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Abstract

The Schmeeckle Reserve is a 200 acre nature preserve located in Central Wisconsin
within the city limits of Stevens Point, and is associated with the University of WisconsinStevens Point (UWSP). The role of the Reserve in providing recreation, environmental
interpretation and education opportunities is increasing and recent developments significantly increase the Reserve's ability to serve its visitors. Therefore, a market analysis was
needed to identify the current and potential users of the Reserve and their needs and
expectations. A visitor services plan was desired to guide the development of the Reserve's
facilities and services.
A market analysis was conducted of the Schmeeckle Reserve and its associated
facilities i.e., Visitor Center, Wisconsin Conservation Hall of Fame and five miles of nature
trails, from September 1993, to May 1994. Written questionnaires, personal interviews and
telephone interviews were used, totalling eight different surveys with sample sizes of 534,
289,282,107,261, 102, 65, and 7. Populations targete~ for the analysis were UWSP students
and faculty, Stevens Point residents, and out-of-town visitors staying at motels within
walking distance of the Reserve. Surveys were conducted both on-site and off-site.
Survey results showed that for out-of-town visitors staying at motels, UWSP
students and Stevens Point residents, the three most appealing opportunities offered at the
Reserve are: viewing nature-related exhibits, viewing wildlife and using the trails to relax.
Most out-of-town visitors staying at motels had never been to the Reserve and were not
aware that the Reserve existed, while 88.3% of UWSP students and 52.0% of Stevens Point
residents interviewed had visited the Reserve at least once in their life. Of Schmeeckle
Reserve trail users interviewed, only 12.4% were first-time users, while 38.2% of those
surveyed at the Visitor Center were first-time visitors. Likewise, only 15.5% of trail users
interviewed were out-of-town visitors, while 50.0% of Visitor Center guests surveyed were
from out-of-town. Brochures drew more people to the Schmeeckle Reserve's interpretive
programs than any other form of advertising, and brochures were the source listed most
often by motel customers (38.3%) for information, but word-of-mouth was credited for
bringing more first-time guests to the Visitor Center than any other media.
Comments from UWSP faculty and student organizations showed appreciation for
using the Reserve for classes and projects, but also concern about the need to manage the
Reserve from an ecological perspective. Comments from trail users revealed an increasing
conflict between pedestrians and bicyclers on the trails. Recommendations were made for
limiting access onto the Reserve's trails for bicyclers, but accomodating them by designating a bike trail primarily around the perimeter of the Reserve. Additional recommendations were made for visitor orientation, information services, administrative policies,
visitor safety, outreach and advertising, and natural resource/ ecological management.
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Introduction
The Schmeeckle Reserve facilities have been developed as funding has been available. Recent developments significantly increase the Reserve's ability to serve visitors. The
combination of three entities, the Schmeeckle Reserve, the Wisconsin Conservation Hall of
Fame and the Green Circle Trail creates a unique facility and asset to the Stevens Point
community. Research and planning will assure that the facilities provide what is needed
and desired by its users, while achieving its identified missions and priorities.
This chapter states the research problem and subproblems that need to be answered,
establishes the goal, objectives, importance and scope of this project, briefly describes the
project facilities, and defines terms (Appendix A)used throughout the text.

Problem Statement
Due to the increased education and recreation capabilities of the Schmeeckle
Reserve, and its expanded user groups, how can the Reserve best serve its visitors while
maintaining its priorities and mission?

Subproblems
♦

Who are the current and potential user groups of the Schmeeckle Reserve
facilities?

♦

Who are the target markets for the Schmeeckle Reserve facilities?

♦

What are the education, interpretation and recreation needs and desires of the
current and potential user groups?

♦

How can the needs and desires of the target markets best be met at the Schmeeckle
Reserve facilities?

1

Goal and Objectives
The overall goal of this project is to develop a visitor services plan for the Schmeeckle
Reserve facilities based on market research. The plan will guide development of the
Reserve's orientation and information services, administrative policies, safety measures,
outreach and advertising, and general natural resource management. In accordance with
the problem statement and subproblems, there are four main objectives in achieving this
goal:
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Importance of This Project
The role of the Schmeeckle Reserve in providing recreation, environmental interpretation and education opportunities is increasing in the community of Stevens Point. This
is due in part to the Reserve's facilities expansion and increased monetary support from the
City of Stevens Point and other outside sources. Since the Stevens Point community has
committed thousands of dollars to the Schmeeckle Reserve, it should benefit from its
investment. In order to efficiently serve the community, a market analysis is needed to
determine current and potential users of the Reserve and to identify their needs and
expectations. The ability of the Reserve to effectively serve its users will justify continued
funding from the City and other sources.

2

As facilities are completed, there will be increased opportunities for both indoor and
outdoor interpretation, education, and recreation. Visitation is expected to increase in the
near future. Population projections for the City of Stevens Point and for Portage County
indicate substantial growth within 20 years.

At this level of growth, the City of Stevens Point does not have an adequate amount
of land to meet the need for parks and open space for the years 1990-2010 (Portage County
Planning and Zoning Dept., 1990). Thus, the Schmeeckle Reserve will become increasingly important in meeting the community's need for parks and open space.
The Schmeeckle Reserve has not had a formal marketing plan. Marketing is not
simply "advertising," but is a tool for achieving the Reserve's goals and objectives. In his
book, Marketing for Nonprofit Organizations, Philip Kotler (1975) emphasizes that nonprofit
organizations can benefit tremendously by adopting fundamental marketing concepts
used in the business sector. In recent years, the importance of marketing in the field of
interpretation has been realized (Gober et. al. 1992, Gustke 1991, Zichterman 1991, Finch
1990, Harper and Legg 1990, Mahoney 1990, Wallace and Witter 1990) and marketing
concepts have begun to edge their way into the realm of nature centers and visitor centers.
Data collected in this market analysis will help the Reserve to more effectively and
efficiently achieve its goals and objectives.

3

Scope of this Project
The market research for this project was a local analysis in that it included only onsite surveys (in the Schmeeckle Reserve) and off-site surveys administered within the City
of Stevens Point. The recommendations provide general guidelines for the development
of the Schmeeckle Reserve's visitor services, including visitor orientation, information
services, administrative policies, visitor safety, advertising, and natural resource management concerns.

Assumptions
The following general assumptions were based on previous observations and plans:
1) It was assumed that the diversity of user groups (ie; students, motel customers, tourists,
community residents, etc.) of the Schmeeckle Reserve indoor and outdoor facilities will
increase, and the total number of users will increase, and 2) It was assumed that funding
from the City of Stevens Point room tax and other donations and grants will continue to be
generated for the completion of the facilities development.
Additional assumptions pertaining specifically to the research methods and results
are stated later.

4

Facilities History and Description
The Schmeeckle Reserve
In the 1950s, the University of Wisconsin - Stevens Point began purchasing nearby

land which was composed primarily of abandoned farmsteads and remnant pine plantations. Plans for the use of this land changed several times during the 1960s and 1970s.
However, in 1976, a federal Land and Water Conservation (LAWCON) grant enabled the
University of Wisconsin-Stevens Point to establish the Schmeeckle Reserve.

The grant

funded the development of a 4 mile trail system, fitness trail and shelter building.
The mission of the Schmeeckle Reserve is to preserve natural communities typical
of central Wisconsin for scientific study and for inspiration and enjoyment by the public.
In order to achieve this goal, the founding board set three priorities:
1) Preserve and maintain native plant and animal communities of central
Wisconsin.
2) Serve as a research and teaching facility for faculty and students of
numerous fields and for the education of the public.
3) Provide recreational opportunities which are compatible with the
preservation and education goals.
A second LAWCON grant in 1979 funded the purchase of 20 additional acres of land
and two houses. One house was remodeled and turned into the Schmeeckle Reserve Visitor
Center. The Visitor Center fills several important needs of the Reserve. It serves as a work
center for staff and a storage facility for equipment and supplies. It also plays an important
role in fulfilling the education priority. It is an information center for visitors and a building
where interpretive programs for the public and UWSP classes can be held.

5

Additional land acquisitions have helped to create this 200 acre natural area. The
Schmeeckle Reserve is unique because it is managed as a natural area, but is adjacent to the
UWSP campus and is within the city limits of Stevens Point. It is important as a green area,
since it is surrounded by development.

SCHMEECKLE RESERVE
UWSP CONSERVANCY
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The Wisconsin Conservation Hall of Fame
The Wisconsin Conservation Hall of Fame is a nonprofit organization composed of
various Wisconsin organizations, such as the Conservation Congress and the Wisconsin
Chapter of The Wildlife Society (see Appendix B for list of charter members). Its mission
is to commemorate individuals who have significantly contributed to conservation programs, projects, or public understanding in the state of Wisconsin. As stated in its
Constitution, the Hall of Fame has four main goals:
1) To foster cooperation in conservation achievement among organizations
of similar interests.
2) To annually recognize one or more individuals who have made significant
contributions to the conservation movement in the state.
3) To develop a permanent display facility to commemorate individuals
who are recognized.
4) To engage in educational, scientific, literary, and historical pursuits on
the conservation heritage of the state. (Kuckuk, 1992)
In 1984, a partnership was formed between the Schmeeckle Reserve and the
Wisconsin Conservation Hall of Fame Foundation. The Schmeeckle Reserve was selected
as the site for the Wisconsin Conservation Hall of Fame because of its location at the
University, potential for staffing with University students and educational goals similar to
the Hall of Fame's. In 1990, the Foundation funded a building addition for the Schmeeckle
Reserve Visitor Center. The expanded visitor center will provide visitors a wider range of
information than before, a museum with six exhibits that portray the progression of natural
resource conservation in Wisconsin, the formal Hall of Fame Gallery, a meeting room, and
a natural history sales area.

7

Fig. 1.2. Wisconsin Conservation Hall of Fame
and Schmeeckle Reserve Visitor Center.

I

Schmeeckle Reserve Visitor Center

N
Entry

Multi-purpose
Room

Hall of Fame Gallery

Fig. 1.3. Floor plan of the Wisconsin Conservation Hall of Fame and Schmeeckle Reserve
Visitor Center.
8

The Green Circle
The Green Circle Trail is another aspect of the Reserve's development. The Green
Circle is a 24 mile nature trail forming a corridor of green space around Stevens Point and
portions of surrounding communities. There are three main goals for the Green Circle
project as stated in the Green Circle Feasibility Study (Aplin, 1990):
♦

Construction of a multi-purpose trail network accessible to all area residents and

visitors, providing new recreational opportunities consistent with local needs
defined in the 1985-1990 Stevens Point Outdoor Recreation Plan.
♦

Preservation and enhancement of the natural diversity of undeveloped areas in

and around Stevens Point, particularly the Plover and Wisconsin River corridors.
♦

Encouragement of appreciation and understanding of the natural and cultural

history of the greater Stevens Point community.
The Green Circle is a community project supported by private citizens and landowners, public utilities, the Chamber of Commerce, and local and state agencies. The
Schmeeckle Reserve trail system will be linked to the Green Circle and the Schmeeckle
Reserve Visitor Center will provide the only staffed information center on the Green Circle
system.

I

N
T

Fig. 1.4. Map of proposed
Green Circle Trail.
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+++ Green Circle Trail

Fig. 1.5 Schmeeckle Reserve Facilities Inventory Matrix
Entity

Goals

Physical Facilities

Services

Primary User Groups

Schmeeckle
Reserve

1. Preservation of natural
communities
2. Provide education and
research opportunities for
UWSP students, faculty,
and public
3. Provide recreation opportunities

• Visitor Center
• Information Desk
• The Browse Shop
• 4 miles of bark-covered
trails
• Shelter Building
• Composting Demonstration
• 50 car parking lot

• Information & Education
• Interpretive Programs
• Brochures
• Information Desk
• Interpretive and Directional
Signs
• Cedar Sign Business
• Sales of interpretive and
educational items.

•
•
•
•
•

Wisconsin
Conservation
Hall of Fame

1. Foster cooperation in
conservation achievement
among organizations
2. Recognize significant
individuals in Wisconsin
conservation
3. Develop permanent recognition display
4. Conservation heritage
education and research

• Restrooms
• Meeting Room
• Exhibit Hall (presently
under construction)
• Hall of Fame Gallery
• Deck

• Opportunities for Education
• Interpretation of Inductees
to Hall of Fame
• Brochure
• Rental of Meeting Room

• Groups and organizations
needing a meeting room
• UWSP Classes
• Interpretive Program
Attendees
• UWSP Students
• Parents of UWSP Students

Green
Circle

1. Provide recreation opportunities for all residents
and visitors
2. Preservation and enhancement of natural communities
3. Promote appreciation and
understanding of nature
and cultural history

• 26 miles of crushed granite,
paved, or wood-chipped
trail. (Some segments still
under construction.)

• Brochure
• Directional Trail Signs

• Community Residents
• UWSP Students
• Tourists and Visitors to
Stevens Point

UWSP Students
UWSP Classes
Community Residents
Parents of UWSP Students
Tourists and Visitors to
Stevens Point
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Introduction
The literature provides several sources that at first seem unrelated to the field of
interpretation. What becomes apparent from this literature review is that this project
requires the integration of several fields of knowledge. Philip Kotler's book, Marketing for

Nonprofit Organimtions, Donald Lehmann's book, Market Research and Analysis, and articles
in the Journal of Marketing were especially helpful in providing basic marketing concepts.
Several national interpreters workshop proceedings have provided examples of marketing
concepts being incorporated into interpretive planning and have reinforced the concept
that marketing indeed is relevant and needed ll\the field of interpretation.
Recreation literature, mostly from the Journal of Leisure Research, has provided trends
in outdoor recreation activities. These trends are important in considering the future
impact on the Schmeeckle Reserve.
The third main category, visitor services and visitor behavior, has proven to be a
difficult topic to research. Numerous studies have reported observations

of visitor

activity and behavior, but it appears that little h~s been done to directly study how
interpretive services affect visitor behavior, or the relationships of certain variables
(physical, personal, conceptual, etc.) and visitor behavior.

