ASSESSMENT AND SUGGESTIONS

Suggestion:

Can you tell what shops are in the buildings along this street? As we walked
through Cardston, we could not tell either. There was nothing to lure us down
the street - nothing to attract us into any shop.

Perpendicular signs are easy to see and read, making it much easier for po-

tential customers to see what businesses are there and what is offered. That
translates to increased sales.

Suggestion:

Soften the transition between the buildings and the sidewalk. Add pots of
flowers, shrubs, benches. Street trees and curbside improvements are nice
and beneficial, but merchants need to add benches, trash containers, planters
and extend window displays to outside spaces to pull visitors into shops and
restaurants. The overall look of Cardston is stark and bare, even though there
is exceptional architectural appeal.
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ASSESSMENT AND SUGGESTIONS

Suggestion:

Always promote what it is you are selling - your lure to bring customers in,
before you promote the name of the business.

Signs are a great investment - if done right. Note the charts to the right.

The “Laffin Crab” was a great little shop, but it went out of business. Can you
guess what they sold there? Windsocks and kites. People walking by had no
idea what kind of store it was, so they were not even tempted to go inside.

In Jackson, Wyoming, the circular “Grizzly Rick’s Market” (bottom, left) was
the entire sign. But then he added “Snacks, Sundries, Drinks” and sales shot
up by nearly 30 percent. Always promote the lure - not the name of the store.
The Wood Merchant (bottom right) is a terrific shop, but the sign should con-
centrate, using block lettering, on the lure “Handmade Gifts & Furniture.”
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ASSESSMENT AND SUGGESTIONS

Invest in Beautification
(Nothing sells like beautiful places)

Suggestion:

Beautification is an investment with an incredible return. LaRua (right) is an
excellent example of Whistler, BC’s beautification efforts. As the top ski des-
tination in North America, it is actually busier in the summer than the winter.
The beautiful ambiance of its pedestrian retail area is part of the reason for
the large number of visitors.

Notice the wonderful feeling created by the street trees in the photo below?
Four communities in various locations took part in a test, planting street trees
every 30 feet (in just one block) with no retail changes in the block. They saw
an average retail sales increase of 18 percent over the rest of the town.

Sisters, Oregon (bottom, right) invests heavily in beautification. The town has
the highest retail sales per capita in the state of Oregon. People are attracted
to beautiful places.
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ASSESSMENT AND SUGGESTIONS

Suggestion:

Add trees, flowers, planters, and out-
door furnishings to your shopping
district. Tt will make it more inviting,
encouraging shoppers to stop and
stay longer. " FLOWERS

& GIFTS

70 percent of visitor sales can come
from curb appeal - the ability to pull
a customer inside. This is true for
restaurants, retail shops, lodging, and
golf courses.

What a difference beautification can
make. Notice the two right pictures.
The top, before; the bottom, after.
Sales increased dramatically as a re-
sult of this effort.
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ASSESSMENT AND SUGGESTIONS

Critical Mass is Not Just a

Religious Experience
(The “Mall Mentality” Rule)

Suggestion:

The number one diversion of visitors is shopping and dining in a pedestrian
setting. This is also where most visitor spending takes place. To attract visitors
and keep them longer, a downtown needs to have the critical mass. In a two-
to-three lineal block downtown area, there should be, at minimum:

* Ten destination retail shops (not neighborhood retail)

* Ten dining/treats shops

* Ten places open after 6:00 p.m. (entertainment is preferable)

Sometimes its necessary to “rearrange the furniture,” moving destination retail,
dining, and entertainment into downtown, and moving residential services
onto side streets. You want there to be a concentration of the destination re-
tail, food, and entertainment.

By creating a critical mass of visitor-oriented establishments, you can reap
huge retail sales. People are attracted to the convenience of having all the
shops close together. And where there are more shops close together, more
people tend to gather, helping to make downtown a hub of activity. People
will spend more money in a community, if they do not have to drive from one
shop to the next.

Cardston currently does not have the critical mass in downtown to be a des-
tination shopping area, but it does have some great shops, and it has a good
foundation to build upon.

Make a list of desired businesses, scope out good locations for those busi-
nesses, and go after them - recruit them into Cardston. Work with property
owners to offer incentives, and keep your eyes on the long-term goal of a
thriving downtown.

First: Decide what you want to be known for. Antiques? Arts and Crafts?

Quilts? A dining district? Entertainment? The more you have in your “brand”
the further people will come and the longer they will stay.

L
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ASSESSMENT AND SUGGESTIONS

Other Notes and First Impressions

* The visitor center is terrific (right). It is in a good location, is well laid out,
and is well-maintained. Tt is the best one we saw in Southern Alberta.

