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*Alert - Federal Byway Funding: The National Scenic Byway Foun-
dation has heard from our Byway leaders and Byway organization
members - federal funding for byways is needed now to move By-
ways forward to manage and protect the intrinsic qualities of our
nation's most treasured roads. As the 2020 Transportation Bill is
being drafted, please let your federal representatives know that
you want them to support federal funding for the National Scenic
Byway Program. The last federal funding for the Byway program
was in 2012. Funding will help revitalize rural America, creating
jobs and economic impact.

Road Trip Ready 2020

2020, the year for byways. Is your byway ready?

Amevicans ave tvavelling again. On fact, 70% of travelers in a vecent suvvey said they
will take at least one leisuve tvip this year. FHowever, aiv travel vemains at a fraction
of novmal levels, and many families have less to spend on tvavel. “Lhese factors com-
bined with low gas prices mean the voad trip is back - which is great news for byways.
D¢t also means that now is the perfect time fov a visitor expevience “checkup” and

possibly a few low o no-cost enhancements.



7) Check your wayshowing signage. A good place to start is a field visit to

confirm that all directional and wayshowing signs are present and in good
condition. Whether traveling by car, motorcycle, or RV, visitors rely on signs
to navigate the route safely. Since assessing your own byway can yield the
same results as editing your own writing, asking a visiting friend or family
member to help is a good idea. Remember to check the signs traveling

in both directions!

2) Update yonr byway website. A review of your by-

way website should be next. If you provide operation-
al information for sites or attractions that provide
critical traveler services (food, lodging, restrooms),

confirm and make any Covid-related updates, or

o

simply link to a site that maintains the most current
information. Also, now would be a good time to re-
view recent visitor feedback for concerns that might

be easily addressed with simple updates to your web-

site. For example, adding clarifying details or addi-

tional links will cost little or nothing, but could make a big impact.

3) Focus on downloadable materials to tell yonr byway séory. Itis reasona-

ble to anticipate an increase in the demand for no-contact-materials, i.e.,
downloadable maps, brochures, audio tours, apps, and other interpretive
materials. If you currently do not offer these materials and lack funding to
produce them, an alternative is to create a curated list of podcasts about
your byway or its resources to post on your website and to social media. An
example is the Route 66 Podcast which features interviews with people living
and working along the Mother Road. Additionally, with an investment of time,
creative searches can yield podcasts focused on specific byway resources
like the wild horses of the Outer Banks National Scenic Byway or the St. Au-
gustine Lighthouse on A1A. You can also create and provide links to
playlists on Spotify that showcase local musicians and genres. Remember to

screen all materials before posting!



) Build fﬂl’(ﬂé)’l[l;}?)‘, Now more than ever is the time to cultivate exist-

ing and new partnerships, especially with hard-hit tourism-related business-
es and organizations. Reach out to local hotels, restaurants, and attractions
to cross-promote and offer discounts or coupons. Work with partners to ap-
proach local media outlets and journalists to develop and promote articles

and features about the byway as a close-to-home adventure.

5) Finally, pics or it Xidn ¢ happen’ Create a hashtag and promote your

best “post-worthy” locations. Your most effective marketing is the memories
shared by visitors with family and friends. It is the experiences that travelers

want to repeat and share that yield economic impact for byway communities.

"Road Trip Ready 2020" is a contribution from Wanda Maloney, Corridor Solutions, a NSBF business
member. For information on how you can benefit from NSBF membership, contact sha-

ron.strouse@nsbfoundation.com.

Byway Public Relations and Publicity Tips

“Che NSBF Website Libravy Resource has a new publication addvessing “"Public
Relations and Publicity for your Byway”~ wvitten for byway ovganization leaders.
“Chis fact sheet emphasizes that effective publicity planning sets the stage fov signifi-
cant byway expeviences. “Pevsonal contacts stimulate intevest and enthusiasm about the
byway and its activities. Byway leaders shonld have theiv snappy byway “elevator
speech” veady at all times. OF's always a good idea to uncavth stovies that attvact
human intevest media attention. An idea is to intevview a family to §ind out what they
learned from a byway experience. Stovytelling is an ave, so always ind and shave
meaningful experiences. Sprinkle in some action photographs with people enjoying

themselves.



Cascading Adventures in Washington
by Adam Hlasny

The Cascade Loop Scenic By-
- way in Washington State is
iy Nnot so much a road trip as an
experience, a larger-than-life
440-mile adventure. The
Babe Ruth of byways, it pro-
vides an antidote to nearby
Seattle’s urban-ness despite
the proximity. Its creeks sim-
ultaneously rush and im-
plore the traveler to slow
down; its pure breezes from
somewhere beyond refresh
more than the body.

Recreation? Check. One can paddle her kayak noiseless-
ly across Diablo Lake’s endless teal, surrounded by ever-
green protectors. Natural beauty? Check. Admire a knoll
of wildflowers backed by ice-encrusted crags that have
not yet received spring’s living invite. Culture? Check.
Dust off your lederhosen and enjoy a pint and pretzels in
the Bavarian downtown of Leavenworth.