Marketing
The Marketing Concept
The word "marketing" generally conjures up images associated with, among other
things, retailers, merchandise, buying, selling, and advertising. Marketing has traditionally been thought of as a business term and activity (Mahoney, 1990).
Marketing, as a discipline, has evolved through several phases. At various times it
has focused on commodities (goods and products), the institution of marketing (producers
11

and sellers), the function (buying and selling), management (analysis and planning), and
the social aspects (product quality and social impacts associated with marketing decisions).
In the 1960s, some marketing professionals extended the applications of marketing to non-

business entities such as agencies and organizations. It was argued that although payment
may not be required to receive products or services from agencies or organizations,
marketing analysis and planning are still relevant to them. It was also suggested that
marketing, in its most generic sense, be associated not only with the exchanges between
providers and customers, but also with how transactions are created, stimulated, facilitated, and valued (Kotler, 1972).

Money
&
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Time

:

Gratitude

Fig. 2.1. Market exchanges.
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Marketing is an activity, but is also a philosophy and a method of management.
Philip Kotler (1975) explains that:

Marketing is the two-way communication system between the agency and the
customer. It is a total system of business activities designed to plan, price, promote and
distribute those goods and services that will satisfy the wants of present and potential
customers. Marketing is the difference between giving customers what they want and
trying to tell customers what they want (Chiat, 1987).

Market Research
Broadly defined by D.R. Lehmann (1979): Marketing research is the collection,
processing, and analysis of information on topics relevant to marketing. It begins with
problem definition and ends with a report and action recommendations.
13

Applied marketing research has combined methodologies and concepts from
several fields: psychology and sociology (theories about how consumers think and process
information), microeconomics (utility theory), statistics (analytical procedures), and experimental design (concepts of testing and research design). Some of the most common
tasks addressed by market research include forecasting sales, studying characteristics of
buyers (market segmentation), studying how buyers get information and make decisions,
and testing different combinations and levels of the marketing mix (price, advertising,
supply, promotion, etc.). There are, however, two major things that market research cannot
do. It cannot make decisions and it cannot guarantee success. Research can present data
on confusing issues in a more simple and understandable format, improving your odds of
making a correct decision, but research cannot make the decisions for you or guarantee that
you will not fail (Lehmann, 1979).
Market research can often be accomplished using existing information, such as sales
records, annual reports, government publications, business publications, academic publications, census data, and pre-existing survey data. There are three basic methods for
collecting new data research: A) Observation - customer behavior can be observed in a
natural or laboratory setting, obtrusively, or unobtrusively. B) Questioning - questions can
be asked through a variety of survey methods. Surveys are by far, the most widely used
market research method. C) Simulation - simulation studies use past data and models to
project the answer to "what if' questions. Based on a certain situation, the results are
projected to hypothetical situation. Usually these results are difficult to analyze (Lehmann,
1979).
Research data can be categorized as qualitative (subjective) or quantitative (numerical, objective). Qualitative data can be obtained by brainstorming, conducting in-depth
interviews, focus group studies, observations, and experiments (Lehmann, 1979).
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Focus group studies are open dicussions between 6-10 people with the focus
directed by a moderator; as opposed to an in-depth interview, such as when probing
questions are directed at a single subject by a single interviewer (often these interviews last
over one hour and require a trained interviewer). Focus groups can be used to generate
hypotheses, structure questionnaires, overcome the answers that may be influenced by the
one-on-one interview pressure, generate or evaluate new ideas, and find explanations for
results of other studies (Calder, 1977).
Quantitative data can be obtained through a variety of survey methods: personal
interviews, telephone interviews, mail surveys, drop-off and call-back surveys, panels,
group interviews, and location interviews. Each method has its advantages and disadvantages as far as cost involved, response rate, bias, etc. (Lehman, 1979).
Analysis of data can range from simple tabulation and calculation to using multivariate statistical methods. The most common form of analysis is simple tabulation and
calculation of the mode, median and mean (Lehmann, 1979).

Marketing in Interpretation and Visitor Centers
As the concept of marketing broadened during the 1%Os and 1970s, many agencies
saw the applications of marketing and in the 1980s, began to adopt marketing practices
(Mahoney, 1990, Gustke, 1991). Traditionally, interpretation and recreation programming
and facilities planning has been based on the perceptions and interests of the planners
(Mahoney, 1990, Burde, 1991, Gober et al., 1992, Bodine, 1992), but marketing practices
focus on the visitors' or customers' perceptions, expectations, interests, and needs (Chiat,
1987). As with many nonprofit agencies and professions, nature center professionals have
typically had a negative impression of marketing(Finch, 1990, Mahoney, 1990, Burde,
1991), but in today's fast-paced world, with increased competition and demand in the
recreation field and an over-load of information due to the "Information Age," interpretive
planners need to know what their current visitors and potential visitors want and need.
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It cannot be assumed that what facilities managers and directors want or like is what the

visitors want. As Philip Kotler (1975) pointed out, nonprofit organizations face many
problems that would be taken care of with market research, analysis and strategies in the
profit sector. Marketing is just as important to interpretation as it is to business (Harper,
1990).
As Mahoney (1990) put it, adopting a more "businesslike" approach will better
enable agencies and organizations to anticipate and deal with problems and threats, and
efficiently capitalize on appropriate emerging opportunities. A more "businesslike"
approach will call for, among other things: greater attention to strategic planning, securing
better information on existing and potential customers/ publics, service marketing, regular
program and "product (service) line" audits, pro-active comprehensive quality assurance,
and marketing interpretation and environmental education (Mahoney, 1990).
Chiat (1987) has developed 14 guidelines for interpretation he calls Marketing Keys:
1. Resource Protection and Education: Most facilities have been set aside to
interpret, protect and manage unique natural and cultural resources. This resource base is
the primary reason visitors come and should never be destroyed by over-use. This should
be a primary responsibility, and is the reason many interpreters have been attracted to their
profession.
2 Reserves are "Everyman's Country Estate:" With the challenge of protecting the
resource comes the demand from the recreation public for areas to escape from the
pressures of the lifestyle at home. Most people cannot afford land of their own. Nature
centers, preserves, parks, etc. become, in the words of Judge C.R. Magney, "everyman's
country estate."
3. Good Interpretation is Two-Way Communications: ...And so is marketing.
Interpretation is two-way communications between the visitor and the interpreter (person
or non-personal). Successful interpretation occurs when the interpreter matches their
presentation with the needs and abilities of the audience. The notion of marketing is to use
that same communications concept to provide the programs and facilities guests desire.
4. The Interpretation Service Triangle: Marketing enhances the understanding
and support of the trio of players in the interpretive program: the resource, the guest and
the staff.
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5. Understand the Guest's Perspective: Everyone enters a situation with a set of
experiences and expectations, and looks to obtain benefits. Understanding those expectations and desires, and working to satisfy them, is key to visitor satisfaction, increased
understanding, support and repeat use.
6. Strive for Market Orientation Versus Facility Orientation: Marketing is a
philosophy or an attitiude about business. It's not a program or a department, but rather
a process. A marketing orientation focuses on satisfying needs rather than selling facilities
and services.
7. Promotion, Product/Service, Placement, Pricing: The Marketing Mix: Marketing interpretive services includes the mix of what the product is, where it is offered, who
it is offered to and what the cost of the product is. Each element plays a critical role in
successfully meeting customer (public, visitor, board member) wants.
8. Service is Our Product The services we provide are our product. The visitor pays

for those services either directly through fees or through taxes, donations, etc. People have
the same expectations of interpretive services as they have of any other product they buy.
Their expectations are the key to satisfaction.
9. Interpretation Has a Life Cycle: Every product, including interpretive services,
follows a typical life cycle of growth, maturity and decline. Marketing looks for new ways
for our product to fit the ever changing needs, wants and expectations of the guest.
10. The Edge in Today's Market is Quality: Meeting and exceeding visitor
expectations is the quality edge in marketing. Visitor perspectives help determine what
is necessary just to keep people satisfied. The key is to identify those extras that give a
service or program the quality to make people feel they recieved more than their money's
worth.
11. Moments of Truth: Any episode in which the guest comes in contact with any
aspect of the center or agency, however remote (personal or impersonal), has an opportunity to form an impression. Managing these moments of truth is the essence of service
management.
12. Know the Customers: Research your guest. Understand their background,
skills, expectations, desires, experiences, and benefits they seek from the park visit.
Research, too, those people who are not using your facility. Find out who they are and how
you can serve them. Gear interpretation, management, message and communications
techniques to meet the customer - that's marketing.
. 13. Get the Right Stuff to the Right People: Communicating the right meesage via
the right vehicle to the right audience is required for successful program promotion. The
media, message and audience all must be considered in any publicity plan.
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14. Bring Marketing Home: What can you do to begin implementing the marketing
process at your facility? Identify the mission, set objectives, evaluate current programs and
clientele, clear the message clutter, develop tactics and evaluate successes and failures.

An example of a public service agency involved in marketing is the National Park

Service. 'Traditional" programming for National Park visitors has not worked (Zichterman,
1991). The Park Service has recognized that it must change with the changing needs and
desires of society. The Park Service has adopted marketing as a management practice and
has published a book devoted solely to public and non-profit organization marketing,

Marketing Parks and Recreation. The authors point out four ways that marketing philosophy
enables an agency to better serve its clients:
*Identifies relevant services
*Promotes efficient service delivery
*Enhances program awareness and better communication
*Promotes fairer pricing
The authors also point to benefits to the agency when the marketing philosophy is
adopted:
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In 1989, 15-20 leaders in nature education met to discuss management issues for

nature centers. In their report of the meeting, Froke and Sharp (1990) made the following
suggestions, among others, for the educational aspect of nature centers:
♦

Make educational services personally relevant. Focus programs
and services on local and personal issues.

♦

Identify who uses your nature center and determine their needs.
Match your offerings to their needs where possible.

♦

Promote, market, implement, and evaluate your programming.
Develop a marketing plan that reflects an understanding of the
markets you target. Establish personal relationships with media.
Maintain an ongoing system of evaluation and revision.

These suggestions relate directly to marketing literature and to Chiat's Marketing
Keys (1987). By just stating these suggestions, though, it implies that educational programs
still are not necessarily tailored to the audiences' characteristics, needs, and expectations.
An example of marketing concepts being used to improve recreational and interpre-

tive services is Curecanti National Recreation Area in Colorado. In three years, interpretive
program attendence at Curecanti trippled. Management attributed this growth to employing a balanced marketing program. Interpretive techniques were carefully analyzed and
target audiences were identified. Interpretation and advertising techniques were then
tailored according to the visitors' needs (Zichterman, 1991).
In Connecticut, the New Cannan Nature Center used marketing concepts that

enabled the Center to double its visitation, budget and staff within three years. Through
the use of a market survey of its membership, New Cannan identified two things in
particular that it needed to do: a) develop an all-weather attraction at the Nature Center,
so that visitation would not be so weather dependent, and b) develop activities that would
ensure at least half an hour's worth of entertainment/ education/ recreation. New Cannan
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Nature Center became more customer oriented also by forming a community advisory
committee and by displaying prototype exhibits in order to get reactions from visitors
before money was spent on expensive, professional exhibits (Finch, 1990).
The marketing audit technique, a planning tool in the business sector, was used to
determine what and if interpretive potential existed in the Look About Lodge area in the
Cleveland Metroparks, near Cleveland, Ohio. Market research for the audit was based on
focus group interviews, an open forum, and demographic statistics from the local area. The
marketing audit studied a) consumer factors (needs and desires of park users), b) internal
factors (the strengths and weaknesses of the organization), and c) environmental factors
(the marketplace in which the Cleveland Metroparks function) (Gober et. al., 1992).
Facilities (campsites, trails, interpretive facilities) at Pukaskwa National Park,
Ontario, Canada, were developed with little consideration for user activity patterns, needs
and expectations. As a result, many facilities were being bypassed by users who sought to
fulfill their expectations. Through an auditing technique called the Visitor Activity
Management Process (VAMP), similar to the Recreational Opportunity Spectrum (ROS)
used in the United States, visitor opportunity areas and the locations, types and levels of
facilities were identified. VAMP also enabled management to identify the park's marketing
strengths, products and major market groups. Subsequently, facilities and services were
designed and operated to maximize the visitor perception and understanding of the
interpretive themes Gones, 1990).
In 1992, USDA Forest Service Recreation Forester Bob Bodine conducted a review
of marketing and customer satisfaction in the Nicolet, Chequamegon, Ottawa, and Hiawatha
National Forests in Wisconsin and Upper Michigan. He initially embarked on a project
emphasizing interpretation in the National Forests, but quickly realized that he needed to
back-up and analyze marketing and customer service efforts. He listed several reasons for
emphasizing customer-oriented marketing: 1) National Forests, including those in Wisconsin and Upper Michigan, have a tarnished public image, 2) The USDA Forest Service
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and the National Forests are often confused with the National Park Service and National
Parks and/ or the State DNRs and State Parks and Forests. The USDA Forest Service needs
to clarify its identity to the American public. 3) Special projects/ programs such as Rise to
the Future, Project Learning Tree, Passport in Time, and Wildflower Week will fail if a
marketing mentality and orientation is not employed. 4) Marketing is the process of
determining the expectations and needs of the citizens - owners of the National Forests
(Bodine, 1992).
The Eastern Region of the USDA Forest Service has implemented a "Customer
Report Card" survey. Three different questionnaires are used, in order to gather information specific to campground users, remote/ dispersed site users and wilderness recreationists.
The questionnaires ask for demographic data, users' perceptions and opinions, and the
level of satisfaction visitors had in their recreation experience in the Forest. The overall goal
for these surveys is to improve customer service and to help direct future planning (pers.
comm. Philip Barker, 1995).
As discussed here, the Schmeeckle Reserve and its users will benefit from a customer

oriented-marketing approach. Marketing is the key to success in tourism, recreation and
interpretation and will be even more important in the future. More emphasis will need to
be placed on market segmentation and providing that special "niche" for clients (Goeldner,
1992, Bodine, 1992).

