people think of you.

In this exercise, we asked these two people (one lives in Everett, the other
in Puyallup) what they know of Monroe and what their impressions of the
community are, We did this by asking a series of questions and having them
do some research about the community - as any visitor might.

1. Without doing any research, what is your impression of Monroe?
What does the city conjure up in your mind?

As a Washington resident all my life, my first image of Monroe is that of a
small, out of the way town along Highway 2. I've driven past while going
over the mountains a couple of times, but I've never stopped there. I know
the Evergreen State Fair is held there, but that’s about it.

2. Would you go to Monroe for a day trip or an overnight stay? If so,
why? If not, why not?

Without researching what there is to see and do, no, I wouldn’t go to Mon-
roe for a day trip or overnight stay. I can't think of any particular reason to
go; I'm not familiar enough with the area to know if there would be some-
thing there to make it worthwhile, and it isn’t a place I would think of as a
good getaway.

3. Review websites and call visitor information and critique both. Let
me know if the marketing materials you receive or people you talk
to would entice you to visit.

The person at the Chamber of Commerce was friendly and helpful. She
described Monroe as a nice, small rural town with beautiful scenery and
outdoor activities, She also mentioned the fairgrounds and various events
that are held there, including the State Fair. She sent a packet of materials
including a brochure on Monroe and a stack of other various brochures and
guides.

The main brochure isn’t bad, quality wise. It includes a handy insert with
restaurants, hotels, etc. It’s full color, glossy, which is nice, but it's low on
information. It basically contains a few short snippets of information around
some nice photos. It doesn’t present Monroe as being much of a destina-
tion, other than mentioning the Fair. The other brochures show Monroe as
having a lot of parks and outdoor activities available; but that's not unique
to a community in this area. You can go to Issaquah or Snoqualmie for
good hiking and biking, and most communities have nice parks and out-
door areas. ‘The Fairgrounds seems to be their main draw.

The Chamber of Commerce website overall lacks a good graphic look and
feel. The visitor section has some basic information, such as lodging op-
tions, restaurants and so forth, but doesn'’t provide enough information or
phone numbers. It makes little effort to answer the question, “Why should T
go there?” There is a short section on recreation that gives brief descriptions
of what there is to do in the area, but it isn’t much. I also didn't like the fact
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that each link you opened in the visitor section opened a new browser win-
dow; and, the navigation menu on the newly opened window was different
from the visitor section navigation menu. That might be confusing to some
users and make it more difficult for people to find the information they are

looking for.

All in all, the website and printed materials on Monroe were not good
enough to close the sale. After looking into Monroe, 'm left with the same
conclusion I started with: it isn't a place I'd think of as a good getaway.
Unless I was planning to go to the Fair or to another event held at the
fairgrounds, I wouldn't visit Monroe. 1 didn't find anything that showed me
that the community was unique or had activities to make me want to visit.
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MARKETING ASSESSMENT #2

Initial image and impressions of Monroe:

As a Western Washington resident, my experience of Monroe conjures up
images of a strip mall city on the way to Stevens Pass. The correctional
facility comes to mind, and lastly, the Evergreen State Fair.

Would a trip to Monroe be a day trip or an overnight stay?

T would consider staying there overnight to be a bit closer to Stevens Pass,
or if for some reason, I was participating in an event at the fairground. I do
not think I would have a reason to just visit the city. I might stop there for
an hour on the way to Stevens Pass or the east side of the mountains. One
of my best friends grew up there and still visits friends there, but has never
suggested we have a girls shopping/luncheon day there, although we have
been to Snohomish, La Conner, Langley and Mount Vernon for the day.

Review of websites and chamber information:

When I telephoned the Monroe Chamber of Commerce, the representative
was very helpful. We spoke for a little over 8 minutes, and she gave me
phone numbers for four motels and made several restaurant suggestions.
Interestingly, her first suggestion was the Cascadia Inn in Skykomish, as they
were a “member”. (I had told her I was considering coming for New Years
with two teenagers, and we would be skiing). She was very descriptive
about accommaodations and dining spots that teenagers would enjoy. She
gave me numbers for Stevens Pass and all the restaurants she mentioned.
She did not suggest sending me marketing materials, so I forgot to ask, but
later called back and spoke with Denise, requested their tourist packet, and
it arrived the next day.