* The Carriage Centre is Cardston’s anchor tenant. Promote it. Do not rely on
the Province to do the marketing. If the Carriage Centre does well, Cardston
will benefit.

e There is so much focus on Don Remington that it is unclear if the museum
is about carriages, or about him. Very few visitors will have heard of Don Rem-
ington, but they do know something about carriages — and carriages would
have a greater appeal. Can you spread this “brand” around town? Is it possible
to have replica carriages in shops? With any branding effort, you should try
to work the brand into retail shops and businesses, which will generate in-
creased spending in the community.
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ASSESSMENT AND SUGGESTIONS

Notes:

The Carriage Centre is a world-class facility. From the introductory movie, to
the restoration workshop, to every display - it is fabulous. The more experi-
ential you can make it, the more likely you will be to bring visitors back. The
challenge most museums face is the “been there, done that” syndrome caused
by static displays.

Things that might be considered:

* Carriage rides, even third-party contracts for rides, nearly every month of
the year. You need “loss leaders” such as this to pull visitors in and to bring
them back.

* Working in the shop for a day.

* Interactive displays, changes in the exhibits periodically.

* Weddings and receptions using carriages.

* Reenactments. Pioneers, hand carts, stage coach robberies
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ASSESSMENT AND SUGGESTIONS

Suggestion:

The more “experiential” a museum is, the greater its appeal. Consider chang-
ing the name from a “Museum” to a “Discovery Center.” Museums, throughout
North America, tend to be diversionary activities, not primary draws. The
more experiential it is, the more likely it is to be a primary lure as opposed to
being a secondary activity, once in Cardston.

Becoming a “Discovery Center” elevates the facility past a museum, and into
the realm of education and activity. But, you must deliver on the promise: to
make sure it is more than a museum. This means including activity-based and
participatory activities both in and out of the museum.
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ASSESSMENT AND SUGGESTIONS

Suggestion:

The Museum of Miniatures was very
enjoyable. Include interpretive signs
for each of the displays, telling their
stories, and giving their backgrounds,
would make the museum even more
interesting and engaging. Let the visi-
tor travel through time by telling the
stories.

It was great to see the carriage theme
throughout town (far right). Now, ex-
pand the theme even further.

The museums do a good job of cross-
selling each other.

MINIATURES
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ASSESSMENT AND SUGGESTIONS

Suggestion:

Is the Card home open to walk in, or is it just to look at from the outside?
Add signs to let visitors know if it is open, and when. Also, add an additional
interpretive display, telling the Card family’s story and history of the house, so
people are educated to its significance.

Could the museums get together to develop some standard operating hours
and months?

For both museums and local businesses, instead of just putting up an “Open”
or “Closed” sign, let the visitor know when it will be open. Posting the hours
and days you are open will encourage visitors to come back, if they happen
to catch you when you are closed.

The museum (below) had an open sign in the door, yet the door was locked
over the several days we visited Cardston.

30 Cardston, Alberta June 2007 @
[



ASSESSMENT AND SUGGESTIONS

Suggestion:

The Temple is beautiful. Include better signs to the Visitor’s Center.

At the Visitor’s Center, include signs for operating hours, months and other
useful information. Could a visitor information kiosk be placed in the outside
plaza area to let visitors know what else is available in Cardston and the sur-
rounding area?

People will fly to destinations for a true culinary experience. In fact, culinary
tourism is the fastest growing segment in the industry. The Cobblestone Manor
was easily worth a “day trip” from Glacier or Waterton. It should be promoted
as an “anchor tenant” or primary draw to Cardston. The food was excellent,
the story fascinating, and the ambiance makes it a truly unique experience not
to be missed when visiting the area.
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ASSESSMENT AND SUGGESTIONS

In a Nutshell

First Impressions:

* Nice, clean small town with three great attractions: The LDS Temple and
visitor’s center, the Carriage Museum, and Cobblestone Manor.

* Downtown was not overly appealing, and does not have the critical mass
to become a destination shopping district. In terms of first impressions, there
did not seem to be any quality dining downtown, not many shops, and not a
very inviting atmosphere.

* The streets downtown are far too wide, and sidewalks are too narrow. There
are few gathering places. Even Salt Lake City is now narrowing some of its
downtown streets to make it more pedestrian-friendly.

* Good cross-promotional message: “If the weather does not cooperate in
Waterton, head to Cardston for the region’s best indoor attractions.”

* It is easy to find the attractions, and easy to get around once in Cardston.
Suggestions:

* Narrow the main street and widen the sidewalks. Create gathering places
other than just parks.

* Work with regional folks on developing a Southern Alberta kiosk design,
and then build four or five in Cardston. Create a partnership program for the
art and for brochure distribution.

* Market your public wash rooms.

* Get museums on the same page in terms of operating hours and seasons.
* Work on creating at least one block of “critical mass” downtown.

