


What is a Trail Town?

A destination along a long-distance trail.
Whether on a rall trail, towpath, water trail or
hiking trail - trail users can venture off the trail
to enjoy the scenery, services and heritage of
the nearby community with its own character
and charm.

It is a safe place where both town residents
and trail users can walk, find goods and
services they need, and easily access both
trail and town by foot or vehicle. In such a
town, the trail is an integral and important part
of the community.

- Allegheny Trail Alliance, Trail Towns - Capturing Trail-Based Tourism, A
Guide for Communities in Pennsylvania, 2005




Where Did the Trail Town Concept Originate?

Allegheny Trail Alliance (ATA)

A coalition of seven trail organizations L ==
building the Great Allegheny Passage - J A s

3
CUMBERLAND, MD "~
e

a 150-mile multi-use trail between
Cumberland, Maryland and Pittsburgh,
Pennsylvania

Ay, |
J Y R WASHINGTON, DC

Connects to the 184-mile C & O Canal
Towpath which runs to Washington D.C.




Where Did the Trail Town Concept Originate?

Trail Town Program: Support organization to
assist local jurisdictions leverage their trail for
community and economic development -
“maximize the economic potential of trail-
based tourism”

* Economic Impact Studies

* Trail Counts

e Qutreach

» Establish Business Network
» Business Assistance

» Bike Rack Grant Program
» Public Art Program

* Preservation Planning

» Conduct Assessments
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Trail Town Concept Takes Hold

Trail Town Programs

Kentucky Trail Town Program
Appalachian Trail Conservancy

Benton MacKaye Trail Association

North County Trail Association = | gl il ic

MORTH COUNTHY TRAIL ASSOCIATY

. TRAIL TOWN F HANDBOOK
e 19 Communities In SIxX states |

NS Around 50 Communities (w/regional
WATER TRAIL agencies) in Michigan
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State Initiatives
Trail Advocacy Groups
(Benton MacKaye Trail Association) – Tellico Plains Tennessee
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What is a Trail Town?

« Friendly place that supports, celebrates and encourages trail users to visit
» Meets needs of trail users and residents
o Physical Amenities
0 Business Amenities
* Interesting place with accessible and comfortable spaces
* Promotes social interaction and a strong sense of place
* Not isolated communities - they are linked together by the trail, creating a
regional destination for residents, trail users and tourists
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Hospitality!
The Mid-American Trails Conference Story
Its just as important for the local population as tourists – starts locally


What is a Trail Town?

Community: Cities, Small Towns and Rural Areas




Basic Elements of Trail Town Strategy

1. Entice trail users to get off the trail and
Into your town

4 Downtown

Ice Pavilion =p

2. Welcome trail users to your town by - TR oo
making information about the )
community readily available at the trail

3. Make a strong and safe connection
between your town and the trail

- Downtown

k. Rochester
4 blocks
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Basic Elements of Trail Town Strategy - Continued

4. Educate local businesses on the
economic benefits of meeting trail
tourists’ needs

5. Recruit new businesses or expand
existing ones to fill gaps in the goods
or services that trail users need

6. Promote the “trail-friendly” character
of the town

7. Work with neighboring communities
to promote the entire trail corridor as
a tourist destination — the “loop”
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#6 – things that are good for local residents will resonate


Three Types of Bike Tourists

One. Shoestring Cyclist Two. Economy Cyclist
* Younger * Not Age-specific

* Self-Contained

* Ride 75-100 miles/day

Spend about $50/day

Ride 50-90 miles/day
* Spend no more than $30/day

Camping/Lodging — varies depending on
* Prefer low-cost options of camping weather, locale
Meals frequently in restaurants

* Food is main expense
* May look like shoestring cyclist at times

Needs: Needs:
e Camping near town » Discount incentives for tourist attractions,
* Low-cost access to showers * Free: water, ice, camping or budget lodging