The first item out of the envelope was the Hometown Values Coupon Maga-
zine, which only confirmed my impression of Monroe being a strip mall city.
The first page featured Cold Stone Creamery and various pizza places. 1
noticed that the Calendar of Events for Oct. — Dec., showcased 12 events,
however only 6 of those were happening in Monroe, the others were either
in Everett, Snohomish or Kirkland.

There was no specific pamphlet for just Monroe, however there was one
entitled The Great Outdoors, and it was very informative. It made me real-
ize that Monroe would be a great jumping off point for hikers, mountain
bikers, and river rafters. I also appreciated the East Snohomish County Area
Map as it was large and showed all the important places, i.e. schools, parks
and downtown area. The newspaper included covered all the small towns
in the Cascade Valley, I think that’s what they called it, and was somewhat
interesting. It would be good for someone relocating, but didn’t have tourist
information. At this point, although the Chamber representative was very
friendly, I don't see that Monroe has much to offer me as a visitor.

Monroe is not listed in Best Places Northwest. The next step was the web.
Googling Monroe, WA got me to the City of Monroe site (www.ci.monroe.
wa.us); however, it does not list Visitor Information anywhere! I searched
through the site, and finally, from the “Other links and downloads” on the
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Home Page, found the Monroe Chamber of Commerce site (www.chamber-
monroe.org). Going to the Chamber site, I clicked on Visitor Information
Page. The pictures of the Information Center and the pamphlet rack cer-
tainly don’t inspire a visit. The page has a very unsophisticated look. The
Lodging page provided the few area accommodations, but could use better
descriptions and the Dining page was not in alphabetical order.

I was intrigued by the Shop Monroe First logo (www.shopmonroefirst.com)
and decided to check it out. While the categories listed covered a lot of
areas, you can tell that it is seriously lacking as there were no categories for
apparel, clothing by type (i.e. men/women/children), sportswear or sports
equipment. I found this hard to believe especially when they have a Fred
Meyer there that carries everything. I discovered the Fred Meyer listing
under jewelry. The majority of the places mentioned did not have phone
numbers, which was especially frustrating in the accommodation category.
Very few listings provided a direct link to the business’s website. I found
the website to be unattractive and lacking in any information to inspire a
visit, let alone plan a visit. The phone book would be much more helpful.

Moving on to www.experiencewashington.com I received a nice, generic
description of Monroe with the Chamber listed as a contact point. The State
site did nothing to help sell Monroe after checking out Things to Do and
going through several options that either sent me back to the Chamber site
or onto the Snohomish County website (www.snohomish.org).

The County website simply lists any. event or listing that contains the word
Monroe; under Communities there is a nice description of Monroe along
with links to the chamber, city, school district, etc.

One of my favorite sources of travel information is TripAdvisor's forums
(www.tripadvisor.com), but no one has ever written about Monroe or asked
any questions about it. Expedia, Orbitiz and Hotels.com all were listed as
having accommodations in Monroe, but this only held true for Expedia and
Orbitz.

Searching through Washington Tourist (www.washingtontourist.com) 1

was rewarded with two quilting references. Frommer’s (www.frommers.
com) mentioned passing through Monroe to get to Leavenworth. Finally,
Go Northwest (www.gonorthwest.com) baffled me by making me choose
between Puget Sound and the Cascade Mountains -- Monroe is considered
to be part of the Central Cascades at this site. There was a one page listing
with the usual four motels with nothing listed for Attractions or Activities,

My conclusions after my research were that there is not much for a visitor to
do in Monroe unless one is going to the fair. However, even then, there is
nothing to entice a visitor into downtown Monroe.
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This visitor assessment was prepared by the team at:

evelopment
VIEs N INCORPORATED
Evergreen Plaza Suite 504
510 Custer Way Suite 301
Olympia, WA 98501

(360) 754-7920 Voice
(360) 754-7622 Fax

TheTeam@destinationdevelopment.com
www.dditeam.com
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