
How do visitors find local businesses, recreational 
areas or historic sites on your Byway? Signs, of course.
Signs are important because they provide direction,
information and help get people where they want to
go. At the same time, signs have a visual presence that
impacts a Byway’s scenic quality. A seamless visual
impression of the Byway’s landscapes and communities
adds to travelers’ enjoyment. 

Travelers encounter many kinds of signs, including 
on-premise business signs, roadway signs, billboards,
lawn signs and “for sale” signs that compete for attention.
At times, signs can be too large, too tall or too numero u s ,
resulting in a visually confusing corridor. Accordingly,
some communities have found that an important part
of managing scenic quality involves encouraging well-
designed and well-placed signs that complement the
valued character of the area, working with public agencies
on the appearance of their signs, and adopting local
sign controls. Clear, attractive signage in a community
improves the appearance of commercial districts and
helps businesses stay competitive.

An important step for communities looking at signs is
to find out what local merchants and residents think
about area signs. In addition, surveying visitors, who
depend on signs to find their way around, is a good
way to gauge sign effectiveness and visual appeal. 
Some ways to get local involvement and opinion on
signs include: 

• Gathering local opinions as part of visual assessments
during the scenic conservation planning process.

• Having local groups conduct surveys as part of their
community outreach.

• Asking the state cooperative extension service for
help in developing survey forms and other methods
of assessing opinions. 

• Asking local agencies with access to computer-based
photo simulation technology to develop images of
sign alternatives to present at local meetings.

SCENIC CONSERVATION ISSUE #5
O N - P R E M I S E , OFF-PREMISE AND ROA DWAY SIGNS

B i l l b o a rds crowd this street and the view of nearby mountains. Photo courtesy of Meg Maguire .

71

CONSERVING OUR TREASURED PLACES PART III: Scenic Conservation Issues and Strategies – Issue #5: Signs



TYPES OF SIGNS 

The terms below define broad categories of signs as
addressed in this handbook. 

O n - P remise Signs: A category of signs that direct attention
to a product or commodity sold, use conducted, or serv i c e
p e rf o rmed on the premises on which the sign is located.

Off-Premise Signs/Billboards/Outdoor Advertising: A
category of signs advertising a product, commodity, use,
or service not related to the premises. In this handbook,
“off-premise signs” and “billboards” are considered 
synonymous. Off-premise signs are also often referred 
to as “outdoor advertising.”

Roadway Signs: Generally traffic control signs installed
and managed by the state department of t r a n s p o rt a t i o n
or local road management authority. They a re placed for
i n f o rmation and the safety of travelers and re s i d e n t s .
The Manual of Uniform Tr a ffic Control Devices
(MUTCD) guide the agency’s placement of roadway signs.

Byway Wayfinding Signs: Wayfinding signs help the
byway traveler navigate the Byway and recognize
opportunities to stop and explore. These include route
markers, site identification signs and guide signs that
provide directions to facilities and attractions. 

Byway Interpretation Signs and Wayside Exhibits:

Interpretive signs and wayside exhibits share the Byway
stories with the traveler. These exhibits can range from
small roadside panels to large exhibits. 

MANAGING SIGNS 

To design signs and establish provisions that work best
for the community, sign efforts should involve local
officials, merchants, and residents. Communities often
encourage clear, attractive signage to express an overall
vision for the area by addressing aesthetic and visual
concerns, as well as the traffic safety, communication,
preservation and economic impacts of signage. For
Byways, one of the first steps is to contact your state
byway coordinator.

ON-PREMISE SIGNS

There are many ways to manage the scenic quality of
o n - p remise signs, including design guidelines, incentives
and ordinances. An ideal system of on-premise sign
c o n t rol allows each business to communicate its message
clearly and at lower cost while maintaining the visual
character of the area. 

For many merchants, a small grant can provide the
needed incentive to install new signs that meet 
voluntary design guidelines or ordinances. A similar
grant pro g r a m , implemented when a new sign ord i n a n c e
goes into effect, can also speed the removal or downsizing

An example of an on-premise sign in Central Va l l e y, California. 
Photo courtesy of Meg Maguire .
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Wayfinding signs help the traveler to navigate the Byway and re c o g n i z e
o p p o rtunities to stop and explore. Photos courtesy of Meg Maguire .
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of nonconforming5 signs and more quickly realize the
desired aesthetic effect in a commercial area.