. e & ! ’ | ‘I
2Y R e \EPGTTV I\, R oo "7 i
,t—-:*k“"\h. AL 7 3 L ﬁ’ﬂ\ ! I
Information provided by MDNR Trails Collaboration Group
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Three Types of Bike Tourists

Three. Comfort Cyclist
* Tend to be older (sweet spot around 50-64)
* Highly Educated
 High Discretionary Income
e Spend an average of $100+/day
* Prefer motels, hotels, B&Bs
» Typically travel less than 5o miles per day to stay in desired locales

» They prioritize historic preservation, unique sense of place and great customer
service |

* May wrap in other tourism attractions and

shopping into a stay longer

Information provided by MDNR Trails Collaboration Group



Bike Tourists

12


Presenter
Presentation Notes
US Bike Route 20
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Outdoor Industry Association

http:outdoorindustry.org

&
™

o

»The I
.+ Outdoor
~Recreation===" .
| ‘Economyl,'.. P T

%tw..&é

PHARMACEUTICALS

MOTOR VEHICLES AND PARTS

OUTDOOR RECREATION

FINANCIAL SERVICES AND INSURANCE
OUTPATIENT HEALTH CARE

GASOLINE AND OTHER FUELS

HOUSEHOLD UTILITIES

o 5100 5400 5500

Typa of Frocue, based an swailsbie 2010 das.

Outdoor Recreation is Essential to the American Economy
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Outdoor Industry Association
http:outdoorindustry.org

- 6.1 million American jobs

Outdoor
Recreatior

- $646 billion in outdoor recreation spending
each year

- $39.9 billion in federal tax revenue

- $39.7 billion in state/local tax revenue
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S ..
Outdoor Industry Association
http:outdoorindustry.org

MICHIGAN

63%

OF MICHIGAN
RESIDENTS PARTICIPATE
IN DUTDOOR RECREATION
EACH YEAR

IN MICHIGAN OUTDOOR

RECREATION GEMERATES:

526.6
BILLION

i Cliailind i

SPRNDEG ANMALY

57.9
BILLION

H BRGEE aRD
LIRS S

232,000

ok

52.1
BILLION

S EATE anD LDEsL
LEERC 48 =T
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Bicycling - Economic Impacts
Michigan

meny==

Population: 9,897,264

Bicycle Friendly™
Total annual economic impact of bicycling \

#14

g g

(=]

Bicycling retail revenue Residents who place an annual
value of at least $100 on the ability
to use bicycle infrastructure

ouseholds that reported that
ne in their home used a bike
isportation in the last year

Total annual spending assoclated with
bicycling events and vacations In Michigan

cyclists who commute by

at least twice a week
People employed by bicycling Industry: 796

on in Michigan
in the past year

Key barrlers to bicycling Top primary bicycle types

Safety 48%

Weather 52% .'w

Lack of
infrastructure

_“;_)

2]

Study funded by @MIDOT

For more information contact Josh De in, MDO icle and Pedestrian Coordinator at debruynj@michigan.gov




Mountain Bike Tourism - Impacts
Marquette, Ml

Increased annual hotel sales by 25,000
rooms from 2009 - 2012, which had an
economic impact of $3.8 million

Downtown trail access has helped
leverage $40 million in private investment
and provided the impetus for more than
$12 million in other public projects. The
taxable value of downtown properties is up
83%, with new downtown residential units
Increasing 200%

Mich. Municipal League

Recently named one
of America’s best
Mountain Bike Towns
by USA Today
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E'|]:'stimated Annual Impact of all Paddlers in the Midwest

Participants 4.6 million

Trip Related Spending  $1.78 billion

Gear Related Spending  $433 million ARSI ELaLe
Total Tax Revenue $396 million

Jobs Supported 34,999

A

Existing Water Trails
=== 1 - Detroit Heritage River
- Western UP.
- Hiawatha
itage
National Park

1 North Shore
Huron Bluew

=== g - Lake 5t. Clair stal
== 10- Blueways of St. Clair
ee Heritage River

Information provided by Michigan Sea Grant

The Michigan canoe and kayak s
industry contributes $140 million a
year to the states economy |

ar;.;t-awa Laoop
Michigan Blue Economy Report, MEC
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4,500 miles of water trails
3,196 Coastal
1,435 Inland 
Recreational boaters direct and indirect spending is 3.9 billion in Michigan , contributing to over 50,000 jobs. 