Outdoor Recreation Trends and Demands
Americans' lifestyles are changing. Today's working couple has less free time to take
the one or two week family vacation of the 1950s, 1960s, and 1970s. They are attracted to
quick three or four-day weekend vacations (Schaber 1993). Because of having to limit
vacation times, people tend to have higher expectations for the time that they do spend
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touring and recreating. They want to try something new and do something that is unique.
This trend is having a profound impact on adventure tourism, nature tourism, and
participation-types of recreation (Goeldner, 1992).
Tourism is now the world's largest industry, according to the World Travel and
Tourism Council. This is as important on the local level as it is on the state, national or
international scene. The Stevens Point Area Visitors and Convention Bureau estimates
that tourists generate between $76 million and $89 million in Portage County annually
(Schaber 1993). For many years, taxes such as motel room taxes, have funded marketing
and advertising programs, information centers and tourism offices. Now the trend is for
local governments to look at these funds and use them to invest in future tourism by
funding the devlopment of facilities that may actually attract tourists (such as the Schmeeckle
Reserve facilities), not just accommodate them once they are already there. Hence, tourism
will be used to help promote community economic development (Goeldner, 1992).
Included in the category of "tourism" are many types of outdoor recreation. The
popularity of outdoor recreation is continuing to grow in the United States. The economic
value of outdoor recreation is estimated to be at least $122 billion annually. As a result,
resource management agencies, organizations and professionals are becoming more
interested in the demand for and value of outdoor recreation activities. Bergstrom and
Cordell (1991) estimated the net economic value of 37 outdoor recreation activites (including many of the activities visitors commonly participate in at the Schmeeckle Reserve), such
as, visiting museums, biking, running/ jogging, walking, photography, nature study,
wildlife observation, canoeing, and cross country skiing. The net economic value of these
outdoor recreation activities per day across the United States, ranges from $2.39 for
running/jogging to $29.18 for visiting museums (Bergstrom and Cordell, 1991).
The Wisconsin Statewide Comprehensive Outdoor Recreation Plan(SCORP), 1991,
reports the popularity of various recreational activites. Note that the three most popular
activities (*) are available in the Schmeeckle Reserve:
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Among other recreational activities studied by Murdock, Backman, Hoque,and Ellis
(1991), participation in birdwatching, day hiking, and walking for pleasure is projected to
increase, if nothing else, simply because of population growth. They also foresee that
demographic changes (increased age of the population and an increase in minority
populations), along with overall population growth in the United States, will have a
tremendous impact on the recreation profession. Between 1980 and 2025, it is projected that
the population of the United States will increase by 70 million people and that 78% of this
net growth will be in the minority populations. Further, the increase in the percentage of
participants 60 years old and older for almost all recreational activities is expected to be
nearly four times that expected for the total population (Murdock, Backman, Hoque,and
Ellis, 1991).
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Bodine (1992) reported trends from the Wisconsin DNR-Parks and Recreation
Program Long Range Strategic Plan (February, 1987):
♦
♦
♦
♦
♦

♦
♦
♦
♦

The number of non-traditional families are growing.
Women are making more recreation decisions.
By 2000, older adults will make up a large proportion of the population.
High and low income people are growing segments of the population.
Interest in environmental education is increasing.
Fitness, adventure and winter sports are gaining popularity.
Rural counties, especially in the north, are expected to have a population growth
of more than 30% from 1980-2000.
Wisconsinites are becoming more diverse - Asian, Hispanic and Afro-American
populations are growing.
People want quick responses to their requests.

In a survey of recreation visitors of the Chequamegon National Forest, Wisconsin,
results showed that visitors felt cleanliness of facilities, safety and security of the area,
quality of scenery, and reasonable fees were the most important attributes of the National
Forests (Bodine, 1992). These same attributes are applicable to the Schmeeckle Reserve.
Customer analysis should confirm these and other perceptions and expectations of
Schmeeckle Reserve facilities, so that management can react accordingly.

Interpretive Services
When visitor centers operate at their full interpretive potential, they provide: 1)
information about the area, 2) orientation to the area, 3) opportunities to provide
appreciation for the area, and 4) opportunities to develop the commitment to help care for
it. Visitor centers not operating up to their full potential, often provide only information
and orientation to the area (Quiring, 1992).
Visitor centers are either a starting point for visitors, a mid-way stop, or a final stop
before leaving the area. In any case, a visitor center should give an overview of the "whole
picture." As part of the Recreation Opportunity Spectrum , visitor centers should be the
points from which visitors disperse to choose from the full spectrum of opportunities in
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recreation, enjoyment, fun, and learning (Quiring, 1992).
It is important that visitor centers send a message, rather than just give interesting
information, facts and figures. Developing a central theme for a visitor center will help tie
together information given at the information desk, in publications, exhibits and programs
(Quiring, 1992).
The physical environment, visitor's values, preferences, attitudes, perceptions, and
social groups are just a few of the variables affecting the quality of a visitor's experience.
Further, a person's age, gender, past experience, limitations, etc. also have an effect on their
visit. Interpreters need to be aware of behavior, group dynamics and influences, and
educational and communication concepts to begin to understand visitors. Perhaps because
of all these variables (and more), interpretation often falls short of its potential for
enhancing a visitor's experience(Field and Wagar, 1973).
Because of the infinite ways visitors may differ, visitors centers must send their
messages in a variety of media. Outdoor displays, signs, trails, viewing areas, the
information desk, free brochures, maps and fliers, sales merchandise, roving interpreters,
interpretive programs, exhibits, special events, and telephone correspondance are all
avenues to communicate with visitors. The following five principles from Field and Wagar
(1973) may serve as a general guide for interpretive services:
1. Visitors and leisure settings are diverse, and a variety of approaches will be
required.
2. Visitors anticipate a relaxed and enjoyable atmosphere.
3. Interpretive information must be rewarding to visitors.
4. Interpretive material must be readily understood.
5. Feedback from visitors is essential.
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For providing accessible interpretation, Quiring (1992) urges that visitor center and
interpretive planning include three levels of accessibility; physical accessibility, program
accessibility and message accessibility. Physical accessibility refers to the ability to enter
or use the buildings, trails, restrooms, and other facilities. Program accessibility considers
accommodations for those who may be hard of hearing, have poor sight, or of different
learning abilities. Message accessibility refers to the way that a message is worded or
presented. H a wide variety of visitors are not able to understand or get the intended
meaning from the message, it is not accessible.

Visitor Behavior
Most interpretive centers serve two distinct market segments: local residents and
out-of -town visitors. This is true for the Schmeeckle Reserve. Although limited, research
has shown that even in the same setting, these two groups tend to behave differently. For
example, in a survey of visitor behavior in Victoria, British Columbia, it was observed that
residents walk shorter distances, but walk more purposefully and more swiftly than outof-town visitors. Sixty-six percent of the visitors observed showed interest in the City's
heritage resources (consciously observed heritage sites, read interpretive plaques, entered
historical buildings, etc.), whereas only 10% of residents showed any interest in the heritage
I

resources at all. This implies that the different priorities and interests of local residents and
out-of-town visitors results in differing behaviors. Different services or service techniques
then, may be needed to accommodate these two market segments.
Field and Wagar (1973) suggest that a disproportionate number of first-time visitors
may be found in a visitor center because repeat visitors have already seen the exhibits and
so spend less subsequent time there. They suggest regularly changing some exhibits for the
sake of repeat visitors (most likely local residents).
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Visitors differ in every imaginable way. They vary in age, physical condition, education,
interests, attitudes, perceptions, expectations, and available time (Field and Wagar, 1973).
Some travel alone, while others travel in family groups, as a couple, or in an organized tour
group. However, most visitors to museums and information centers (except for scholars):
a) are better educated and have higher socioeconomic levels than the general
public, b) come in groups of 2 or 3, c)are primarily interested in visual exploration of the
exhibit or objects, and d) pay attention to objects that are rather unique (Screven, 1986).
People differ in the ways that they seek information. Some rely on the radio or
television, while others may prefer written media, such as newspapers, brochures and
fliers. Still others may rely on word-of-mouth. Bodine (1992) reports the findings of a
telephone survey of the Greater Milwaukee area conducted in 1987:
♦ After friends

and relatives, television and newspapers most often

influence people's travel plans.
♦ Advertizing

most noticed includes newspapers (35% ), brochures (33% ),

outdoor signs (21%), television (18%), and radio (13%).

The type of information sought plays a part in determining the source people
choose. Although recreation and tourism social network literature is limited, it is presumed
that different types of visitors obtain information to enhance their travel experience from
different network segments. For instance, it has been shown that destination information
is usually obtained from family and close friends who are perceived to be credible, rather
than from formal information sources such as travel agencies or chambers of commerce.
Casual network ties seem to be acceptable for general information such as local events or
restaurants. Visitor centers may be more successful in their service and outreach if they can
identify characteristic features of their market segments (Stokowski, 1992).
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In a study of Great Smokey Mountains National Park visitors, visitors were asked
how they acquired information about park programs and facilities. The majority of the
visitors were repeat visitors, so the most common sources of information were personal
familiarity· (63%) and friends (30%). Only 20% of visitors sought information at a visitor
center (Burde, et. al., 1987).
Research evaluating the impacts of interpretive services on visitors is lacking. There
is much theory about what makes interpretation effective, but the relationship between
visitor information and visitor knowledge of the resource, visitor attitudes toward the
resource, or visitor behavior still is not clear (McDonough and Lee, 1990).
McDonough and Lee (1990) reviewed studies that have attempted to analyze the
structure and organization of visitor information and its impact on visitor knowledge.
Koran, et. al. (1983), Knopf (1981), and Fothergill et. al. (1978) found that learning and
understanding was more likely with visitors who were in some way oriented or had
previous knowledge of the areas they were visiting. Screven (1986) also discussed the
importance of "advance organizers;" posters, kiosks, staff, films, etc. in setting the stage for
a positive learning experience.
Although much progress has been made in recent years in the physical design aspect
of exhibits and spaces, more research is needed to understand how physical factors affect
visitors' behavior and learning. Psychologists and exhibit planners understand very little
about the interaction between viewer motivation, exhibit content, museum/ information
center environment, and visual design (Screven, 1986).
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Methods Overview
The objectives of conducting a market analysis for the Schmeeckle Reserve were to
identify present and potential target markets and identify their characteristics, in order to
tailor the Reserve's services and facilities to the needs of those target markets. By studying
the characteristics of present and potential customers, the market can be segmented.
Market segments must have differing needs, be it for a differentiated product, or simply a
differentiated advertisment or appeals strategy (Wright, 1988). In the earliest stages of
developing a market strategy, the different segments of the market must be defined and
analyzed (Mahoney, 1990). Figure 3.1 shows the publics and markets of the Schmeeckle
Reserve.
From the array of markets, several were chosen as target markets for this project.
Various surveys, described later, were used to obtain information about the individual
markets, so that market segments can be identified. A marketing plan was then developed
to guide the Schmeeckle Reserve staff in better serving its target markets.