Local planning agencies, state or federal agencies,
extension services or volunteer design teams of design
p rofessionals can also help Byway groups develop strategies
for modifying signing practices along their Byways. Some
m e t h ods of minimizing sign proliferation include:

• Combining multiple signs into one sign to avoid a
cluttered streetscape.

• Scaling-down especially tall or large signs that
obstruct the visual effectiveness of nearby signs.

• Ensuring that signs are as close to the ground 

as possible while maintaining readability.

• Minimizing information on business signs to 
avoid confusion.

OFF-PREMISE SIGNS/BILLBOA R D S / O U T D O O R

A DV E RT I S I N G

States and localities primarily control billboards. If a
community chooses to find alternatives to off-premise
signs, some of the many options include: 

• Wayfinding Signs: These signs provide essential traveler
information, usually in urbanized areas. Signs may 
indicate the name and direction for local attractions 
and services, such as museums, historic sites, government
offices, parks, shopping districts, schools and other
public-use areas. Local governments regulate and
maintain these signs. Each community along a Byway

may choose its own wayfinding sign design, or may
explore sharing a single design with other interested
Byway communities.

• Tourist-Oriented Directional Signs (TODS): TODS
provide tourist information on gas, food, lodging and
local attractions. They appear on non-interstate,
rural highways, providing information such as the
establishment name, distance to destination and
directions. The state department of transportation or
local roadway authority usually administers these
signs. Common in Vermont, Maine, Alaska and
Hawaii—four states that prohibit billboards by law—
TODS have become popular in other states, too.

An ideal system of on-premise sign control allows each business to communicate its message clearly and at a lower cost while maintaining the visual
character of the area. Photos courtesy of Meg Maguire.

TODS signs provide tourist information on gas, food, lodging and local
attractions. Photo courtesy of Sally Olham.

5 N o n c o n f o rming = signs erected before the passage of a new law and now do not comply with the new law’s standard s .
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• Logo Signs: Logo signs located on interstate highway
rights-of-way use a blue background with logo, name
or trademark of businesses offering gas, food, lodging
or camping. Some states have adopted a fifth logo for
attractions, often on a brown backgro u n d. In some
cases, additional signs providing directions and distances
a re located on exit ramps and feeder routes. The state
d e p a rtment of transportation usually administers
these signs. Most states have logo sign pro g r a m s .

ROADWAY SIGNS

Over time, roadway or traffic control signs can pro l i f e r a t e
and lose their effectiveness as crews add and adjust 
signage. Communities can help traffic engineers identify
ways to reduce signs, cluster sign messages on single poles,
or relocate signs so they relate better to the ro a d s i d e .

B Y WAY WAYFINDING AND INTERPRETATION 

SIGNS AND WAYSIDE EXHIBITS 

Since Byway signs are generally initiated by the Byway
organization, the organization usually has substantial
control over their design and placement. These signs
should directly reflect the Byway’s character and intrinsic
qualities. Develop guidelines that promote consistency
throughout all of your Byway’s wayfinding signs so that
they complement the Byway character and reflect the
goals of the scenic conservation plan. Wayfinding signs
can function as a model for other signs along the
Byway by demonstrating good design practices. 

OUTDOOR ADVERTISING 
AND BYWAYS

While local units of government generally control 
outdoor advertising, one federal regulation applies to
state designated scenic byways. It prohibits new billboards
when the route is part of an Interstate, National Highway
System, or former federal-aid primary road [23 U.S.C.
131(s)]. Local, county or state laws are responsible 
for billboard control on designated byways in other
road classifications. 

Sometimes applying this federal regulation causes 
confusion, and new billboards may be permitted in
error on designated scenic byways. Communities 
can obtain more information about the connection
between scenic byway designation and regulation from
the state byway coordinator and the FHWA’s office
division realty specialist for that state.

An issue that may come up is whether gaps or segmentation
in a byway designation are allowed, particularly in
commercial or industrial areas. This question may arise
when a road is being considered for designation as a
byway, or years after its designation. Regardless of 
timing, the considerations are the same—a portion of
the road may be excluded from designation as a scenic
byway if:

1. The determination is consistent with the state’s
scenic byway program;

2. The road or property along the road does not possess,
or is not essential to, the intrinsic qualities related to
the designation of the road as a scenic byway; and

3. The action is not designed solely to evade federal
outdoor advertising requirements. 

During the process of gathering local opinions about
the route, advocates interested in closing these gaps
can use their survey results to assist decision-makers
responsible for these local zoning changes.