%reating a Trail Town Initiative

The initiative must come from within your
community. Becoming a Trail Town is as much
about local attitude as it is about physical
Improvements.

Key Considerations in Creating a Trail Town
Environment

- The more Trail Towns there are along a
corridor, the more attractive the region will be
for tourism - your neighboring towns success
IS Important to your towns success

A safe and well-maintained trail is the
centerpiece, so it’s important to cooperate with
and support the local trail-building and
maintenance group

* A core bicycle and pedestrian-friendly
philosophy should be adopted by your town

20
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Trails are more successful when they are integrated into the transportation system
Trails need to be viewed not just for recreation but for transportation
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Trail/Community DNA

e g Bl

-
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Typically a bike shop every 50,000 residents.
TC has 8 – 14,000 people


l/Community DNA
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Creating a Trail Town Initiative

“Main Street - Four Point Approach”

Organizing - Gets everyone working
toward the same goal - build consensus
and cooperation among groups. Use a
basic formula of a hands-on, volunteers
driven program and organizational
structure consisting of a board and
committees to direct the program

Promotion - Sells the image and promise
of a Trail Town. An effective marketing
strategy forges a positive trail town image
through advertising, retail promotions,
special events and marketing campaigns
carried out by local volunteers




Creating a Trail Town Initiative
“Main Street - Four Point Approach”

Design - Gets the trail town into physical shape. Must capitalize on your
towns best assets (e.g. historic buildings, traditional downtown layout,
natural amenities).

An inviting atmosphere can be created through:
* Attractive window displays
» Professional signage _
» Well-maintained sidewalks;ﬁ;”’
e Appropriate street lights
» Access to parking

 Landscaping URBAN RETAIL

PLANNING ane DEVELOPMENT

Economic Restructuring

It helps existing businesses expand and
recruit new businesses to respond to the
user needs



http://www.michigan.org/blog/wp-content/uploads/tc_downtown4.jpg
http://www.michigan.org/blog/wp-content/uploads/tc_downtown4.jpg

Getting the Initiative Started

1. Define the Corridor - Understand the physical and administrative
character of the trail.
« What kind of trail is it?
 How long is I1t?
 Who manages it?
* Who is the key contact or liaison for the trail?

2. Assess Local Capacity - Who can help plan and implement new
programs or ideas.

* Do you have a downtown or business district revitalization organization?
* Does the organization implement activities using the Main Street
Four-Point Approach?

“Catalyst” - One person who organizes the Trail Town Initiative. This
person could work for the local municipality or business revitalization
organization (DDA) - this person could also be a community activist or
trail enthusiast

25
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Getting the Initiative Started, continued....

3. Create and Enhance Your Local Organization - Involve as many
Interested groups and individuals (that have a stake) as possible from
throughout the community. Develop a volunteer base. Build Partnerships.

* Local civic groups

» Historical societies

 Financial institutions

» Church and health organizations

» Public and private entities

4. Get The Message Out Locally
» Establish a marketing committee
» Develop a catchy name that is easily remembered
» Develop a strong relationship with the media & community: Submit articles to
the local paper, speak to community organizations and at community events

5. Find The Resources To Implement Your Trail Town Concept -
Secure funding through grants, state and federal economic assistance
programs, state and local trail and recreation advocacy organizations,
conservation groups, etc...

6. Take One Step At A Time - Evaluate activities by outcomes, not outputs
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Trust Fund
MDOT
Local TIF’s
Public and Private Partnerships
Since 1976, the DNR Trust Fund has awarded 359 grants for trails (trails related) totaling $127,285,585 (average $3.2 million a year)



Trail Town Design Components



Trail Town Design Components

Assess the physical characteristics of your central business
district and its relationship to the trail. It is important to
understand the trail-to-town opportunities and challenges

« How many uses does it accommodate?
» What time of the year are people using the trail and for what purpose?