Students of UWSP were chosen as a target market because their tuition fees support
the Schmeeckle Reserve. Both the results of a survey conducted in 1985, and casual
observation show that UWSP students are one of the largest user groups, if not the largest,
using the Schmeeckle Reserve facilities.
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UWSP faculty, academic staff and student organizations were chosen as a target
market since the Schmeeckle Reserve is located on the UWSP campus. A survey of this
group was conducted in 1985 and many casual observations indicated use. Faculty use the
Schmeeckle Reserve facilities in varying degrees for class instruction and projects. In 1985
it was estimated that 33,000 class hours were spent in the Reserve (unpublished survey
results). UWSP faculty and staff also use the Schmeeckle Reserve facilities for various
organizational meetings, activities, and sports team practices. Student organizations use
the Reserve for research and training.
Residents of Stevens Point are known to use the Schmeeckle Reserve Visitor Center
and trails. They are considered a distinct target group because a) they may have different
perceptions and expectations from UWSP faculty and students, b) they financially support
the Schmeeckle Reserve facilities through a motel room tax, and their continued support
is needed, and c) the Reserve provides community residents with nearly 200 acres of green
space, almost doubling the green space acreage of the City.
Customers of the five motels adjacent to the Reserve were also identified as a target
market. The five motels (Holiday Inn, Comfort Suites, Super 8, Road Star Inn, The Point
Motel) make up over 85% of the motel rooms in the City and are within walking distance
of the Reserve, so their customers seem to be a natural market for the Schmeeckle Reserve
facilities. Money raised by a motel room tax is used to fund the development and expansion
of the Schmeeckle Reserve facilities, so the Reserve needs to be able to accommodate the
motel customers to ensure continued funding. Founders of the Wisconsin Conservation
Hall of Fame intended for it to be a major attraction in the Stevens Point area and
community leaders of Stevens Point seek to make Stevens Point a destination, rather than
just a stop-over for people travelling through Wisconsin. In order for the Hall of Fame to
be recognized by travellers as an "attraction," they must be aware the Hall of Fame exists
and is unique.
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The markets targeted for the Schmeeckle Reserve facilities and for this research are
distinct groups that could not be reached using only one survey or one survey method. The
following matrix summarizes the techniques used to obtain information from the different
target markets.
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Off-Site Surveys
Recreation Interest Survey of Motel Customers
Since most of the funding for the Schmeeckle Reserve facilities expansion project has
come from the Stevens Point motel room tax, motel customers are considered to be a very
important potential market.
The questionnaire used in the motels was entitled "Recreation Interest Survey."
Since the vast majority of motel customers had not visited the Schmeeckle Reserve facilities
and did not even know that the facilities existed, the survey was designed to assess the level
of interest motel customers had in participating in activities offered in the Schmeeckle
Reserve facilities. It was assumed that the customer showing a high level of interest would
use the facilities if a) they were aware of the facilities and b) they had ample leisure ti.me to
explore and use such facilities while staying in Stevens Point. The questionnaire was
designed to also gather general demographic information. Following is the goal and
objectives for the survey. See Appendix C for the survey.
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Due to the logistics of working with four different motels, the questionnaire was
administered in several different ways. It was assumed that the different administration
methods would not significantly alter the responses. The Super 8 and Road Star Inn
questionnaires were placed in the motel rooms for customers to fill out at their convenience. The rooms were also supplied with several brochures about the Schmeeckle
Reserve facilities and a pen or pencil. The incentive for people to complete the questionnaire was a $1.00 coupon for the Country Kitchen restaurant across the street from the
motels. Respondents were required to return the questionnaire to their motel receptionist
in order to receive a coupon.
At the Comfort Suites motel, the questionnaires were distributed by the hostess
during the continental breakfasts. Again, the respondents were required to return the
questionnaire to the hostess in order to receive a coupon for Country Kitchen.
Management at the Holiday Inn decided that it would be best to set up a station in
their lobby to administer the questionnaire during prime check-in hours. After they
checked-in, the customers were sent to the author's station to fill out the questionnaire and
receive a coupon for a 10% discount on meals at the Mesquite Grill (the Holiday Inn's
restaurant).
Management at the Point Motel decided to not participate in the survey.
Administration of the motel survey began November 1, 1993 and concluded
December 20, 1993. Ideally, the questionnaire should have been administered during
spring, summer, autumn, and winter in order to get a representative sample from
customers throughout the year. However, due to the logistics of working with four
different companies and needing their assistance and cooperation, the survey was
conducted only once, during the winter.

For an unknown population size and 95%

confidence level, the desired sample size was 400 (Yamane and Taro 1967), but it was
assumed that some of the responses would not be usable (due to being completed
incorrectly), so the actual target sample size was 500.
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An additional perspective on the motel customer market was obtained by inter-

viewing the motel managers individually.

Assessing Student Use and Support for the Schmeeckle Reserve Facilities
In 1985, UWSP students were interviewed over the telephone to assess their
knowledge and attitudes about the Reserve. To be consistent with the 1985 survey and to
efficiently collect data from the student body, a telephone survey was again conducted.
The sample was randomly selected from the UWSP student directory. To attain a 95%
confidence level for a population of 8,000 students, 381 usable responses were desired.
This survey was implemented March 7-11, 1994.
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Faculty Questionnaire of Class Use of the Schmeeckle Reserve
The Schmeeckle Reserve serves as an outdoor classroom for many students at
UWSP. In 1985, usage was estimated at 33,000 student hours. To update this figure, and
to identify any needs/ desires/ concerns that should be addressed, a questionnaire was sent
to each UWSP faculty member, academic staff and each College of Natural Resources and
biology student organization. These surveys were distributed March 30, 1994 and returned
by May 11, 1994.

Assessing Use of Schmeeckle Reserve by Stevens Point Residents
Stevens Point residents are known to attend interpretive programs at the Reserve
and use the trails. However, the extent to which residents throughout the City are aware
of the Schmeeckle Reserve facilities and use them is not known. To assess the situation, 191
names with Stevens Point adresses were randomly selected from the Stevens Point
telephone book. To obtain a 95% confidence level for a population of 25,000-50,000, the
desired sample size was 397.
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One important goal of this survey was to obtain information from non-users of the
Schmeeckle Reserve facilities as well as from users.

On-Site Surveys
To obtain data from Schmeeckle Reserve users, several surveys were administered
on-site. The sample included individuals from the three target markets: UWSP students,
Stevens Point residents and customers of the five motels within walking distance of the
Reserve.

Visitor Center Questionnaire
Visitors entering the Schmeeckle Reserve Visitor Center were surveyed in two ways.
All general visitors (above the age of 16) were asked to complete a questionnaire (Appendix
D). The incentive for visitors to complete the questionnaire was the opportunity to enter
a drawing for a $10.00 gift certificate for the Schmeeckle Reserve's Browse Shop. This
survey began September 12, 1993, and was terminated December 31, 1993.. The specific
objectives for this survey were as follows:
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Registration of Program Audiences
Individuals attending interpretive programs at the Schmeeckle Reserve Visitor
Center were asked to sign a guest register.

PCease !R..f,gister
...................

Your Name

Full Address

Number of
people in
your group

How did you
find out about
this program?

Are you on
our mailing
list?

Would you like
to be on our
mailing list?

This instrument gave a simple, but informative look at the audience. It showed what
advertising medium was most effective, what type of audience (family groups, cub scouts,
college students, etc.) the topic drew, where the audience members came from, and their
interest in receiving additional information from the Reserve.
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Trail User Interviews
Trail users were surveyed by interview and/ or unobtrusive observation. Both
surveys were conducted simultaneously by one surveyor. The surveys were conducted
September 18 to October 23, 1993. Survey days were chosen based on weather conditions
and concentrated on weekends, when most of the use occurs. Surveys were conducted at
a variety of times from sunrise to sunset.
An interviewer was stationed at one of two primary entrances to the Reserve's trail
system. The subjects were randomly selected to the extent that as soon as the data sheets
were completed from one interview, the interviewer would approach the next trail user
who passed by the station. In this way, as many interviews were conducted as possible. The
interview data sheet included not only the interview questions, but also called for data that
could be collected by simple observations as the subject left. Please see Appendix E for the
survey sheets.
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While the interviewer was stationed on the trails he/ she also inventoried trail users
who passed the station, but were not interviewed. There are several reasons an individual
may not have been interviewed: a) individuals pass the station while an interview is taking
place, b) an individual refuses to be interviewed, or c) an individual is travelling too fast
to be stopped (usually bikers). By keeping record of all individuals passing the interview
station, the number of users was tabulated by activity, gender, time of day, and/ or group
I

size. This information can serve as an index of level of trail usage and can be compared with
future data, if this survey is repeated in the future. Please see Appendix E for this survey
sheet.

Data Analysis
The survey responses were coded and entered into a spreadsheet, quattro Pro 5.0.
The program tallied the number of times each response was given to each question. Bar
graphs and pie charts were then designed, using the processed data, so that it could be more
easily understood.
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Overview
Eight surveys were administered at the Schmeeckle Reserve and other off-site
locations, between April 12, 1993, and May 11, 1994. Three survey techniques were used:
written questionnaires, personal interviews and telephone surveys. Randomly chosen
UWSP students, Stevens Point residents, and visitors of the Reserve were surveyed.
Surveys conducted on-site targeted current visitors and off-site surveys targeted potential
visitors. In several instances, individuals were involved in more than one of the surveys.
Potential out-of-town visitors were a particularly difficult population to survey, because
they were transient and unfamiliar with the Reserve.

Survey results provide baseline

information on the Schmeeckle Reserve's current and potential visitors. A survey summary
is presented below.
Dates
Administered

Survey
Type

Ta{9,et
Pop ation

SamP.le Size
Acfiieved

Schmeeckle Reserve Trail
User Interviews

9-18-93 to
10-23-93

S.R. trail users

534

Schmeeckle Reserve Visitor
Center Questionnaire

9-15-93 to
12-31-93

Visitor Center
users

289

Program Registration

4-12-93 to
12-7-93

InteIP.retive program
attenaees

282 (people)

Recreation Interest
Questionnaire

11-1-93 to
12-20-93

Customers of the
107
Holida; Inn, Comfort
Suites, u:eer 8, and
Road Star Inn

UWSP Student Telephone
Survey

Mar. 7-11, 1994 UWSP students both
on and off campus

261

Stevens Point Residents
Telephone Survey

Apr. 11-13, 1994 Households in St.Pt.
listed in the St. Pt.
Area phone book

102

UWSP Faculty
Questionnaire

3-30-94 to
4-11-94

All UWSP faculty

UWSP CNR and Biology
Student Organizations
Questionnarre

3-30-94 to
5-11-94

CNR and Biology
Student Organizations

Fig. 4.1. Summary of survey administration.
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Trail User Interviews
For six weeks in September and October, 1993, 534 individuals were interviewed at
one of two locations in the Schmeeckle Reserve. These locations were selected because they
are main entrances for people coming to use the Schmeeckle Reserve trails.
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Fig. 4.2. Two interview locations in the Schmeeckle Reserve.

Interviews were conducted at only one site at a time, to avoid soliciting the same
individuals more than once during that day. Interview times ranged from 7:00am to
7:00pm and were conducted every day of the week (although not necessarily every
consecutive day). Survey efforts were concentrated on Fridays, Saturdays and Sundays,
due to increased trail use occuring on those days and greater availability of interviewers.
The following chart shows the number of interviews obtained for each day of the week.

Sunday Monday

182

18

Tuesday

Wednesday

Thursday

Friday

2

41

14

102

Saturday Total

175

534

Fig. 4.3 Number of trail user interviews conducted on each day of the week.
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The sample consisted of 260 males and 273 females, ranging in age from approximately 12-75. To avoid the awkward situation of directly asking the subjects' age, the age
of individuals interviewed was estimated by the interviewer . UWSP students comprised
60% of trail users interviewed, Stevens Point residents comprised 24% of the sample and
out-of-town visitors comprised 16% of the sample. The vast majority of trail users were
repeat visitors, with only 12% being first-time visitors (at the time of the interview). It is
probable that this 12% is made up of college freshmen, and parents and friends directed
or brought to the Reserve by UWSP students.
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Age Categories

Fig. 4.4. Gender ratio of Schmeeckle
Reserve trail users. Unknown category
accounts for an individual whose sex was
not recorded

Fig. 4.5. Age distribution of Schmeeckle
Reserve trail users.

Unknown
(0.2%)
First-time Visitors (12.4%)

Ou&-of-Town Visitors

UWSP Students

(n=534)

(n=S34)

Fig. 4.6. Composition of Schmeeckle
Reserve trail users.

Fig. 4. 7. Ratio of repeat and first-time trail
users.
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Interview subjects were asked how much total time they planned to spend in the
Reserve that day. The vast majority (75.9%) planned to spend one hour or less in the Reserve
on the day they were interviewed. The full range of responses is presented below.
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Fig. 4.8. Time spent in the Schmeeckle Reserve by trail users on interview day.

To determine the frequency of Schmeeckle Reserve trail use by individuals, subjects
were asked to estimate how many times within the last month they had visited the Reserve.
Responses show that most (47.5%) individuals used the Reserve from 1-4 times per month
(up to once per week). Individuals who use the Reserve trails at the upper end of the scale
(15-30 times per month) tend to be serious joggers and/ or walkers who come to the Reserve
before 7:30am, or between 12:00pm and 1:00pm (lunch hour). Undoubtedly, the frequency
of trail use is higher in the warm-season (April-October) than in the cold-season (November-March). This data represents warm-season use.
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Fig. 4.9. Frequency of visits to the Schmeeckle Reserve by trail users.

Trail users were asked what they most often come to the Reserve to do. It was not
assumed that what they were doing at the time of the interview is what they most
commonly use the trails for. The most frequent responses were "jogging or walking for
exercise," followed closely by "casual walking." The full range of responses is presented
below.

