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Draft Recommendations
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Finding the Trail
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As Experienced “On-the
Ground” The Trail Will
Continue to Have a
Strong Local Identity

— The Cross State Trail
Identity is
Supplemental In
Nature

Main messages that we

are trying to convey:

— Great Lakes

— Michigan

— Cross State Trail INEDS -

Name and/or logo Name & Logo NN
cannot be evaluated in

Local isolation Sign with Text

As Experienced Via The

Web or Printed

Materials, Project “Point On The From a
of Contacts,” The Cross Ground Distance
State Trail Identity will

be Paramount

Need to look at the Brochure ]

entire marketing

package weoste

Keep the Name Clean
and Add Other
Messages via logo,
signs, brochure and
website

Part of
— Minimal Local Trail Message

Identity
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: @ Who Took the Survey

| 1. Déd you participato im the pravious web survey?

¢ Only 41%

Cross State Trail Identification and Marketing Strategy
Survey Results

oy

Participated in the
previous web
survey

Original Alternatives

2. Wore you & participan In the June 42910 werkahop?

Pro’s and Con's Only 33% T,
Alternatives participated in the - ] an =
Survey Questions
3. Have you a Projoct g I July or
August?
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June 4" workshop | i
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e Participation From
All But One Trail

* About Half Where i
Members of a
Friends Group

Had Respondents
From Foundations,
Chamber of
Commerce's and
Elected Officials

_ @ Who Took the Survey _ @ Name Preference

I 5. What role do you have or the agency you are part of have in the trail
*« Good Cross | sagment you identiied above? Plesse ssiect il that apply

Section of Roles | rocmplmans

| 7. Piaase rank the trail names by order of preference.

The Great Lake-to- o)l et ae s S
Lake Trails First

Choice for 50% of =l
Respondents | ———

Other Names Tied
| for Second

Other Name

Suggestions
Reviewed by Laketo-Lake | Greatlakes Michigan

Great Cross

Greenways

Trails Trallways

Steering
Committee,
Nothing as
Compelling as
Preferred Name
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@ Logo Preference @ Name and Logo Options
* No Question Here, '.Nm.rmmLmo_l:::‘:ar,:ifj:ut‘w — » Logo A Preferred E:Mmmcnmnln:mnlmilllp‘u“l"ﬂnmn:cn. -
Alternative A is - oy With All Name [ =
Clear First Choice s “a o . Options i —
i e B 1| Great Lake-to-Lake [ _—
Trails Paired with i . .
Logo A First : g
< - Choice for 50%.
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Alirmat tive A Aernative B Ahernative € Great Great Lakss. Crean
Bl e )
o e
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@ How Well Would This Work With Your Trail? @ General Identification Sign
Based on Their o e o e s kY | o Usedes & [ErseO e e
Preferred = Supplemental iy
Name/Logo: R » Plaque for Major Aol |
37% Thought It e J : S Identification Signs
Would Work Well | 64% Thought it twn—n |t
With Their Trail - e Would be Excellent | S O
Logo or Good : R——
57% Where Unsure it | st | S Complement
Teaits, Grosnmys Traitways
6% Thought It
Would Compete o =
S n
@ Identification and Wayfinding Sign Concept @ Other Important Wayfinding Information
[ | h |
. Slgn Used Along i:!..ﬂl(oﬂ:l:IlI:nn‘y:I:I‘"l:I"n:.l.:Lalnr::u.l: :ﬂ:l:ml:ﬂh::::mclllnnanﬂ Everythlng :;::1:9wvwﬂnlhmrwmrww"nﬂlw information to
WIS UEH) SUED 5 | Cohes Cross State Trail S S
Road Crossing o — e | Endpoints B
SIS UL (T e | Route Number g iR

Would be An e
Excellent or Good et e

Distance to Next
Major Destination

|

= |

Complement i “.‘
Local Trail Name

Direction of Travel g
=

Port Huron
o
South Haven

Seemed Like Many
Wanted to Use This
Project to Address
Wayfinding Issues
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: @ Bike Route Sign Concept

15, How wall da you fesl this sign would complament the sign of tha trail
that you are most affiliated with?

e 78% Thought It
Would Be an
Excellent or Good
Complement

rpes aepnes
[oama—

.
J
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T 1
| 17 1n gamerai, how do you think the websits concept layouts shown sbove

present the cross-state trail?