28



Understand Trail Geography
A. Trail to Town Relationship

Intermal Trail

Internal. Located directly through the central business district

Adjacent. Located within 1/2 miles of the central business district

Removed. Located up to two miles away from the central

business district




O
Trail Town Design Issues — “Connecting Elements”
ldentify Key Connecting Elements. Identify key connecting elements
between the trail and central business district — “Trail-to-Town”

1. Trailhead

. Portal A
. Pathway

. Gateway
.Center ®
. Nodes

O 01T WDN
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Trallhead

Area where users can access the trail by
road, providing parking and some
amenities for trail users.

» Make clear and appropriate information
available to visitors

* Provide amenities like restrooms, water,
shelter, bike racks, benches, trash
receptacles, picnic tables, lighting, parking
for cars and trucks (w/shade)

 Amenities need to accommodate for all seasons & all uses
 Sighage that directs people to the trailhead
» The point at which the trail user may first come into contact with the

community and the point at which the user will decide whether or
not to enter your town

31



Trailhead Examples

to the
Leelanau Trail

This trail is
maintained by volunteers
Yaour finoncial
suppaet o critical
far trail development
and maintenance Expenses

Suggesred Contribution
]

Dally %8

oare Chuehe e 1
L e femrm i, B2 154

i




HEULREERSE IS
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Trallhead

Examples

iy

010 IA Geospatial Seryices In
. =
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HEULREERSE IS

Exit Skreet View

Y

B AN Exagl




Trailhead Examples

|
|
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DNR Outdoor Adventure Center


Trallhead

Examples
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Marquette Commons
Grand Rapids 
Fletcher Street Brewing (Alpena) – closed



HEULREERSE IS
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Wyandotte


HEULREERSE IS
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Trailhead Examples

Boat | nmh
—

40
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HEULREERSE IS

‘-d'_ﬂ" . I(
W

-
\ ~a

CITY OF ST CLAIR
SHOPPING & DINING
DOCKS

5 HR LIMIT

NO OVERNIGHT DOCKAGE
ST CLAIR BOAT HARBOR
810-329-4125

AADAPITV |}
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Traillhead - Bathrooms

U STEVENS | UL L]
§10P & GO
PORTANLE ToruTs) 2
1400-779-0344]
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Trailhead: Signs

Fredrick County Parks and Recreation
Sign Standards

Frederick County
Parklanda Logo

Trail Mama

Brief Trail Description

Permitted Usars

Milage to Pointa
of Interest

F

5

Trail Length
Elevation Changs

Drescription of
Grade, Cross Slaps,
Width Restricticns
and Surface Typa

i <HES
.2 .

Descriptiors of
Potential Hazards

Trail Map
Crther Pertinemt
[mformation

474”™ Presaure Treated Woad
Pasts (Mo 1 demse grade) or
applicable poets from approved
1 gign vendors

Figure 25 Sketched Example of Trailhead Sign




Trailhead Sign Examples

e ARCADIA DUNES
;ﬂ't;m THE C.8. MOTT NATULE PRESERVE

| ? ..L ':E:i-__

ST ny .
. Welrome Lanpuape

Censervaney Logo

Poinrs of Interese

*Trzil Map (w/mileage)

" Description of Trail

" Deseription of Trail Markers

* Contact Information

45



Trallhead

Celebrate Unique & Cultural Aspects

MICHIGAN® CENTRAL
DEPOT

In 1861 John M. Sanborn surveyed

land owned by Dantel McKillop and

platted the village of Torrey. That

year'a post office opened here under

the name “Wolverine.” In 1882 the

village: was: replatted as Wolverine.