Other
Sit and relax
Watch/Photo Nature

(n=467)
Bike

202

Walk/Run for Exercise
Casually Walk
0

50

150
200
100
Number of Responses

250

Fig. 4.10. Most frequent activities on the Schmeeckle Reserve trails.
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Interview subjects were given the oppportunity to express any concerns or comments they may have wanted to share with Schmeeckle Reserve management. A wide
variety of comments were given by 159 individuals. Concerns and comments were
separated into 14 categories, in order to identify and rank what is most commonly
perceived to be problems, shortcomings, or positive points about the Schmeeckle Reserve.
Figure 4.11 summarizes the comments and concerns expressed by the subjects. A full list
of the statements are provided in Appendix F.
In regard to the comments related to trail conditions, it should be noted that the
survey period followed what was one of the wettest summers on record. Hence, trail
conditions were abnormally muddy.
Comments related to the policy on biking in the Reserve arise from the fact that,
except for the primitive woodland trail, trailheads do not directly address the biking policy.
Trailhead signs state that vehicles are not allowed, but do not specifically list bikes. "No
biking" in the Schmeeckle Reserve, except for on the gravel Parkway trail, is an unwritten
rule. Only recently, however, with the dramatic increased popularity of mountain biking,
has biking become a noticeable problem in the Schmeeckle Reserve.
There seem to be two aspects of the security concern. People are concerned about
safety for women at all times of the day, and there is a concern about safety at night. Security
at night is exactly why the Reserve closes at dusk. However, these comments suggest that
people are not aware of the closing time of the trails and that people frequently do use the
trails at night.
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Summary of Trail User Concerns and Comments
Number of Responses

Category
Concerns
Anti-Bikes (people ride too fast and form ruts in the trails)

38

Trail Conditions (when wet, they're too muddy, need more
bark)

24

Pro-Bikes (biking should be allowed in the Reserve)

15

Boardwalks (need repair work, 2-plank walks are dangerous)

14

Security (at night and especially for women)

1'3

Dogs (enforce "no dogs" policy better)

12

Swim.ming (wonder why swimming isn't allowed, wish it was
allowed)

9

Pollution/ Litter (needs to be cleaned up)

9

Fishing (stock more fish, implement catch and release)

4

Policy to Close at Dusk (want Reserve to be open at night)

3

Miscellaneous Other Concerns

30

Positive Comments
General Trail Comments

10

Positive Trail Comments

14

Positive Comments about the Reserve in General

31

Fig. 4.11. Summary of trail user concerns and comments.
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Schmeeckle Reserve Visitor Center Questionnaire
A written questionnaire (App. D) was given to Schmeeckle Reserve Visitor Center
guests (adults) from September 15 to December 31, 1993. Guests were encouraged to
complete the questionnaire so that they could enter a drawing for a $10.00 gift certificate
to use in the Browse Shop. Two names were drawn every two months. A sample of 289
was obtained and provides a profile of the visitors.
Responses showed that only 50.0% of guests at the Visitor Center are from Stevens
Point and Plover. Although UWSP students listed the towns their families live in, for the
purpose of this study they were considered to be from Stevens Point A full listing of home
towns is in Appendix G.
This survey showed that only 25.3% of Visitor Center guests are UWSP students. It
is interesting to compare these findings (Fig. 4.12 and 4.13) with the trail user interview
results (Fig. ~.6). Trail users were comprised of 60.3% UWSP students, 24.2% Stevens Point
residents and only 15.5% out-of-town visitors (Fig. 4.6). The Visitor Center receives
approximately three times more out-of-town visitors than are found on the trails.

(n=289)

(n=289)

Students

r(25.3%)

Other
(50.0%)

(74.7%)
Non-Students

Fig. 4.12. Origin of Visitor Center guests.

Fig. 4.13. Composition of Visitor Center
guests.
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When Figures 4.14 and 4.7 are compared, it is evident that the number of first-time
guests at the Visitor Center is also approximately three times greater than that on the trails.
This may suggest that the Schmeeckle Reserve Visitor Center is where first-time visitors

come to orient themselves to the facility. How are first-time visitors finding out about the
Schmeeckle Reserve Visitor Center? The most common response of visitors who participated in the survey was, "Word-of-mouth" (Fig. 4.15).
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(38.2%)

C
0

Newspaper
Brochure

i
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Other
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ex Mouth
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Fig. 4.14. Ratio of first-time and repeat
guests at Schmeeckle Reserve Visitor
Center.

Fig. 4.15. Sources from which first-time
visitors found out about the Schmeeckle
Reserve.

A Profile of Schmeeckle Reserve Visitor Center Guests
♦

Only 50% of visitors live in Stevens Point or Plover (Fig. 4.12).

♦

Only 25.3% of visitors are UWSP students (Fig. 4.13).

♦

Almost 40% of visitors are first-time visitors (Fig. 4.14).

♦

Word-of-mouth is the most common way that people find out about the Visitor
Center (Fig. 4.15).
♦

People most commonly come to the Visitor Center in pairs, with the majority of
visitors (67.4%) coming in groups of four or less (Fig. 4.16).
♦

Responses show that 68.2% of the visitors plan to spend 2 hours or less in the
Reserve (Fig. 4.17).
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♦

Walking the trails is the most common reason for their visit (Fig. 4.18).

♦

Out-of-town visitors that come to the Visitor Center come to Stevens Point for a
wide variety of reasons. Many in the "Other" category in Figure 4.19 stated that they
were visiting University students.
♦ The

majority of out-of town visitors staying overnight in Stevens Point, stay for
only one or two nights (Fig. 4.20) and stay in various motels throughout town
(Fig. 4.21). ,
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Fig. 4.16. Size of visitor groups at the
Schmeeckle Reserve Visitor Center.
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Fig. 4.17. Time spent in the Reserve by
Visitor Center guests.
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Fig. 4.18. Reasons guests came to the Schmeeckle Reserve.
Respondants were asked to check all items that applied to them.
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Fig. 4.19. Reasons out-of-town visitors at the Schmeeckle Reserve Visitor
Center came to Stevens Point.
ft

G>

70

C

60

(I)

...............................................................................

0
0. 50
G>
40

········-······ ................................................................

(I)

·······························---------··.. ······----------····

a:

.

0

30

Cl)

20

--·-·····················----····· ..·····-················--····

(n=116)

................................................................

.0

E

:,

z

10
0

1

2

3

4

-·-·-·-·····

.-.-.-.•-·-·-·

5

6

Nights Visitor is Staying in Town
Fig. 4.20. Number of nights out-of town visitors stayed in Stevens Point.

Road Star Inn
Supers
C
0

:.::

8

..J

Comfort Suites

(n=83)

Holiday Inn
Friend/relatives

Other
0

5

10

15

20

25

30

35

Number of Responses

Fig. 4.21. Locations where out-of-town visitors stayed overnight while in
Stevens Point. The "Othei'' category accounts for those who stayed in town for
only a few hours or stayed at a motel not listed.
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Recreation Interest Survey of Motel Customers
On November 1, 1993, written survey questionnaires, pens and Schmeeckle Reserve

and Wisconsin Conservation Hall of Fame brochures were distributed to the Super 8 Motel
and Road Star Inn. The packets were distributed to the motel rooms for customers to learn
about the Reserve and fill out the questionnaires at their own leisure. After two weeks it
was apparent that this method was not going to be very effective. Only 14 surveys were
recieved from Super 8 Motel and 9 surveys from Road Star Inn. The introduction to the
questionnaires encouraged the customers to complete the form and return it to the
receptionist in exchange for a $1.00 coupon for Country Kitchen. Country Kitchen is
directly across the street from the motels, so it is a convenient and logical restaurant for the
customers to choose. Even with this incentive, there was a low response rate.
On November 1, 1993, "questionnaire packets" were also given to the Comfort Suites

motel. Management there preferred that the questionnaires be administered by the
morning hostess during the continental breakfasts. The validity of these responses are
questionable, since in trying to help the study, Comfort Suites management actually
completed a large proportion of the 57 surveys returned. These surveys were thrown out
and not included in the analysis.
The Holiday Inn management preferred to have the researcher stationed in their
lobby during prime check-in hours, usually between 3:00pm and 6:00pm, to administer the
survey. At first, customers were approached as they stood in line at the front desk.
Customers were not receptive to this. They were tired and worried about getting settled
with a room. They didn't want to be bothered with more paperwork.
The head-receptionist then agreed to have his staff send customers over to the
survey desk upon completion of their paperwork. This would make the questionnaire
seem like part of the check-in process, plus a coupon incentive was available for the
Mesquite Grill, the restaurant in the Holiday Inn. This process was not successful. During
53

the prime check-in hours,it was not uncommon to have 30 people waiting in line in the
lobby. For some reason, the receptionists would send only about 1 out of 10 people to the
survey desk. Although this was more successful than distributing questionnaires to the
motel rooms at Super 8 and the Road Star Inn, potential survey subjects slipped by. Despite
these difficulties, four afternoons at the Holiday Inn produced 60 completed questionnaires.
Due to the relative success at the Holiday Inn, surveys were administered at the
Super 8 Motel from 1:00 pm to 5:30 pm on the afternoon of December 18, 1993. This effort
resulted in 19 completed questionnaires and concluded my data collecting efforts at the
motels. The following chart shows the sample size from the three motels participating in
the survey.

Super 8 Motel
40

Road Star Inn

Holiday Inn

9

60

Fig. 4.22 Sample sizes obtained from the three motels surveyed

One hundred nine surveys were obtained and several interesting trends were
identified. A Likert-type scale was used to measure motel customers' level of interest in
activities offered at the Reserve. Of the three main activities offered at the Visitor Center
(viewing exhibits, attending naturalist programs and shopping in the Browse Shop),
viewing exhibits was the activity of most interest to motel customers. Conversely,
attending naturalist programs was of least interest to motel customers (Fig. 4.23).
Six activities appropriate on the nearby Green Circle Trail and Schmeeckle Reserve
trails were also listed on the recreation interest survey. Using a Likert-type scale, motel
customers indicated their level of interest in these activites.
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Using trails for relaxation was the activity with the highest level of interest. The least
amount of interest was in using trails for jogging. This is consistent with the predictions of
motel managers. They indicated that motel customers are tired from travelling or long days
of meetings and seminars and are not interested in much besides relaxing. However, this
is inconsistent with other survey data, since jogging and walking for exercise was the
number one activity indicated in the trail user interviews (Fig. 4.10). Ron Zimmerman,
Schmeeckle Reserve Director, also has spoken with businessmen in the Reserve who were
out for a jog in the morning. If this survey had been administered in the warm-season,
· results may be slightly different.
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Fig. 4.23. Motel customers' level of interest in three main activities offered at
the Schmeeckle Reserve Visitor Center. Viewing exhibits is of most interest
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Fig. 4.24. Motel customers' level of interest in six activities appropriate for the
Green Circle and Schmeeckle Reserve trails.

In order to effectively advertize opportunities the Schmeeckle Reserve has to offer
motel customers, a survey question asked,"What source do you most often use to find out
about local attractions, events, or facilities?" Brochures (38.3% ), motel staff (16.0% ), and
signs (13.6%) were the three top answers, respectively (Fig. 4.25).

(n=81)

TV (4.9%)
Telephone Book (9.9%)
Brochures (38.3%)

Fig. 4.25. Sources used by motel customers to find
out about local attractions, events and facilities.
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Profile of Motel Customers Surveyed
The motel business is competitive, so executives are very protective of any information they have acquired about their customers. Demographic questions were included on
the questionnaire, to create a profile and clearer picture of motel customers. Survey results
show that for Stevens Point motels in the winter season:

♦ The

♦

ratio of men to women is almost 2:1 (Fig. 4.26).

59.8% of motel customers are staying in Stevens Point for only 1 night (Fig. 4.27).

♦ Motel customers in November and December are primarily in Stevens Point to
attend a convention or conference (Fig. 4.28).
♦ The
~

majority of customers are between the ages of 31 and 50 years (Fig. 4.29).

64.2% travel with family, friends, or business associates. (Fig. 4.30).

♦ Stevens Point motel customers are primarily from Wisconsin, followed by customers from surrounding states. The remainder are from across the United States and
the world.
♦

An average visiting party staying at a motel, stays in Stevens Point for two days,
spending $186.50 to $216.00 per day (Memo to Denise Hibbits from Robert Rider
11/6/90).

(n=102)
Females

Two Nights

(37.3%)

One Night

(23.4%)

(59.8%)

Males

(62.7%)
(n=107)

Fig. 4.26. Sex ratio of motel customers
surveyed.

Fig. 4.27. Length of time motel customers
stayed in Stevens Point
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Fig. 4.28. Frequency of reasons motel customers came to Stevens Point.
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Fig. 4.29. Age distribution of motel customers surveyed.
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Alone
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Fig. 4.30. Percent of motel customers who traveled alone, or with
companions.
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Program Registration
The registration form in Appendix H was used at 15 interpretive programs held
during the spring and fall of 1993. Almost all program attendees were accounted for on
the forms. Actual attendence was at least 376, with 311 people registered.
Only 21.9% of program attendees reported being on the Schmeeckle Reserve
mailing list (Fig. 4.31), thus receiving the Schmeeckle Reserve Program brochures and
being notified of all programs held. However, brochures were the advertising medium
credited with drawing more people to programs than any other form of advertising (Fig.
4.32).

{n=311)
On Mailing List
{21.9%)

Not On Mailing List

Fig. 4.31. Percent of interpretive program attendees

who were on the Schmeeckle Reserve program brochure

mailing list
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Advertising Media

(n=311)

Unknown
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Class
Word of Mouth
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Radio_Jjl"=~
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Brochure
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Number of People Drawn to Programs

Fig. 4.32. Effectiveness of the various forms of program advertising media.

It is interesting to note the group size distribution (Fig. 4.33). When compared

to the most frequent group size of guests coming to the Visitor Center (Fig. 4.16), a
surprisingly high number of people reported coming to the programs alone. This
may be because the programs are given by practicum students, who encourage their
friends to attend. Hence also the high level of people drawn to programs by wordof mouth (Fig. 4.32).
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Fig. 4.33. Group size distribution of program attendees
at the Schmeeckle Reserve.
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UWSP Student Telephone Survey
From Monday, March 7, to Friday, March 11, 1994, 261 UWSP students were
interviewed over the telephone. Calls were made primarily from 6:00pm to 9:00 pm on
Monday, Tuesday and Wednesday, but calls were also made during the day on Thursday
and Friday.
The per-call success rate was poor due to inaccuracies in the UWSP Campus
Directory and the fact that college students have unpredictable schedules. There were very
few refusals to participate, therefore the low success rate is not attributed to a lack of
cooperation on the part of the interviewees.

Five hundred seventeen names were

systematically randomly selected from the UWSP Campus Directory and 988 attempts
were made in obtaining only 261 successful interviews. Assuming that a representative
sample was drawn from the Campus Directory, it is estimated that 25% of the numbers
listed in the UWSP Campus Directory were incorrect. A summary of the call schedule and
success rate is in Appendix I.
Work study students assisted with the telephone survey. To minimize interviewer
bias, they were given instructions orally and in writing prior to beginning the survey.
Written instructions included a list of possible questions interviewees may ask about the
study and their answers, and a slightly modified version of the "Rule Book" given in
Dillman (1978) (App. J). Interviewers also practiced the interviews with each other several
times until they felt comfortable enough to begin the actual survey.