e 65% Thought the

WWEHICATESE! e e
Excellent il A i
Presentation ; |

! : |
35% Thought the | | m

Website as a Good
Presentation

: @ Supplemental Vs. Dominant Plaques

16. Originally, these signs were envisloned as supplemental plagues 1o

41% Interested in
Making These the

g trail signs. Thare has
sxprossad in making 1hese plaques the dominant plague shete the
individual trall name would be incorparated info these new signs. Would

Dominant Plaques ::‘:::..m men—-mu:m with? i Joasti
46% Indicated —
i . Frs

Perhaps

q

S g

_ @ Trail Sub-pages on Website

0. was originalty

weuld provide links 10 individusl parines trall websites. There has been
some interest exprossed in having Individual trail's pages be sub-pages.
of the cross state trail webaite where the individual trail website follows a
wimilar formas, I this something that you would be interested in xplaring
for the tradl that you are most familkar with?

e 48% Interested
* 41% Perhaps

s arpes

- e "
“r =|
b gt -

18 Tha websin concept shown above is envisloned as a primary
rescurce for marketing this trail to a varlsty of users. How well do you
thirk e comcepts sddress ihe Tallowing potentisl user groups?

Excellent Across
The Board to

Reach Different O s S |
Audiences o
- e -l
Good Across the e e e et 5 e i
Board for | JRESURE
Conveying Key L S

Mess ages (No 10, Through the peblic Input process the following slements were noted |
as being critical to the marketing of this tradl. In general. how well does

Excellent Categ 0 ry) the webails cancepts shown above caplure (e key laments?

[re
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_ @ Brochure

21,10 general, how do you think the brochuse concept layouts shown
abeva prasant tha crons-siate irall?

66% Thought it

Was an Excellent cairillipaieny
Presentation e E— oA
34% Thought it " |
Was a Good ———— "
Presentation || e e -
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ﬁ Brochure _ ﬁ Key Marketing Tools

|22, Tha Brochuse s inbended to halp atiract naw usars 1o the trall and . [ )
+ Excellent Target to | oo - Agreed That Signs, | E R
brochure concept lryouts shown above relate 1o the follewing potential |

All User GI’OUpS Alar groups? Website and | alt success of the cross state trail effort,
i el ] - Brochure Where All — e
Excellent Marketing ! Ve?c Irl111 eorta:te - = :
of Key Messages 3 e s ;
-::: % I-ﬂ Adaitional marketing tocls have Been discussed. Ploass indicate how

Important you feel hese tools would be to prometing the croes state trail

23, Through the public input process th following slements wers nated

8 baing eritical 1o the marketing of this rail. How well do he brochure o L et
‘concept layouits shown above address the key slsments? P »
Ensmtnt Ot - - — e a0 o
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antaces gessnsn 1 e m—— -
e ]

Simple and
Cross State Trail ldentification and Marketing Strategy Inclusive

Recommendations Conveys Michigan

- . and Great Lakes
w ’ \:e;snem . THE GREAT

: 2 g LAKE-TO-
LAKE TRAILS

< On-the-Ground Signs

¢ Help User Find
Appropriate Trips
From All of The
Options
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: @ Website Concept Weekend Trips Page : @ Website Concept Segment Page

* Show Selected y »-Lake Trails ¢ Show Resources
Options :

Similar to Website
In That It Shows
Trip Suggestions
Based on Time

Great Lakes » .
Prominent <b';\

a = GREAT LAKES
Show in Context of GREENWAYS

System

_ @ Recreation Guide Signs

Located at Trail Heads
and Major Intersections

« Guide motor
vehicle traffic to trail
head

Provide information
about the trail including,
location, distance, maps
and near-by destinations

Local information could be
placed on the backside of
the plaque
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: ﬁ Trail Intersection Signage Alternatives

LAKE-TO:
LaxE TRaiLs

€& WesT

To South Haven

Kal-Haven Trail

: ﬁ Trail Intersection Signage

Located at Road
Intersection

Directional Sign used
to show distance to
endpoints

+ &% South Haven 35
&% Port Huron 175 —

Custom Trial Sign that
is not part of
Intersection sign
assembly

SR

LAKE TRALS
€ WesT
To South Haven

_ ﬁ Signage Along On-Road Routes

On-Road Routes must
follow specific
Guidelines provided by
Federal Highway
Administration
(MUTCD)

Cross State Trail Identification and Marketing Strategy
Questions?
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