By the turn of thecentury, lumberi

made Wolverine a boom towr

ginal land survey: had inc a

right-of “way for the Michigan Centra

Railroad (MCRR) Early in the 1880s

Wolverine became part of the MCRR's

MacKkinaw * Diviston. ' Four

trains ran daily. By 19

runs Increased to six as r

the Stralts developed. The M(

moted Northern Michigan as

T asthma, bronc

l§ lung affections.” It
opened, 7
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Trailhead
Celebrate Unique & Cultural Aspects

T

47



Trailhead
Celebrate Community Partnerships

De oung Leelrilla”ﬂARTQ%s‘ign

at
i3 Tras Foren Dl

Recommendations for future planting:

Soil conditions are poor and maintenance will be inter-
mittent, so the following plants are recommended to aid
in soil-building and pest control.

shade and a wind-break.

Existing resources on site:
Barn storag pump, mulch, volunteers

TART Trail Paved

TART Trail Food Forest Design 2014
de of trail

Existing Vegstation

currant

Beach Plum

control on steep bank:
» Bearberry

Hyssop

48



Trailhead
Celebrate Community Art

49



Portal

The point at which the user of the trail
exits the trailhead with the intent of
visiting the nearby community. The portal
should be a welcoming point that clearly
begins the process of directing the trail
user through the community.

» Use wayfinding signage to clearly direct trail
users to the central business district

50



Portal

IGE Laka S 331-347. 7668
Ineens by Boutique Emmanuel
IS Lake Srees 23 1-348-5890

Lake treet Ory

T L Steea 31 47 1581
Momentum of etoskey
V4 iaward Streed 31297 0613

o

TREASURE MaP OF Downtown

Art Galleri

Clas rmm.mw.-‘.u.
bt et

ot T B

i
§ 300 Mitches Sroeas 435

L Trappers Cabin
3" 300 Lake Sireet 231347
i

e Holr Syings
reed3 3472061

o el st 31 638 8952
B Crafts

Ben Frankin
4||£Mm.»ﬂsvnﬁ| 547 m
Cypatias Too! Yamand,

S s s

lce Crtam & Confictions
Amerian Sposn Gelata Call
ke Sreet 2113977004

Armerican Spoce GeletoCal
e e e o

o o Compury. - L 20

& llssmmiv fert#Y

51



[ S

Il

| %t
il e

q
D

S48 WP S

&

;ART TRAIL

«
FRONT ST DIST
OLD TOWN DIST
UNDERPASS

PIPEED@
MARINA

OPEN SPACE
DARROW PARK
LEELANAU TRAIL
SUTTONS BAY
17 miles

TART Trails is grateful for the support of

WWw.bayshore-resort.com




Pathway

The corridor that the trail user follows from the portal to the central
business district.

» Could be a mile or just a few blocks

» Should be assessed for cleanliness, safety, lighting, physical condition and
interaction with traffic

« Consider the needs of business owners along the pathway
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Gateway

The point at which the trail user enter the business district of the
community. The gateway should be located at the edge of the central
business district that is closest to the trailhead along a well-developed
pathway.

» Should welcome trail-users

* Directional signage to individual attractions
and businesses

: A y 74 -
"‘DOWNTOWN CHEBOYGAN - &

OPZN

: TO
SNOWMOBILES
_

¥,

56






Center

The center of the business district of the community that may serve as
a hub for goods and services for the trail user.

* Reqgularly assessed for cleanliness, safety, lighting and physical condition

» Assessed on the availability of amenities that help the trail user enjoy their
experience (e.g., bike racks, restaurants w/outdoor seating, ATM machines,
internet access, public restrooms)

— WYy ( W‘%jl

HOmE FURNISHINGg ' iz
SCANDINAVIAN INTERIORS =
INTERIOR DESIGN

CARPET TILE BEDDING —
WINDOW TREATMENTS
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Nodes

Points of interest along or near the pathway or in the center that will
be visited or utilized by users of the trail.