If state and local officials decide to segment a byway,
carefully consider the travelers’ experience. Too many
gaps can undermine the visual harmony of the intrinsic
qualities and the continuity of the experience. Where
gaps are necessary or appropriate, it is permissible and
desirable to include wayfinding signs along these segments
so travelers can easily locate the designated byway.
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Logo signs located on interstate highway rights-of-way use a blue 
background with logo, name or trademark of businesses offering gas,
food, lodging or camping. Photo courtesy of Scenic America.
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Byways with any sections excluded from the original
designation can nonetheless work to improve the
excluded areas to be compatible with the designated
byway route. Designated historic districts offer a useful
model: communities preserve historic districts by
adopting regulations to preserve the historic character
of a neighborhood. Frequently, these districts also
include buildings that do not contribute to the historic
integrity of the area. Yet as communities evolve, non-
contributing buildings, which are subject to guidelines
and design controls that improve their appearance over
time, eventually become harmonious with the historic
district’s visual character.

Similarly, communities can seek to enhance sections of
byways that do not initially contribute to the overall
byway. Studies have shown that the more attractive the
byway is, the better it will be for the region’s economy,
environment, and quality of life. Many commercial and
industrial areas are already attractive—or can become
so with care and investment. Byways that include 
commercial or industrial zones can strive to make 
them visually compatible with the byway.

SUGGESTED STRATEGIES FOR
MANAGING SIGNS

Consider the following strategies when developing 
recommendations for managing signs along your Byway:

S T R AT E G Y: E D U CAT I O N

• Show examples of effective business signs to local
me rchants at a meeting. Clearly emphasize economic,
safety and aesthetic benefits.

• Demonstrate design qualities that complement the

Byway’s character on your Byway’s wayfinding and
interpretive signs. 

• Review sign ordinances of each jurisdiction along
your B y w a y. Identify loopholes in the ordinances and
work with communities to close them. Recognize
those communities that have enacted strong sign 
controls and use them as examples for others along 
the Byway.

• Conduct a survey of existing signs on your Byway.
Identify signs that are illegal or nonconforming.
I n v e n t o ry on-premise signs that could confuse travelers.
Locate roadway signs that block views from the
Byway or conflict with roadside attractions. Use
these survey results in your discussions with local
authorities to control or change signage practices.

S T R AT E G Y: VOLUNTARY MEASURES

• Develop a recommended-practices guidebook for
roadway signs, on-premise signs, off-premise signs 
and wayfinding signs located along the Byway.

• Survey travelers and residents to determine their
preferences for sign placement; use the results to
strengthen the case for good signage.

• Publicize logo signs and TODS to local businesses 
on state roads as effective billboard alternatives. 

• Establish a wayfinding sign system for municipalities
on the Byway to guide visitors to local businesses 
and attractions.
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Off-premise signs can obscure scenic views from the road. Photos courtesy of Meg Maguire.
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• Work with landowners along the Byway to develop
v o l u n t a ry agreements to prohibit off - p remise advert i s i n g
on their pro p e rt y.

• Create an attractive guide to local businesses along
the Byway and distribute it widely. Visitors can pick
up these advertising brochures at rest stops, visitor
centers and participating businesses.

• Identify and consider alternatives to cluttered or 
confusing roadway signs.

• E n s u re that existing regulations are pro p e r ly enfo rc e d. 

S T R AT E G Y: INCORPORATION 

INTO MANAGEMENT OBJECTIVES

• Work with local agency staff to ensure that signs
posted on public lands are non-obtrusive and 
complement their surroundings.

• Check that your Byway ’s CMP add resses segmentation

and that areas at risk for segmentation receive special
management attention.

• Work with your state department of transportation

and other public agencies to design and erect Byway
signs and markers that complement the Byway corr i d o r.

S T R AT E G Y: INCENTIVES

• Create an incentive program to offer small grants,
design services or materials to businesses that want 
to improve their on-premise signage.

• Establish a sign removal program to remove 
nonconforming signs without charge to the owner.

• Offer a cash incentive or a tax credit for removal 
of nonconforming signs.

• Provide a size bonus for a new on-premise sign

if an old sign is removed by a certain date.