A Profile of the UWSP Students Interviewed
To create a profile of the survey sample, data was recorded that was not obtained
through direct questions. The subjects' sex was determined by their name and voice;
whether they lived on or off-campus was determined by their address and telephone
number; and their class and major college were taken from information given along with
their name and address in the Directory.
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+55.5% of the sample was female and 44.1% was male (Fig. 4.34).
♦

65.2% of the students lived off-campus and 34.8% lived on-campus (Fig. 4.35).

♦ 50.8% of the students belonged to the College of Letters and Science (Fig. 4.36)
and each class was represented, although not equally (Fig. 4.37).
♦ Results show that 88.3% of UWSP students have visited the Schmeeckle
Reserve at least once (Fig. 4.38).
♦ The

majority of students go to the Schmeeckle Reserve to walk on the trails for
relaxation, followed by walking for exercise (Fig. 4.39).
♦

In the warm season, 46.7% of the student Schmeeckle Reserve users come to the
Reserve 6-10 times per month (Fig. 4.40). This rate is higher than that reported
during the trail user interviews conducted in September and October (Fig. 4.9).
♦ Approximately half of UWSP students are aware that the Schmeeckle Reserve
is supported by their University fees (Fig. 4.41). Student support for this allocation is almost unanimous (Fig. 4.42). The few unsupportive students were actually
just resentful that they were not aware of how their University fees, in general,
were allocated.
♦ Most (69.2%) students had no concerns or comments they expressed about the
Schmeeckle Reserve. Those given, however, were essentially identical to those
expressed during the trail user interviews. A full listing of comments and
concerns are provided in Appendix K.