» Businesses that cater to trail users (bike shops)

» Lifestyle interests (hobby shop, antique shop)

» Businesses that cater to overnight trail users (laundry, lodging)

o All trail users (medical supplies, water, casual dinning, snack food)

59



Nodes

300 YARDS

OUTDOOR SEATING
(FAST*LUNCH*DINNER
Rl s o







Nodes

-

Photos Provided By: Detroit Free Press




Public Amenities

» Usually the responsibility of local government

» Opportunities to establish public/private partnerships that provide for
public amenities

 Zoning regulations should be reviewed (e.g. sidewalk encumbrances,
off-premise signs)

HisToRic | ¥
PHOTOGRAPHS JESS

T

Marquette, Ml



Public Amenities
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Public Amenities

5 ——
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Public Amenities - Transportation

bike n ride

GROUP BIKE
LOADING
HERE

STOP 1050

66



Signs

Communicate important information about the trail to the user
1. Informational Signs
2. Directional Signs
3. Interpretive Signs
4. Warnings Signs
5. Regulatory Uses

sleeping Bear Dunes National Lakeshore

iver: to protect

Crystal River: yours 1O ro

Crystal River home. nn!any aren
tiny creatures that cling to the river bott_om or thrive a‘;ntt; e?r
aquatic plants. As water levels drop, their habn.at‘..an
lives...are at risk. Destroyed habitat poses a serious thr_eat
to the fishery, as well as everyone’s enjoyment of the river.
Please help preserve aquatic habitat by checking the red
arrow for current water level.

Over 135 animal species call

ﬁ"m and kayaks float peacefully over aguatic life.
ese water levels provide the most fun for people a

e nd
the least risk for aquatic organisms. el
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Directional Signs

" 4«Free @

Two Hour
Parking

».Bike Beité;ls




Directional Signs

Y bk I
BT S o Rt e
¢ o R ki A

- o

Connecting Charlevoix, Petoskey & Harbor Springs

(P]t1]

Charlevoix
County

All Emergencies: Dial 9-1-1

G5y ; Ao
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Directional Signs

Odmark Performance Pavilion Events

Charlevoix Concert Series Monday Movies by
A4 pertormances teg pe— the Marina

Downtown Events

JUNE 6 thru 0CTO!
‘Cravievalx Summer Farmers Market
Thursdays, Bam - 1pm, ExstPark

June 20

ber Orchestra

June 27 The Snyders
Buss

Ay 1 Petoskey Steel Dru
Isiand P

Juy23 Venetian Tiki Tent: illjack

ok oo

July1 The Lorax (PC

R
E 3 358 Al Appl Fetiva, EatPar Aug 8 Randy Kaplan sponsored by LU
{evoix Public Library
] s July22 Venetian Vision
Pros
(Film TE

A2 Blue Water Ramblers Ag.19. Natlonal Treasure (PG)
Fuk adspm

Aug. 28 The
o

Downtown Charlevoix Shop Directory

o P — B s @ owdearpining [ wi-Ai
You ARe |8 b o) [ sccomonenons — B exmemamen coi1 ] [ e ]
HERE i Barber Shops
B

18 Aarak Suafo
FIT PotseThis

B2 The Cothing Company
B3 OIS

= ==
Forbes i ni
p—i—,
mestone e
e e o
Yachting ey iemis

[l —
PR s

Belvedere Ave

L] .E’ T ey Beach =3

{31

0o o ety s it
el Gt &
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Commercial Signs

No specific standards for commercial signs
(can be addressed in off-premise sign regulations)
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Business Amenities

 Important to really understand the needs of trails users

* Provide for goods and services

 Provide visitor-friendly amenities (e.g. bike racks hotels offering bike
cleaning stations and bike storage)

» Education and encouragement may be needed

2
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Economic Restructuring

Functions of business expansion, business retention and new business
recruitment. It is important to understand how economic restructuring can
capitalize on existing community assets to help establish the Trail Town
concept.

Understand Your Trail User - Understand the socio-economic and lifestyle
preferences of trail customers

* Where do trail users eat?

* Where do trail users like to shop?

 How much money do trail users spend on biking and traveling per year?