• Withhold approval of a new on-premise sign on 
a property until a nonconforming sign is removed.

S T R AT E G Y: ACQUISITION/PURCHASE

• Contact local landowners along the Byway about
the purchase or donation of conservation or scenic

easements on their property that prohibit off-premise
advertising.

• Remove billboards by buying them. Billboard removal
is an eligible activity with funding from the National
Scenic Byways Program.

S T R AT E G Y: REGULATORY MEASURES

• Establish a local wayfinding or TODS program to
direct Byway travelers to local points of interest.

• Take advantage of your state’s logo signs program and
work with your state department of transportation to
erect logo signs at key points along the Byway.

• Enact sensible and strong sign regulations to improve
and revitalize local appearance. 

ISSUE #5 CASE STUDIES:
M A N AGING SIGNS

“GOOD SIGNS WORK” 
Pocono Mountains (Pennsylvania)

To encourage effective signage for local businesses, the
Pocono Mountains Chamber of C o m m e rc e ’s Committee
on Signage Improvement and the Monroe County
Planning Commission produced a special booklet called 
“ G o od Signs Work” to improve both the economic vitality
and visual appeal of the area. The publication suggests
size, types of information, color, materials, locations and
orientation of on-premise signs. The booklet urges 

CASE STUDY: POSITIVE SIGN MANAGEMENT
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business people to “take responsibility for the appearance
of our signage, and the scenic quality of our community.” 

The group has grown into the Committee on Signage
Excellence, and is now a part of the Monroe County
Litter Control and Beautification Advisory Board.

ZONING FOR EQUAL VISUAL ACCESS 
Lubbock (Texas)6

During hearings for the addition of sign regulation to the
Zoning Code in the early 1970s, the Lubbock Planning
Commission and City Council demonstrated to local
businesses that uniform standards based on lot fro n t a g e
would result in a more equitable distribution of signage
along the street. The equitable treatment of each parc e l
allows smaller, less expensive but more attractive and 
e fficient signs. Each pro p e rty owner is allowed equal 
visual access to signs from the public right-of-way for his
or her business while not having to compete in size and
height with the neighboring business. The benefit to 
the public is a safer and more orderly and aesthetically
pleasant visual landscape. 

SIGNING WITH SENSITIVITY 
Outback Scenic Byway 

National Scenic Byway (Ore go n )

Carefully planned signs can help to welcome visitors,
point the way and tell a Byway’s stories. 

Oregon’s Outback Scenic Byway has plans for an 
interpretive signage system that was developed with
great sensitivity to the surrounding landscape. The
Outback treks 182 miles through some of the nation’s
most rural and scenic landscapes—the high desert area
of the Great Basin in Oregon’s Deschutes, Klamath 
and Lake Counties. The signs will incorporate colors
and elements from the roadside environment. 

The unique signage system designed by interpretive
consultants, Sea Reach Ltd., was inspired by the “rock
box,” which is a very distinct feature of the region’s
rural landscape. Rock boxes or “rock jacks” as they are
sometimes called, are rock-filled, wire mesh-structures
used by landowners to anchor wire fences that visually
punctuate the Outback Scenic Byway.

CASE STUDY: POSITIVE  SIGN MANAGEMENT

CASE STUDY: POSITIVE SIGN MANAGEMENT
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With Lubbock’s zoning 
for equitable signage 
distribution, the public
sees a safer and more
orderly and aesthetically
pleasant visual landscape.

Rock boxes, an ubiquitous feature along the Outback Scenic Byway,
provided inspiration for the recommended signage system. Photo courtesy
of Sea Reach Ltd. (Rose Lodge, Oregon).

6 From “Sign Regulation” (Winter 1996-97) Edward McMahon. Planning Commissioners Journal.
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UNIQUELY DESIGNED SIGNS

Brian O’Callaghan, Vice President of Sea Reach,
explained, “In designing a project, we let the landscape
evoke the interpretive and wayfinding elements.
Outsiders sometimes notice things that residents take
for granted. If we can utilize common local materials in
a novel way, the signage systems will blend well with
the natural surroundings, and may be cheaper to build.
It’s important that interpretive signs don’t impose
themselves on the landscape, yet are unique enough 
to be noticed and create their own identity.”  

The Outback Scenic Byway signage system also uses a
color palette that reflects the colors found in the natural
landscape. The palette was developed during several site
visits along the Byway at diff e rent times of the year.