Unknown

(n=256)
(34.8%)
'-'-+--l-'-'-+--1-_,__,__.__,_, Students
Living
On-Campus

~~~U-,:t.t'"i.rlr-(44.1 %)
Females
(55.5%)

Males
(65.2%)
Students
Living
Off-Campus

(n=261)

Fig. 4.35. Percent of students surveyed
living on-campus or off-campus.

Fig. 4.34. Percent of males and females
in the sample.
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{14.8%}

Professional Studies
{22.7%}
Letters and Science
'--{50.8%}
{n=261}

Fig. 4.36. Breakdown of colleges in which students surveyed were enrolled.
(n=256)

C

0

Special Grads

:.=

·u;

Graduates

0
D.

Seniors

E

0

0

(t)
(t)

ca
0

Juniors
Sophmores
Freshmen
0

10

20

30

40

50

60

70

80

Individuals

Fig. 4.37. Distribution of classes represented in the UWSP student telephone
survey sample.
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Never Visited
Schmeeckle Reserve
(11.7%)

(n=256)

(88.3%)
Have Visited
Schmeeckle Reserve

Fig. 4.38. Percent of UWSP students who have visited the Schmeeckle
Reserve at least once and those who have never visited the Reserve.
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Fig. 4.39. Frequency of responses when students were asked, "What one thing
do you most often come to the Reserve to do?''

Visits Per
Month

(n=214)
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Fig. 4.40. Frequency of times per month UWSP students visit the Reserve.
(This is most typical of the warm-seasons. Visitation is lower during winter.)
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(n=253)
(n=256)

Aware
Not Aware

(48.8%)

(51.2%)

Fig. 4.41. Percent of UWSP students who
were aware that a portion of their University
fees fund the Schmeeckle Reserve.

Fig. 4.42. Percent of UWSP students
who were supportive of their University
fees funding the Schmeeckle Reserve.

Stevens Point Community Telephone Survey
To gather data from Stevens Point residents who do not use the Schmeeckle
Reserve, it was determined that, due to available time and assistance, a random telephone
survey would be the best method.
From Monday, April 11, to Wednesday, April 13, 1994, 191 Stevens Point residents
were called. Households with Stevens Point addresses were systematically randomly
selected from the Stevens Point Area Telephone Book. This resulted in sampling an area
within approximately a six mile radius of the Schmeeckle Reserve. Appendix L provides
a map of the approximate survey area.
Each telephone number was called only once. This resulted in 102 usable surveys.
The success rate was much greater in this survey than it was with the UWSP student
survey. The accuracy of the Stevens Point Area Telephone Book was much greater than the
Campus Directory and residents tended to be home during the evening (unlike University
students). Per call success was 54% compared to 26% for the UWSP student survey.
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Again, work-study students assisted with the telephone calls. They were trained in
the same fashion as with the UWSP student survey. A summary of the call schedule and
success is in Appendix M.
Overall, residents had a positive attitude toward the survey. There were only 13
refusals to participate, 6 of which were very elderly people who were sick or disabled in
someway.

A Profile of Stevens Point Residents
♦

The population of Stevens Point is 23,006 (1990 Census).

+ The sex ratio of individuals surveyed was 1:1. This was consistent with the 1990
Census. (Fig. 4.43).

+ There were approximately 2.95 people per household (Portage County Economic
Profile 1992). This was consistent with data gathered in this survey (Fig. 4.44).
♦

There were roughly twice as many middle-aged (21-60years) residents as there
were young (<21 years) or old (>60 years) residents. This was evident from age data
gathered in the survey and confirmed by the age breakdown given in the 1993-94
Stevens Point, Wisconsin, Market flier (Fig. 4.45).
♦

52% of Stevens Point residents had visited the Reserve at least once in their life
(Fig. 4.46).

♦

For residents surveyed who had not been to the Reserve, lack of time was their
limiting factor (Fig. 4.47).
♦

Viewing wildlife, using trails and viewing exhibits were the most appealing
activities for residents to participate in at the Reserve (Fig. 4.48).

♦

In 38.6% of the households surveyed, more than one member of the household
was known to use the Reserve (Fig. 4.49).
♦

Most residents visited the Reserve very infrequently, i.e. once every few years.
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Fig. 4.43. Gender ratio of Stevens Point
residents interviewed.
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Fig. 4.45. Age distribution in households
sampled by telephone.

It may be useful to look at the survey in Appendix N before considering the results,

since respondants were asked different questions, depending on whether or not they had
ever visited the Reserve.
Residents were first asked, "Have you ever visited the Schmeeckle Reserve?" Their
answers provided important data, but also served as a tool to direct the rest of the interview.
Results showed that 52% of Stevens Point residents had visited the Reserve at least once
(Fig. 4.46).

(n=102)

No
(48.0%)

Yes
(52.0%)

Fig. 4.46. Responses by Stevens Point residents
who were asked, "Have you ever visted the
Schmeeckle Reserve?''

Respondants who had never been to the Reserve were asked, "Is there any special
reason why you haven't visited the Reserve?" "No time," was the top answer:

Reason

Number of Responses

12

No Time
Have their own land
No Interest
Too old

5

4
3

Fig. 4.47. Reasons residents had not ever
visited the Reserve.
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Respondants were also asked what would attract them to the Reserve. This question
was not valid, since respondants who had never been to the Reserve probably didn't know
what the Reserve has and does not have to offer.
Residents who had been to the Schmeeckle Reserve were asked questions pertaining to the frequency and reasons for their visits. However, most residents visited the
Reserve very infrequently and/ or sporadically, perhaps as little as once every few years.
A few residents were daily exercisers in the Reserve, but not as many as would be expected,
based on the number of joggers interviewed on the trails who were city residents. This
survey made it evident that the residents who exercise regularly in the Reserve are a
minority, not the majority of Stevens Point residents.
Since most residents used the Reserve so infrequently, it was difficult to get them to
prioritize the reasons they come to the Reserve.
A series of 5 activities offered in the Reserve were read to all interviewees:
♦ Attending a naturalist program.
♦ Shopping for or purchasing nature art, clothing, or books in the Browse Shop.
♦ Viewing nature and conservation-related exhibits.
♦ Using trails for recreation.
♦ Viewing wildlife.

They were asked to indicate whether participating in the activity appealed or did
not appeal to them. Results were consistent with those from other surveys. Viewing
wildlife, using trails and viewing exhibits were the most appealing. Shopping in the
Browse Shop and attending naturalist programs were least appealing (Fig. 4.48).
Interestingly, 71% of men surveyed responded negatively to "shopping in the
Browse Shop," whereas 43% of women surveyed responded negatively to the question.
The lack of appeal may be gender-related, but may also be attributed to the fact that the
description of what the Browse Shop carries was too vague or unfamiliar for people to really
envision what the Browse Shop offers.
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Activity

-

Appealing

~

Not Appealing

Viewing Wildlife
Using Trails

(n=99)

Viewing exhibits
Shopping in the
Browse Shop
Attending Naturalist
Programs
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Number of Responses

Fig. 4.48. Ranking by Stevens Point residents, in terms of "appeal," of five
main activities offered in the Schmeeckle Reserve.

Lack of appeal in attending naturalist programs may also be attributed to the
vagueness of the description. There are many topics naturalist programs could cover.
Responses to this item could also have been dependent on whether or not the individual
had ever attended a naturalist program, and if so, whether or not it was a good (worthwhile,
enjoyable) experience. The connotation associated with having to attend a program, to
have to follow a schedule, may also influence responses to this item.
All interviewees were asked if any other people in their household used the
Schmeeckle Reserve. This was not applicable to those living alone, so this graph reflects
that group (Fig. 4.49).
Not Applicable Question
(14.9%)

Yes, they do.
(38.6%)

(46.5%)

(n=102)

No, they do not.

Fig. 4.49. Responses of residents who were asked, "Do any
of the other people in your household use the Reserve?''
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CNR and Biology Student Organizations Questionnaire
A questionnaire was used to assess how much College of Natural Resources and
Biology Department student organizations use the Schmeeckle Reserve. A map was
included on the questionnaire for respondants to indicate what areas they use in the
Reserve. This information, combined with data gathered in the survey of class use, helped
to identify areas of high use.
Seven out of twenty organizations reponded, a response rate of 35%. Only two of
the organizations, The Student Chapter of The Wildlife Society (TWS) and Women in
Natural Resources (WNR), used the Reserve for any projects in the 1993-1994 school year.
Women in Natural Resources held a 4 hour workshop at the Visitor Center. Fifteen
people attended the workshop, making 60 person-hours spent at the Visitor Center.
The Student Chapter of TWS conducted 4 projects in the Reserve: a cottontail rabbit
census, urban deer population and radio-telemetry study, bluebird nest box project, and
prairie restoration. These projects involved 56 students and 614 person-hours in the
Reserve. Project areas were concentrated around the Visitor Center and the Shelter
Building (because of the habitat types found there), except for the urban deer project, which
involved the entire Reserve. The projects were conducted in spring and fall, except for the
urban deer project, which was conducted spring, fall and winter.
Comments from WNR indicated that they liked the newly opened Browse Shop in
the Visitor Center. The Student Chapter ofTWS members were concerned about ecologically sound management of the Reserve. They responded,'TWS would like to see a better
balance between people management and ecological management." They also indicated
that they appreciated the Reserve's assistance with their projects.
A sample of the questionnaire and a complete list of organizations surveyed are
given in Appendix 0.
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Faculty Questionnaire of Class Use
in the Schmeeckle Reserve
A questionnaire was distributed via campus mail to 725 UWSP faculty on March 30,
1994. The response rate was low, with only 64 (9%) surveys returned. Twenty five (39%)
of the respondents reported to use the Reserve for classes.
The vast majority of those using the Reserve were from the College of Natural
Resources and spanned the range of disciplines in the College. In general, the Reserve is
used for lab classes. The variety of habitats found in the Reserve are used to illustrate
ecological principles and the Reserve provides space for students to practice field techniques such as, radio telemetry, soil sampling, timber cruising, groundwater measurement, plant identification, and environmental interpretation.
According to the survey responses, faculty had experienced few conflicts while
leading classes in the Reserve. Only three faculty members stated any problems: 1) The
Trail of Reflections doesn't include any women or minorities on its signs. 2) The shelter
building should block more of the wind, so that it can be used for introducing lab lessons.
3) Excessive use of the Chilah Woodlot has caused confusion among classes when classes
mark plots f.or exercises lasting two weeks or more.
Faculty also listed concerns pertaining to the management of the Reserve. Since
there were only six, they are listed here:
♦ The wetlands are being encroached by willow and alder, instead of being maintained as sedge-meadows. They should be managed with fire or by cutting the
encroaching brush. (Dr. Lyle Nauman)
♦ Traffic

while crossing Michigan Avenue is a concern. Also of concern is the
students trampling vegetation along the trails, blocking the trails for other people
using the Reserve, and leaving litter in the Reserve. (N.C. Heywood)
♦

Over use of certain areas is causing compaction and vegetation loss.

(Dr. Richard Geesey)
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♦ Has class use altered the understory structure of the Chilah Woodlot? Has
human use exaccerbated the invasion of exotic species such as buckthom?
(Dr. James Cook)

♦

Keep it open, please. (Dr. Earl Spangenberg)

♦

I would like to use University Lake for class limnology and fisheries exercises,
but need a storage facility for equipment at lakeside. (Dr. Richard Frie)

Faculty also had positive comments about using the Reserve for classes. Since there
were only six of them, they are listed here.
♦

Excellent for wildlife curriculum. (Janet Snedeker)

♦

Keep up the good work. (Dr. Fred Copes)

♦

Its a fine facility/ area and serves my class needs well. (Dr. John Houghton)

♦

Its a fantastic resource to have so readily at hand for teaching and research.
(Dr. Eric Anderson)

♦

Highly valuable teaching resource. (Dr. Robert Miller)

♦

The Reserve adequately serves our needs for teaching ecological succession
principles. (Dr. James Hardin)

In the questionnaire, faculty were asked to indicate on a map where they take their
classes in the Schmeekle Reserve. From the maps, it is evident that the highest use occurs
along the parkway from the shelter building to Northpoint Drive, and in the Chilah
Woodlot. Several of the comments, listed previously, address the condition of the Chilah
Woodlot. This indicates over-use of this particular area. The objectives for the Chilah
Woodlot need to be reviewed and appropriate management steps taken to either limit use
of the Woodlot, or minimize impact in another way.
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Visitor Orientation
Visitors come to the Schmeeckle Reserve with differing levels of familiarity to the
site. Questionnaires administered at the Visitor Center showed that 38.2% of those entering
the Visitor Center were first-time visitors. Only 25.3% were UWSP students and only 50.0%
of the visitors lived in Stevens Point or Plover. In comparison, 60.3% of trail users
interviewed were UWSP students, but only 24.2% were residents of the local community.
Of those interviewed on the trails, only 12.4% were first-time users.

Directing Visitors to the Site
As the Wisconsin Conservation Hall of Fame exhibits are completed, there will be
increased desire to attract visitors from throughout the State. There is already a large
Wisconsin Department of Transportation sign on Highway 51, directing travelers to exit for
the Wisconsin Conservation Hall of Fame and a city sign at the city limits. However

- - - - - - - --,4--

additional signs are needed to lead first-time visitors to the Wisconsin Conservation Hall
of Fame and the Schmeeckle Reserve.
It is recommended that small, uniform, but eye-catching banners or signs be
installed along city streets to lead visitors directly from Highway 51 to the Wisconsin
Conservation Hall of Fame. Routes should also be marked leading visitors along an
alternate route from Highways 10 and 66. At least the first directional sign for each route
should indicate the distance to the Hall of Fame. Since the routes are meant to serve firsttime users, who are not familiar with the Reserve, they should lead visitors directly to the
Visitor Center and the Hall of Fame. Figure 5.1 shows recommended routes.
Local people have expressed concerns that they do not feel welcome at the University or anything associated with it. Signing routes to the Visitor Center and Hall of Fame
may make the facilities more inviting to these residents .
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Fig. 5.1. Recommended signed routes to lead visitors to the Wisconsin
Conservation Hall of Fame and Schmeeckle Reserve Visitor Center.
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Marking the Reserve's Boundaries
Since the Reserve is quite expansive, four corners should be conspicuously marked
with signs, so that visitors know when they have reached the Reserve's boundaries and can
anticipate stopping for information, etc. Signs already mark two of the recommended
corners, but Fig. 5.2 shows where two more signs should be erected. Attractive landscaping
around the signs, using native wildflowers and shrubs, would help draw attention to them.
All of these signs will require the approval of the appropriate City committee and planning
office.
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into the Schmeeckle Reserve.
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Orientation at the Parking Lot
Upon reaching the Visitor Center parking lot, visitors need to know where to go and
what is available for them to see and do. Information needs to be provided in the parking
lot, so that visitors can be thoroughly oriented to the Reserve without going inside the
Visitor Center. In this way, visitors will be accommodated even when the Visitor Center
is closed. A kiosk could be large enough to provide the necessary information. Orientation
information that should be available includes:

Information

Media

Locations of facilities and trails

Large map on kiosk and in brochures

General mission statement

Text on kiosk and in brochures

Rules, policies

Text on kiosk and in brochures

Open hours for Visitor Center

Text on kiosk and in brochures

The trail leading from the parking lot needs a trailhead sign. This could be
incorporated into the orientation kiosk also.
Observations by information desk staff indicate that visitors are confused about
where the Visitor Center is located. Introductory information about the Visitor Center that
encourages visitors to walk down the walkway could be included on the orientation kiosk.
The kiosk could be made of three panels, a center orientation panel, a trailhead panel, and
a panel directing visitors to the Visitor Center and the Hall of Fame. Figure 5.3 shows the
general design and placement of the kiosk.
Additional visual ques may help to lead people to the Visitor Center. For instance,
the understo:ry vegetation could be thinned between the parking lot and the Visitor Center,
to make the building more visible from the parking lot.
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Fig. 5.3. Three-panel kiosk at the parking lot to orient visitors, direct
them to the Visitor Center and Hall of Fame, and serve as a trail head.

Visitor Center Entrance
Since the walkway to the Visitor Center splits before it reaches the entrance, visitors
appear to be confused about where the entrance is located. To emphasize the entry door
rather than the back deck, a large welcome sign should be placed adjacent to the entry, as
Figure 5.4 shows.

Fig. 5.4. Welcome sign located adjacent to Visitor Center entry, to draw
visitors to the door.

Once inside the Visitor Center, specific questions visitors may have can be answered
by staff at the information desk. Brochures orienting visitors to the Reserve should be
available, along with a large-scale map showing the trail system and facilities.
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Accessibility
During telephone interviews with Stevens Point residents, a resident who lives near
the Reserve expressed his dissappointment over the Reserve not being accessible. However, several areas in the Reserve are accessible, but are not signed as such. It is
recommended that the accessible sites be identified with accessibility symbols and in
brochures and other publications. Since the Reserve is maintained in a natural state, areas
may not appear to be accessible, when in fact, they are. For example, thousands of dollars
have been invested in constructing an accessible parking lot and entrance to the Visitor
Center. However, people driving down North Point Drive cannot tell that it is universally
accessible. Again, the natural surroundings may give people the impression that it is a
"rugged" place and keep them from ever taking a closer look. Their doubts could easily be
erased with a simple sign at the entrance to the parking lot and all other accessible sites.

- - - - - -

Fig. 5.5. Symbol for accessibility.
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The Information Desk
Information areas need to be warm, inviting and comfortable. Visitors should feel
welcome and free to ask questions. Quiring (1992) provides a thorough list of tips for
promoting successful information areas. It is summarized here:
♦

Keep the counter from becoming a barrier between you and your visitors.

♦

Be sure the counter is accessible for both visitors and staff.

♦

Staff members working at the information desk should always be ready to greet
visitors in a friendly manner. A smile, a nod of recognition, or a friendly greeting
are all positive ways to make visitors feel welcome.
♦

Many visitors like to sign their name and leave a compliment or comment. For
these visitors, a guest register at or near the information desk is valuable. Instead of a simple "remarks" column, include a question such as, "What was your
favorite display?" or "What new concept did you learn during your visit to the
Center?"
♦

A bouquet of fresh flowers, a vase of dried flowers, or a seasonal arrangement
can add a warm welcome and personal touch to a front desk.
♦ Keep blank post cards at the front desk. When a question arises that can't be
answered right away, write the visitor's name and address on one side and write
the question on the other. When the answer is found, write it on the card and
send it to the visitor (Ham, 1992).
♦

Promote active listening skills.

♦

Be able to recommend points of interest or recreational areas.

Staff should be familiar with the "Count-Down Sheet," (Appendix Q), developed by
Albert Mauney (1968), to help them prepare for a successful and enjoyable day assisting
visitors.

Information Desk Staff Training
Staff contact with visitors can help the visitors or frustrate them, it can enhance the
Visitor Center or tarnish its image. Therefore, training for information duty is critical.
Quiring (1992) suggests a list of topics for training information staff:
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Staff Manuals
The staff manual for the Reserve needs to be updated and expanded. Appendix R
shows the Table of Contents from the Mount St. Helens Visitor Center Orientaton Handbook. The Handbook is a thorough orientation tool which includes an overall description
of the facility and management agency, personnel policies and procedures, operation
procedures for the visitor center, visitor center policies, operation of the interpretive outlet,
and information on recreation opportunities, natural history and cultural heritage of the
area, interpretive techniques, and other information centers. It could be viewed as the
"master guide" for operating that visitor center. The Reserve's staff manual should be
developed similarly.
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Sam Ham (1992) provides a list of categories that could be included in a Local
Information Notebook:
♦
♦
♦

♦
♦
♦

♦

Emergency Services
Interpretive Opportunities
Recreation Opportunities
Food and Lodging
Vehicle Services