* Develop a blade-sign program for downtown merchants.

* Invest in beautifying downtown. You will see a return on your investment.
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MARKETING ASSESSMENT

Marketing Assessment

Suggestion:

This is a great piece for marketing the Rockies as the best mountain destination
in North America, creating “top of mind awareness.”

A huge area is covered, and the primary focus in on outdoor recreation, wild-

life and scenic vistas, which sets the ambiance for the entire Rocky Mountain
experience.

Suggestion:

Alberta Inroads is a great idea. It revolves around activities - things to do, not
just places to see.

Some suggestions include organizing it like you would a tour - by experience,
then in geographic order.

Develop itineraries by the type of activity instead of lists of things to do.

WATERTON / GLACIER « CANADIAN ROCKIES
YELLOWSTONE / GRAND TETONS

Cardston, Alberta June 2007 33



MARKETING ASSESSMENT

Suggestion:

The Cowboy Trail is a great piece to use to promote Ranch Vacations and
wilderness adventure. Some suggestions:

* Promote the ambiance of the area, then promote the activities that visitors
can’t get closer to home.

* What and where are the 16 western-theme attractions? Make it clear.

* Jettison the generic - promote specifics, not generalities.

* Start with “pick your season” then “pick your passion.” Promote experi-
ences, then move on to location and geography. Location is always second to
the experience.

Suggestion:

Alberta Southwest or Southwest Alberta? Can the two brochures be com-
bined?

* What is Chinook Country?
There are so many layers and S0 U'T HW'E SiT.
geography designations that it’s

confusing, making it harder to A L B E R T A
plan a trip to the region.

* This guide is about cities. For
a trip planned to a specific city,
this guide is a great resource.
But if you are looking for ac-
tivities, then it falls short.

All marketing materials should
focus on activities, and then
the location. All should include
itineraries by type of activity
and specifics - just as travel
publications do. Visitors want
specifics.
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MARKETING ASSESSMENT

Suggestion:

OFFICIAL 2007 ALBERTA SOUTHWEST TRAVEL GUIDE

Alberta Southwest is, by far, the class act of all the guides to SW Alberta. It has : - o T

stunning photography, great maps, excellent teasers, “partners” as opposed to
“advertisers.”

Suggest you change the focus to “pick your season, then pick your passion.”
Create routes by type of experience and type of travel.
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MARKETING ASSESSMENT

Suggestion:

This piece (far right) promotes the three very best attractions in SW Alberta
and then some diversions. Great job - it is about experiences; each tells a great
story; and they are open year round. Everything else is a diversion. That is OK
— always promote your “Anchor tenant.”

Suggestion:
Create an actual Activities Guide for visitors - not a community relocation
guide. Nothing sells like photography.

Make the focus of the cover be carriages, not the temple, if carriages are the C AR DSTON

and District
Alberta, Canada

brand to attract non-LDS visitors. You already have that market. Use “The Card-
ston area” rather than “district.” All the logos should go on the back. The cover
is reserved for pulling the reader inside. This brochure is more about “lists” than
activities.
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MARKETING ASSESSMENT

Suggestion:

< : . 3 113 .
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MARKETING ASSESSMENT

Don’t Let Your Last Opportunity

Become a Lost Opportunity
(The Rule of Closing the Sale)

Suggestion:

* The top three inches of your brochure are critical
for catching the viewer’s eye. Promote the experi-
ence, not the business or city - make a connection
with the reader’s emotions.

* Use yellows on a dark background - it stands out.
* Do not use script or outlined text.

* The cover of the brochure needs to be so attractive
that people want to grab it.

WATERTON LAKES NATIONAL PARK

HORSEBACK AT BOAT RENTALS

ADVENTURE e E_‘\(“' On stunning Cameron Lake

In the Rocky Mountain foothills of
Waterfon Lakes National Park
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MARKETING ASSESSMENT

Suggestion:

Concentrate on the top three inches
of your brochures to make them re-
ally stand out in a brochure rack. ‘ A R D S T 0 N’ &WAT E RT O N
Always sell experiences, not places.
Tell me what you have or who you
are - tell me why I should visit you.

The Cardston & Waterton 2006 Visi-
tors Guide is fine for providing visitor
information once they have arrived,
but is not a good “lure” piece.

Create a “details” guide - that is really
needed.

The Only North'Side Rafting Company Serving Waterton™/ Glacier!
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MARKETING ASSESSMENT

Suggestion:

CARDSTON

Create a public/private  Activities
Guide. Select the best attractions and
diversions to be included, and invite
them to be part of the guide. They
can pay for one page of the guide,
and their page can include photos
and text to really be a showcase. It
would not look like advertising - it
will be specific visitor information.
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