The common sign elements will be used in
entrance/exit markers, gateway kiosks and site 
markers throughout the Byway.

LESSONS LEARNED

H e re are some lessons the Outback Scenic Byway learn e d :

1. Too many signs clutter the view and detract 
from the visitor experience. Avoid oversigning.

2. Conflicting and redundant signs lead visitors 
and residents to doubt their value.

3. Signs within the highway right-of-way must conform
to local, state and federal laws. Sign size, location, height
and content are regulated at various govern m e n t a l levels
depending on the road type. Know which laws apply
to your Byway.

4. Develop a cooperative working relationship with
traffic engineers, sign specialists and the officials
who administer sign programs.

5. Become familiar with The Manual of Uniform Traffic
Control Devices (MUTCD). This book outlines
everything you ever wanted to know about highway
signs, including required standards.

6. Use signs to protect fragile resources. You can 
prohibit public access with negative messages or 
you can direct visitors toward more suitable areas
with positive messages.

7 . Make highway signs no larger than necessary to 
communicate essential information at the speed and
distance that travelers will view them. In general, 
place signs to increase motorist safety, avoid sign 
clutter and complement the landscape while 
delivering needed information.

8. Be sensitive to placement of signs. Site signs so they
do not block key viewsheds.

9. For wayside exhibits, design support structures that
blend and complement the character of the setting.

GIVING LOCAL CITIZENS A SWOT:
SURVEY SHOWS RESIDENTS VALUE
SCENIC QUALITIES
Amish Country Byway

National Scenic Byway (Holmes County, Ohio)

In Holmes County, residents were given a SWOT
when the Amish Country Byway, now a National
Scenic Byway, first received preliminary designation 
as an Ohio Scenic Byway. It was a way to take the
pulse of the community regarding Byway issues. 

SWOT is an acronym meaning Strengths, Weaknesses,
Opportunities and Threats. A SWOT analysis is a tool

CASE STUDY: POSITIVE  SIGN MANAGEMENT
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The design for a Byway entrance marker incorporates elements and 
colors from the surrounding landscape. Photo courtesy of Sea Reach
Ltd. (Rose Lodge, Oregon).
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f requently used in strategic planning to collect inform a t i o n
on a program, project or org a n i z a t i o n .

The SWOT was conducted in two ways. First, a citizen
response page was run as a half-page advertisement in the
local weekly shopper newspaper, The Bargain Hunter, 
asking people to simply identify what they felt were the
S t rengths, Weaknesses, Threats and Opportunities to 
success for the Scenic Byways of Holmes County. Second,
the SWOT response sheet (printed with four open blocks
for responses based on the four categories) was distributed
through a mail survey to identified leaders in local 
community groups and organizations for completion. 
This resulted in 25 returned ads from the newspaper 
and nearly 100 responses from local leaders.

WHAT THEY LEARNED

When the results were tabulated, the Byway organizers
had some valuable information on community views
and values.

Strengths. For Byway strengths, 66 of 160 (41%)
responses listed scenic, natural beauty. This was 
followed by farmland, cleanliness/well-kept land, 
and road quality or road markings.

Weaknesses. There were 177 different responses related
to Byway weaknesses. Of the 177, 67 (38%) believed
the “big, ugly highway signs” or outdoor advertising was
the number one weakness. This was followed by another 
41 (23%) believing trash, litter, junk or unkempt 
houses/trailers were weaknesses. Other respondents 
listed too much commercialism and too many vehicles.

Threats. For Byway threats, 60 of 169 (36%) responses
listed growth and unplanned development. This was
followed by another 38 (22%) indicating signage—
billboards, they said, or signs that were unauthorized
signs, too numerous, intrusive, etc. After that, the next
t h reats were more people or a growing county population,
tourist growth and then litter and trash.

Opportunities. T h e re were 170 responses related to Byway
o p p o rtunities. The greatest opportunity listed by 51
(30%) people was the need for less or smaller, or limited
signage. The next area was land use or zoning of land
(16%), tourism/tourists (11%) and planning (10%). 

SCENERY VALUED BY COMMUNITY

Signs or signage was a frequently listed response item
in three of the four areas (weaknesses, opportunities,
threats). Scenic beauty and rolling farmlands was high
on the strengths list with many other responses that
could easily be placed in the “scenic” category.

