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Synopsis

The marketing project to promote the Illinois section of the Historic National Road included
tri-fold brochures/map, visitor information kit and a media kit, produced with professional
assistance.
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Early on we realized that the Illinois section of the Historic National Road was an unintentional
secret. People kept asking, “Are you part of Route 66?” If the National Road was to flourish,
action had to be taken. Placing ads in national and regional publications helped, but what could
we send visitors and the media when they called?

The Walkabout Company from Wheeling, West Virginia was contracted to develop and produce
marketing materials that would meet a variety of needs.

The project featured three products: 1) Tri-fold Brochures/Map 2) Visitor Information Kit 3)
Media Kit
Components of these three products included:
a) Four tri-fold brochures, general information and map, unique places to stay, unique places to
eat, information about the downtowns, and 50 things to do.
b) A 12- to 15-page booklet with detailed photographs of attractions and maps.
c) A traveler’s CD-ROM, which contains the same information as the booklet plus interactive
maps, travel itineraries and lists of hotels and motels. This was packaged with a self-mailing
envelope and also a sleeve to hand out at presentations.
d) Two media CD-ROMs. One contains high-quality photos for press releases and for usage in
various print media, and the second contains TV-quality video clips to be used with broadcast
media.

To date, media kits have been distributed to journalists, newspapers and television stations all
over the Midwest, and visitor information kits have been sent to individuals nationwide.

Community involvement and Public Outreach

The 21 National Road communities participated in the project. Roundtable meetings at the start
of the project in each community discussed the project’s intent and needs. All agreed to assist in
gathering information.

The original project concept called for one map/brochure, but input from the meetings indicated
a need for four brochures: downtowns, food/lodging, general and 50 things to do.

Community volunteers donated time to research and provide information, often rearranging their
schedules to make sites available for the photographers. These same volunteers often dressed in
period clothing for the photos and videos. Community members also met with Walkabout
representatives, added their input, and made sure sites were made available to them.

Partnerships

The National Road Association of Illinois partnered with the 21 National Road communities to
make the marketing materials a reality. Local governments, historic site managers and
individuals assisted our contractors in gathering information and in making sites available to our
photographers.

Communities made meeting facilities available at no cost to conduct roundtable meetings.

Sites made their facilities available at no cost to our contractors and re-arranged schedules to
enable access for photographing and videoing the sites.
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Individuals donated their time to research and provide information for the marketing materials.

Because communities assisted with this project and individuals donated time and services, we
saved on contract costs. This enabled us to increase the final product to include three extra
brochures, interactive maps on the visitor CDs , and produce extra visitor CDs for distribution at
various functions.

Advancing The Goals Of The Byway's Corridor Management

The Historic National Road Marketing project advanced three goals of the National Road
Corridor Management Plan: * Promote economic development in the National Road
communities through tourism and related businesses.
This project has provided materials to journalists for stories and articles, and materials to
produce advertisements. * Increase recognition of the National Road as a significant component
of Illinois heritage. * Educate the public about the National Road’s historical significance
through interpretative programs and activities.
The 21 communities gained closer ties by working together researching materials and
accommodating The Walkabout Company with taking photos and videos. Many communities
that have strong local rivalries realized that alone they did not have enough attractions to hold
visitors for an entire day. They began to see themselves less as isolated communities and more
as a National Road community, and realized that they could benefit from new businesses and
economic development created from tourism.

This project has lead to cooperation in other ongoing projects such as the National Road
Welcome Center in Marshall, kiosks going up in twenty communities, the bicycle/walking trail
through Clark County, and sharing resources for the National Road Festival.

The marketing materials have been available for a short period of time. However, we know that
communities, such as Marshall, Greenup, and Vandalia, have reported an increase in tourism and
out-of-State vehicles. In addition, our office now receives twice the inquiries than prior to the
project, despite the high gasoline prices.

Tourism-related businesses have also increased. In 2006, 32 percent of new National Road
businesses catered to tourists.

The marketing project has been very cost effective. We are now able to respond to inquiries with
professional looking materials and also save time, paper, and ink, because we’re not printing
separate site-specific information to supplement our previous general brochure.

Before developing the media kits, our office was restricted in the quality of photos to send to the
print and video media. We often could not meet requests for specific photos, such as seasonal or
events. Denying such requests occasionally cost us an article or resulted in ads with repeated
images.

Now our communities use the same high-quality PR material, saving them thousands of dollars
in photography or videography fees. The National Road Association of Illinois has also used
these same materials in broadcast and print media campaigns.

Describe Project's Innovation
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The marketing project answered many marketing needs of the National Road Association as
well as the needs of our communities for reaching individuals, tourist centers, print media,
broadcast media and journalists.

Working through e-mails, phone conversations and visits, and with input from the communities,
the National Road Marketing Project developed four specialized brochures, a multi-page
booklet, an informational CD, a photo CD and a video clip CD.

These components were then packaged to meet the varying needs of tourist information centers,
individuals, newspapers, magazines, journalists, and television and radio stations.

A benefit of the marketing materials has been the use of photos and videos for various print and
television advertisements. The materials are now available to be distributed at a moment’s
notice.

Primary Funding Sources

Funds contributed from local or State sources: $16,123
Funds contributed from Federal sources: $64,492
Funds contributed from other sources:
Total cost of project: $80,615

During this project, we learned:

People actually get excited over cornfields.
Coordinating visits to sites for photos and videos for 164 miles of the National Road isn’t as
easy as it looks.
It’s very helpful to see our byway through fresh eyes.
No question is too ridiculous.

If we were to do it again, we would:

We would set a deadline for research completion and stick to it.
(No answer available.)
(No answer available.)
(No answer available.)

Supporting Images for this Project
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