Assess Basic and Long-Term User Needs - Assess if and to what extend
your community is providing basic and long-term (multi-day) goods and
services

Encourage Related Business Opportunities - Encourage local
business owners to expand their offerings

Assist the Local Business Community - Work with civic and

economic development organizations to enhance or develop incentives
(e.g. facade program) and identify resources that help local businesses
take advantage of the trail. =



DEconomic Restructuring
Outdoor Industry Association

in to st B ke g [ Grea = ETh

OUTDOOR WHO WE ARE WHAT WE DO OUTDOOR FOUNDATION JOBS CONTACTUS LOGIN

!Eg?ﬁ?ﬂxi NEWS RESEARCH SUSTAINABILITY PARTICIPATION ADVOCACY EVENTS MEMBERSHIP

THE THE OUTDOOR
ACHIEVER NATIVE

| SEGMENT COMPARISON

SEGMENT SUMMARIES $

SEGMENT COMPARISON
CHART »

mental and physical benefits of outdoaor, they seek experiences the
with their family. They favor functional, high-quality gear that is versatile
across many activit

of U.S. outdoor Spent per year on Hours spent outside
consumer outdoor equipment. per week.
population.
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Promoting Your Trail Town

1. Promote Your Trail Town Image

» Convince local residents, the larger region and tourists that you have a
Trail Town environment
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Promoting Your Trail Town

1. Promote Your Trail Town Image

» Convince local residents, the larger region and tourists that you have a
Trail Town environment

a0

1 > P

i [Black T, §

a .lzt_:adjlu les

21\

SESSIOM ALE

77


Presenter
Presentation Notes
1% of sales go to the Kalamazoo River Valley Trail 


= :
Promoting Your Trail Town

1. Promote Your Trail Town Image

» Convince local residents, the larger region and tourists that you have a
Trail Town environment

AT "WQ’ WEDNESDAY, NOVEMBER 19 | 5:30 PM.TOG30PM. |
e Gl THE LITTLE FLEET (448 E. FRONT STREET, TC)
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Promoting Your Trail Town

1. Promote Your Trail Town Image

» Develop attractive marketing materials (logo)
 Print Ads and Website

| Mest thi Trall Towns of the Huron Rives!
| These commaunities are working with

RiverUlp! and the Huron River Waterihed
{ Council 1o stare a river renatssance.

Source: Huron River
Watershed Council
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Promoting Your Trail Town

1. Promote Your Trail Town Image

» Develop attractive marketing materials (logo)
 Print Ads and Website

Exploring in Ma_rque.t“tg,} MI
Find.it Her =

Marquette County

WHAT'S YOUR HUMAN NATURE? FIND IT HERE!

PURE /[rCH\GAN ©° ¥
t q i com

s For a free visitors' guide call 1-800-544-4321 or visit WWW.




Promoting Your Trail Town

Click for larger map [ W &
Marquette Trail Town

MICHIGAN
WELCOME CENTER
REST AREA

Restrooms, water, and local information about businesses,
attractions, and recreation opportunities.

MDot Welcome Center Restrooms at South Beach Champlon Laundry Restrooms at Founders MarqTran Bus Transfer Marquette Commons Marquerte Commons Marquette Commonsw/  Revolutions Inside Masoric Revolutions Marquette Fo
statlon

Landing restrooms square Mall
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Promoting Your Trail Town

THE ClLlpbdoN-RIVER
-WATER TRATL

...........

............
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Promoting Your Trail Town
2. Hold Trail Town Events

* Hold events downtown or near the trail = ke
« Hold events that tie into your community’s history, cultu™=" == L.»"*Ei;@‘t
* Hold events near the beginning of trail seasons i g

 Incorporate presentations or workshops on tralllpaddllri%_.
safety - conduct a tour
 Utilize existing events

3. Conduct Trail Town Retail Promotions
e Pre and post season sales
» Weekend sidewalk sales
» Holiday sales
» Word of mouth 3
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Presenter
Presentation Notes
September, 2014 – pedestrian (696 – Livonia)
12,000 people
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Branding

Lake Michigan Trail
FeARS
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