The SWOT was conducted by the Ohio State
University Extension, Holmes County. Sharon Strouse,
Assistant Professor and County Extension Agent, 
provided key leadership for the project. Strouse
explained, “From the SWOT results, it was pretty 
clear that the people of Holmes County want to 
protect the picturesque landscapes in this area. It 
also showed that the community does not want 
outdoor signage to detract from the landscapes.” 

The results of the community SWOT survey were
shared with the general public as a local newspaper
article and as a presentation that was featured several
times among the community’s local business groups.
Results were also presented at the fall transportation
update meeting sponsored by the Chamber of Commerc e
and the County Economic Development Council.

Strategies for Byway signage have subsequently 
been developed and are now part of the corridor 
management plan.

The largest concentration of Amish communities in the world can 
be found along Ohio’s Amish Country Byway in Holmes County.
© Doyle Yoder.
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ISSUE #5 R E S O U R C E S

Billboards in Our Community. (1999). Crista Gardner.
Paper published by Neighborhood Planning for
Community Revitalization, NPRC Report 1118.
Examines and evaluates the advantages, concerns and
p roblems associated with designing a special sign district
and writing an appropriate sign ordinance. Intended for
the study of billboard regulation in the Payne-Phalen
n e i g h b o rh o od in St. Paul, Minnesota, it contains 
valuable information relevant to other small communities
and cities contemplating sign regulation, including a
b a c k g round of sign law history, basic definitions and issues
of legality. Available at h t t p : / / f re e n e t . m s p . m n . u s / o rg / n p c r /
reports/npcr1118/npcr1118.html or by contacting
NPRC at (612) 625-1020.

Fighting Billboard Blight: An Action Guide for Citizens

and Public Officials. (1999). Scenic America. An 
illustrated, 85-page essential book that gets you start e d
on reducing billboard blight in your community. $20.00.
Available from Scenic America at (202) 638-0550 or
w w w. s c e n i c . o rg .

The Highway Beautification Act: A Broken Law. (1997)
Scenic America. Groundbreaking study demonstrates
how the HBA actually encourages and subsidizes 
billboard blight all across the country. $10.00.
Available from Scenic America at (202) 638-0550 
or www.scenic.org.

Scenic Byways: A Design Guide for Roadside

Improvements. (2002). USDA Forest Service San
Dimas Technology and Development Center for
USDOT. FHWA Coordinated Federal Lands Highway
Technology and Development Center. This guide 
provides ideas and suggestions for designing roadside
i m p rovements, including signs, so that they complement
and enhance the visual character of Byways. Free.
Available from America’s Byways Resource Center at
(800) 4BYWAYS (press 5).

“Sign Regulation” ( Winter 1996-97). Edward McMahon.
Planning Commissioners Journal. Examines the 
community and economic benefits of on-premise sign
control. Available from the Planning Commissioners
Journal at www.pcj.org.

Sign Regulation for Small and Midsize Communities.

(1989). E.D. Kelly and Gary Raso. APA, PAS 419.
Addresses legal and aesthetic issues for on-premise and
billboard sign control. $28.00. Available from Scenic
America at (202) 638-0550 or www.scenic.org.

Signs of a Successful Main Street. (Slide Show).
National Main Street Center. Often the most dramatic
changes to downtown come through sign impro v e m e n t s .
This slide show demonstrates how signs and awnings
do more than direct a customer to a business location—
they project an image, whether good or bad, of the
products and services offered inside. It shows how, as a
whole, the street’s character is defined by the quality of
all its signs. Includes recommendations on materials
and styles. 40 slides with script, $40.00. Available from
the National Main Street Center at (202) 588-6219.

Signs, Signs:The Economic and Environmental Benefits

of Community Sign Contro l . (1992). Maguire/Reeder,
Ltd., for Scenic America. Video, 17 minutes. Scenic
America. This video is an excellent tool for 
persuading decision-makers that sign control is good
for your community. $20.00. Available from Scenic
America at (202) 638-0550 or www.scenic.org. 

Trees are Tre a s u re : Sustaining the Community Fo re s t.

(VHS). (1993). Maguire / R e e d e r, Ltd., for Scenic
America. Showcases successful local tree ord i n a n c e s .
Available from Scenic America at (202) 638-0550 or
w w w. s c e n i c . o rg .
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