As you cross the stone strewn Skykomish River on your
way to the coast, you may sense that a rusting bridge in
these parts is more than inanimate old steel. The dec-
ades have scarred =
it, but it is not de-
feated as much as
nostalgic. As a taken
-for-granted con-
nector, it has wit-
nessed many mo-
ments. It has al-
lowed a stuffed ani-
mal-clutching girl to
peer out from the back seat on her way to grandma’s
house, eyes wide with anticipation. A honeymooning
couple to gaze in wonder at the backdrop of soaring
peaks from their rented convertible. Proud grandpar-
ents trundling across in an RV, introducing their own
grandkids to the wonders of a multigenerational road
trip.

As the trip concludes, visit Fort Casey lighthouse on
Whidbey Island, consoled in its loneliness by the low
sun’s golden glow on the nearby sound. Then, wait for
the smorgasbord of stars to appear, more limitless than
words in the dictionary - and resisting description from
every single one.

Today’s Prime Byway Travelers

Every Byway has a story to tell. It begins with the heritage of the
people who settled and the landscape they found. Along with the
scenic beauty of these timeless landscapes, it’s the Byway story
that attracts visitors. The story allows visitors to engage their
minds in something
other than work or
home, delivering the
real relaxation they
are seeking when able
to get away. When
travelers do feel com-
fortable getting out
again, it will be im-
portant that Byway
stories are well-
presented, intriguing and interesting. Within today’s limited
funding, marketing messages will be most cost effective when
they are specifically aimed at the visitors most likely to travel the
scenic roads. An easy to follow pre-designed itinerary will help
greatly for visitors who don’t have time to research and plan.

The most enduring Byway visitors are those individuals who par-
ticipate in cultural and heritage travel. A Mandela Group study
pointed out three cultural and heritage visitor segments, 14% are
Passionate and seek out cultural and heritage activities as their
primary trip motivation, 25% Aspirational, who desire to experi-

ence cultural and heritage activities
and 12%, Well Rounded and open to
experiencing all types of cultural and
el...many donotseta |peritage activities. These segments
budget. Over 90% state | deliver approximately 11-12 million
their highest priority is  |individuals as the primary market. Re-
the ability to escape dai- | tirees who can spend more on discre-
ly life to find core relax- |tionary travel because their household
ation and stress release. | expenses are lower, expand this

The demand for genuine | 8TOUP-

authenticity is strong,
something that Byways
excelin.

Baby Boomers spend
the most money on trav-

Even though cultural and heritage visi-
tors fall into all age segments, Baby

Boomers make up the largest portion
of this visitor segment, as well as being the most “experiencing”
visitors, who spend the most money on travel. Many do not set a
budget for their travel experiences. Over 90% state their highest
priority is the ability to escape daily life to find core relaxation
and stress release. They also want to create lasting memories.
Around 80% want their experiences to enrich their relationship
with their spouse, partner or children. The more communications
flow, the more satisfying the experience. The demand for genuine
authenticity is strong, something that Byways excel in. Planning,
booking and participating in experiences must be made stress
free. A large part of this group will get outside their comfort bub-
ble to try new

things that are g .
not physically ’

stressful, learn i I

about history e " q

and culture,and | . = _ -
be intellectually * ==

stimulated.

Typical cultural
and heritage
travelers are 55
and older, mar-
ried couples with no children at home. They value their health,
financial well-being, homes, and communities. Average house-
hold income is $82K, and they have traveled extensively in the
United States. Over 70% have attended college and most work in
professional and managerial careers. They read history and biog-
raphies and listen to news and talk television. They are very com-
fortable online and are “exploration” travel planners, who will
continue to look for the experience they are seeking until it is dis-
covered. Boomers enjoy telling friends and family about their
experiences, so it’s important to leave them with great stories to
bring back home.




Congratulations to all of the Byway Leaders and supporters who
worked so diligently to submit National Scenic Byway Program
nominations to FHWA.

As you wait and prepare for the announcements - sometime late in 2020 -
consider attending the Byway Leader Training at the NSBF national office -
September 16-17, 2020. First come, first served for registration— deadline

August 5.

Following social distancing guidelines, the class will be limited to 20 people.
There are multiple options for affordable housing. Four meals and an 'Individual
NSBF membership' are included in the $95 registration fee, sponsored by the Na-
tional Scenic Byway Foundation and Ohio's Amish Country Tourism Bureau. Con-
tact Sharon Strouse for more details and to obtain an application - also availa-
ble on our website under Training and Events.

A ‘National Scenic Byway Foundation Members’
Facebook group has been created. This resource
allows members to access exclusive content and
engage with fellow byway stakeholders, right in
their newsfeeds. Whether asking questions,
providing feedback, or simply posting a picture,
this new feature is a valuable connection tool.
Ask to join the National Scenic Byway Founda-
tion Members Facebook group today, and then To dnate:at nsbfoundation.com go
invite others! to 'Support NSBF'
To become a member: at nsbfoun-
dation.com, go to the Become a
Member page, select your member-
ship category and either pay by
PayPal online or send a check to
the NSBF office

Become our next supporter
Donate or Join now!


http://nsbfoundation.com/
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Thanks to these NSBF Newsletter Sponsors!
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