Weather and Elevation Charts
Local Natural and Cultural History
Attractions and Information Centers

Developing such guides would help to provide continuity and uniformity to
information services, especially in a facility where there is a high tum-over rate for
employees. Any staff mamber equipped with these guidebooks should feel informed and
confident, even if they are new to the job.
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Administrative Policies
Through visitor surveys, it became apparent that several of the Reserve's policies
should be strengthened. Conscientious visitors were aggravated when they saw others
repeatedly violating the policies. Enforcing and revising several policies is recommended.

Bicycling in the Reserve
It is expected that trail use will increase when the Green Circle trail segment through
the Reserve is complete. Since surveys showed that the conflict between pedestrians and
bicyclers is already the main concern (22% of concerns expressed, see Fig. 4.11) of trail
users, it is recommended that steps be taken to manage the conflicting uses.
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It is recommended that a combination of alternatives #2,#3, #4, #5, #8, and #9 be
implemented. Fig. 5.7 shows a proposed designated bike route (approx. 3 miles long) that
would limit bicyclers to only the portion of the Reserve's trails that are suitable for biking
(are wide enough and straight enough). Signage indicating where bikes are allowed and
prohibited would have to be greatly increased, to avoid confusion. Signs should also
suggest proper ethics for multi-use trails. Brochures about alternative mountain biking
areas could be provided at the parking lot kiosk, main trail heads, and in the Visitor Center.
An off-site public education campaign could be launched using posters, newspaper articles

and radio announcements to raise awareness of the controversies and management
alternatives associated with mountain biking. No matter what management action is
taken, the conflicts should be continually monitored. Trail use and condition should be
periodically observed and trail users should be surveyed.
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Fig. 5.7. Proposed designated bike route.

Concerning Dogs
Enforcing the "No Dogs" policy was a frequent concern of trail users interviewed.
Strongly enforcing this policy would require frequent trail patrols; the feasibility of which
is questionable. Emphasizing the policy through increased signage may be a more effective
and efficient approach to the problem. Stating the reasons for the policy may also help to
make visitors more willing to comply with it (frapp, Gross and Zimmerm~ 1991). Again,
publicizing the reasons and controversies surrounding this policy may reduce the noncompliance by raising awareness and understanding.
I
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"Closed at Dusk"
Keeping people out of the Reserve after dusk has been a chronic problem, since
access into the Reserve is unlimited. It would not be feasible nor desirable to limit access
to the Reserve by installing a perimeter fence. Since it is posted that the Reserve is closed
at dusk, people enter the Reserve at night at their own risk. However, for policy
enforcement, security patrols on the trails could be increased and violators could be fined.
Lights should not be installed on any of the trails, because this would encourage use at night.
This is supported by interviews with several trail users who requested that lights be
installed so that they would feel more comfortable hiking at night. The hope is that by not
lighting the trails, people will feel uncomfortable being in the Reserve at night and will then
be less likely to enter when it is closed.

The Swimming Question
The question, "Why isn't swimming allowed here?" was asked by several trail users
who were surveyed. The reason for the "No Swimming" policy should be stated briefly on
the signs near the beach. To accommodate people who want to swim, the names and
locations of nearby swimming beaches should also be listed on the signs and/ or provided
in brochures.

The Fishing Philosophy
Historically, fishing has been allowed in Lake Jonas to pacify recreationists whose
activities were greatly curtailed by unexpected preservation policies enacted in 1979.
However, allowing fishing is inconsistent with prohibiting the collection of all other flora
and fauna in the Reserve. The philosophy behind the prohibition of collecting is that the
Reserve is a nature preserve, so plants and animals should not be harvested, except for
research purposes. If harvesting fish in the Reserve is not necessary as a management tool
to prevent over-population of fish in the lake, the alternatives of implementing a catch-andrelease policy, or totally prohibiting fishing should be considered.
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Employee Parking
As the Director sees fit, Reserve employees should be requested and/ or required to

park at the far end of the paved parking lot. This will leave the most convenient parking
spaces for visitors. Employees should be allowed to park on the street or in the three-car
parking area only to load or unload merchandise, supplies, etc., or in the case of parking
lot over-flow. Parking on the street or in the three-car area causes visitors to park there. The
visitor flow pattern and entrance has been set up to accommodate visitors coming from the
parking lot, not from the street. All visual signs of entry to the Visitor Center should be from
the established parking lot.

Visitor Safety
Several safety issues were raised as a result of trail user interviews. Safety is also a
concern of UWSP. Trapp, Gross and Zimmerman (1991) state that visitor safety is not an
amenity, but a necessity and legal obligation. Therefore recommendations are provided
here as a result of concerns expressed by trail users.
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Patrols
Security on the trails, especially for women, was one of the top concerns of trails
users interviewed. Starting a regular patrol system would increase visibility of Reserve
and/ or University security personnel, hence making some individuals feel more secure
while using the trails. The cost of having a full-time professional patrol is prohibitive at this
time. Sources that should be approached for support on this matter are UWSP, the Green
Circle committee and the City of Stevens Point. There are three possible ways that UWSP
may be able to provide a workforce. University security personnel may be able to devote
more time to patrolling the trails, law enforcement students may be able to gain practical
experience patrolling, or recreation students may be able to gain the practical experience
of patrolling trails. Students would not have any official authority, but could serve as "eyes"
and report any happenings to the appropriate authorities, via radio. Patrollers should be
in uniform, so that they are viewed as enforcement officers or Reserve staff. It would also
be advisable for patrollers to work in pairs.

Emergency Telephones
Three emergency telephones have been installed in the Reserve. There is no
documentation concerning their use or effectiveness. It is recommended that a simple
study be conducted to determine their effectiveness as a security measure in the Reserve.
If they are found to be effective, they may eliminate or decrease the need for trail patrols.
If they are found to be ineffective, it may be desirable, although impractical, to remove

them.

Reporting Concerns
Visitor surveys showed that frequent visitors appreciated the opportunity to
express their concerns. Since they use the Reserve on a weekly basis, they have a strong
interest in its management and maintenance. There should be a convenient and nonthreatening way for visitors to report their concerns or comments. Providing comment
cards and boxes (and pencils) at trailheads or adjacent to trail benches may be the most
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convenient method for trail users. A comment box could also be provided in the Visitor
Center.

Maintenance of Boardwalks
Interviews with trail users showed that the condition of the boardwalks was a safety
concern. Visitors seemed to readily notice repair needs. They also perceived the primitive,
two-plank boardwalks as being unsturdy and dangerous. Although the two-plank
boardwalks are meant to keep the trail more primitive than the others, visitors perceive
them to be a hazard. A supposition is that they do not realize that the trail is meant to be
more primitive than the others. There are several options for accommodating the visitors'
concerns:
♦

The trail segment could be given a name that implies its primitive state.
Perhaps trail users would then be more accepting/ appreciative of the simple
plank boardwalk.
♦

Caution signs could be posted at both ends of the boardwalks to set the
visitors' expectations.
♦

The boardwalks could be slightly widened by using either two planks that
are wider than the present ones , or making them three planks wide.

♦

A handrail could be constructed along one side of the boardwalks. This may
aid those on foot and discourage those on bike, although it could cause bikers to
create a new trail parallel to the boardwalk.

At the least, the trails and boardwalks should be regularly monitored for maintenance needs. Repairs should be taken care of as soon as possible.
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Outreach and Advertising

Advertising the Visitor Center
Word-of-mouth was identified in the surveys as being the primary media that drew
people to the Visitor Center. This implies that every opportunity to make a positive
impression on visitors is very important. In many cases, happy visitors are very valuable
advertisements. This should be emphasized to Reserve staff.
Signs were also media that often drew people to the Visitor Center. Signing routes
to the Visitor Center as shown on Figure 5.1 and described in the "Orientation to the Site"
section will make finding the Visitor Center much easier for first-time visitors. Residents
will also be reminded of the Reserve without having to drive right past it.
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Advertising Interpretive Programs
It appears that advertising for the interpretive programs with brochures and fliers
is adequate. Audiences range in size from ten to forty. Forty people is about the maximum

number desired for the size of the program room. Programs with attractive interpretive
topics are generally well-attended. Many times, if the audience is small, it is related to low
interest in the topic of the program.

Advertising Targeted at Motel Customers
Brochures were identified by motel customers surveyed as the media they most
frequently use to find out about local attractions and events. All of the motels have
brochure racks in their lobbies, therefore it would be convenient for them to display
brochures about the Wisconsin Conservation Hall of Fame and the Schmeeckle Reserve. A
high quality, multi-colored brochure should be designed that shows the unique features of
the Reserve.
Creating display panels for the motels has been discussed, however, most of the
motels have limitations on what they can display in their lobbies and at their service desks.
They have brochure racks that provide all of the tourist information they handle. Sometimes the racks are owned by a tourism company, so local fliers and brochures, such as the
Reserve's, need to be placed in a separate area. Such is the case at the Road Star Inn.

Advertising Targeted at Stevens Point Residents
Viewing wildlife, using trails and viewing exhibits was very appealing to Stevens
Point residents interviewed over the telephone. Shopping at The Browse Shop may not
have seemed appealing because of the difficulty in describing in words what The Browse
Shop carries. In general, residents come to the Reserve infrequently. However, newspaper
articles and radio announcements that capitalize on viewing wildlife, using the Reserve's
trails and viewing exhibits should be used periodically to maintain support for the Reserve
and to invite residents to use it.
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Display in the North Point Mall
The Stevens Point Area Visitors and Convention Bureau is interested in including
the Schmeeckle Reserve in its display of pictures and brochures in the mall. The Reserve
should pursue this easy way to advertise and should consider arranging to have a more
detailed display of its own in the mall.

One Hundred Marketing Techniques
There are unlimited ways that businesses and non-profit organizations use marketing methods to mutually benefit their customers and themselves. Appendix S lists and
describes one-hundred marketing techniques given in "Writing and Implementing a
Marketing Plan" by Dr. Richard F. Gerson (1991). Many of the techniques are simple and
are already being used by the Reserve, but many more could be used. The list is provided
to serve as a brain-storming tool for marketing possibilities to enhance visitor services at
the Schmeeckle Reserve. To expand the Reserve's marketing program beyond the specific
recommendations here, each month one new technique should be picked from Appendix
S and implemented.

95

User Concerns About Natural Resource Management
The highest priority of the Schmeeckle Reserve is preservation of the natural area.
Concerns were expressed by a UWSP student organization and several College of Natural
Resources professors about vegetation preservation and management.

Vegetation Management
A vegetation management plan is needed for the entire Reserve. Much of the area
is farmland reverting back to forest, but there is also a considerable amount of wetland.
Although the land has long been impacted by human activity, the vegetation can be
managed to enhance the ecological integrity of the area. Several exotic plant species (i.e.
buckthom) have become well-established in the Reserve. Objectives need to be developed
for vegetation management and emphasis should be placed on using and promoting
natural processes, such as fire and flooding, to achieve the desired effects. Such an
emphasis would fit the holistic "ecosystem management" approach, which also considers
the human dimensions of natural resource management (resource consumption, recreation, education, etc.).
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White-tailed Deer
In managing vegetation, the high density of white-tailed deer in the Reserve cannot
be ignored. The impacts of their browsing will need to be analyzed and methods to control
or suppress this population may need to be considered. Public participation and education
should be included in the decision making process for any management actions taken, as has
been shown in several urban deer controversies in Illinois and Iowa (pers. comm. Fish and
MacDonald 1994, Girard et. al. 1993).

Conclusion
This project has provided baseline market information about users and potential
users of the Schmeeckle Reserve. It has shown that Visitor Center users are largely out-oftown visitors who seek orientation and information, whereas trail users are primarily UWSP
students and Stevens Point residents who seek a recreational or leisure experience. Surveys
showed that trail users were concerned about pedestrian and bicycler conflicts, the "No
Dogs" policy being violated, safety for women in the Reserve alone, and the condition of
certain boardwalks and trail segments. Many trail users were either unaware that the
Reserve is closed from dusk to dawn, or chose to disobey the signs. They also wondered why
swimming is not allowed in the lake.
For the most part, outreach and advertising is adequate for the Reserve and its
programs. However, there is urgent need for the development of a high-quality, general
Schmeeckle Reserve brochure and updated brochures for the Wisconsin Conservation Hall
of Fame and Green Circle. In addition, increased directional signage leading from the main
highways to the Reserve should raise community awareness, as well as direct out-of-town
visitors to the Reserve. Numerous other simple marketing techniques are provided in
Appendix 0.
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Through survey results and associated recommendations, this document provides
direction for visitor-oriented planning and development of facilities and services. Since the
Reserve is constantly changing, visitor research should be continued and integrated into
the on-going management of the Reserve.
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Appendix A
Definitions of Terms
Visitor Services: A service is an activity that has value (provided that it is designed
with customer needs/ wants in mind) to the buyer, as opposed to an object, thing, or device
(Goonroos, 1983). Services can be experienced, but not possessed; there is no transfer of
ownership to the consumer/participant (Mahoney, 1990). Services assist visitors to fulfill
their expectations or enhance the experience they are pursuing. Examples of visitor
services include offering informative brochures about the site or local attractions, having
hosts available to answer questions, displaying exhibits, providing directional signs,
maximizing accessiblity to facilities, etc.
Schmeeckle Reserve: A 200 acre nature preserve affiliated with the University of
Wisconsin- Stevens Point (UWSP). It is named after Professor Fred Schmeeckle, founder
of the conservation education program at UWSP.
Wisconsin Conservation Hall of Fame: A building and organization dedicated to
educating visitors about the history of natural resource conservation in Wisconsin, and
commemorating individuals who have played a significant role in resource conservation
in Wisconsin.
Green Circle: A walking and hiking trail forming a 24 mile loop around Stevens
Point and portions of surrounding communities.
Schmeeckle Reserve Facilities: The indoor and outdoor recreational, educational
and interpretive facilities located in the 200 acres known as the Schmeeckle Reserve. This
includes the Reserve's four miles of trails plus the one mile segment of the Green Circle Trail
which crosses the Reserve, a shelter building, the Schmeeckle Reserve Visitor Center
(information and interpretive sales area), and the Wisconsin Conservation Hall of Fame
addition (restrooms, exhibit hall, meeting room, and Hall of Fame gallery).
Marketing: The management action and strategy by which an organization
facilitates exchange relations with its various markets and publics. It is a total system of
business activities designed to plan, price, promote and distribute those goods and services
that will satisfythe wants of present and potential customers (Chiat, 1987).
Target Market: The market segment or user group on which marketing efforts are
concentrated. Target marketing is a decision process to find a market(s) that: a) is (are)
consistent with the organization's mission, objectives and capabilities; and b) the organization can reasonably expect to attract and satisfy (Mahoney, 1990).
Interpretation: As defined by Freeman Tilden - interpretation is "an educational
activity which aims to reveal meanings and relationships through the use of original
objects, by firsthand experience, and by illustrative media, rather than simply to communicate factual information."
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AppendixB
Charter Member Organizations of The
Wisconsin Conservation Hall of Fame
American Water Resources Association (Wisconsin Section)
Dane County Conservation League
Musky Clubs Alliance of Wisconsin, Inc.
Sierra Club - John Muir Chapter
Society of American Foresters (Wisconsin Chapter)
Soil Conservation Society of America (Wisconsin Chapter)
The Izaak Walton League (Wisconsin Chapter)
The Wildlife Society (Wisconsin Chapter)
Wisconsin Association for Environmental Education
Wisconsin Audubon Council, Inc.
Wisconsin Bowhunters Association
Wisconsin Conservation Congress
Wisconsin Land Conservation Association
Wisconsin Parks and Recreation Association
Wisconsin State AFL-CIO Conservation Committee
Wisconsin Wildlife Federation
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Appendix C
Recreation Interest Survey Administered to Motel Customers

Recreation Interest Survey
This survey is being conducted by the University of Wisconsin-Stevens Point. with the cooperation of your motel. It
will provide information helpful in planning and developing recreational facilities within walking distance of your
motel. There will be no fee for using these facilities. Please help us to accommodate you better by answering the 11
questions below. Upon completing this survey, please return it to the motel receptionist so that you can receive
a $1.00 discount coupon for a breakfast or dinner at Country Kitchen! Thank you!

Very

Your Level of Interest
Very

Him

Him

Lm!

Lml'.

0

0

0

0

2. Attending a naturalist's program?--------------------··- □

p

0

0

0

3. Purchasing a unique gift with natural
history .9r other local significance? ---------------· □

0

0

0

0

0
0
0
0
0
0

0
0
0
0
0
0

0

0
0
0
0

Are you interested in;

1. Viewing wildlife, forestry, and
other natural resource exhibits? -----------··----- □

4. Using nearby trails for:
hiking--·------------------------------- □

-··--···------·--------------------O

biking ________________________________
jogging

□

X-country skiing ------------------------- □
watching wildlife---------------------- □
relaxing------------------------------- □

a
a
0
0
0

5. Why are you visiting Stevens Point? (Please check 1 answer}
0 Attending a convention or conference
0 Spouse is attending a convention or conference
0 Business
0 Vacationing in Stevens Point
0 Enroute to other destination
0 Other, please specify_ _ _ _ _ _ _ __
6. How long are you staying? _ _ _ nights
7. Where are you from? _ _ _ _ _ _ _ _ _ _(.city) _ _ _ _ _ _ _ _ _ (state)

8. What source do you most often use to find out about local attractions, events, or facilities?
(Please check 1 answer)
D Motel staff
0 Brochures provided in motel lobby
D Chamber of Commerce
D Telephone book
0 TV in your motel room
D Advertisements on signs
D Other, please specify_ _ _ _ _ _ _ _ _ _ _ _ _ _ __
9. Are you travelling._ (Please check all that apply)
D alone
O as a couple
O as a family
O with friends
D other, please specify_ _ _ _ _ _ _ _ _ _ _ _ __
10. Your age:
0 18-30 years old
0 31-40 years old
11. Your gender: 0 Female

0 41-50 years old
0 51-60 years old

0 61-70 years old
0 71 or more years old

□ Male
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AppendixE
Data Forms for 'ftail User Interviews and Counts

1. Are you a: Stevens Point resident
UWSP student Out of town visitor
If out of town visitor, complete A-D:
A. Where are you from? _________(city), ______(state)
B. Are you staying at one of the nearby hotels? (specify)_ _ _ _ _ _ _ __
C. How long are you staying? _ _ _ _nights
D. Why are you visiting Stevens Point? _ _ _ _ _ _ _ _ _ _ _ _ _ __
2. How much time do you plan to spend in the Schmeeckle Reserve today?___hrs.

3. Ha-ve you ever been to the Schmeeckle Reserve before? __Yes (go to 4) _ _No

A. From what source did you find out about the Reserve?
__brochure
__newspaper
__poster
__motel staff
__other, please specify _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
(Go to 5)
4. About how many times have you visited the Reserve in the last month?_ __
A. Is that typical for you year round, or do you use the Reserve seasonally?
Circle one:
Year round
Seasonally
Comments:_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
B. What do you most often come to the Reserve to do?
Circle one:
Casually walk
Walk/Jog/Run for exercise
Bike Watch/Photo Nature
X-country Ski Sit and relax
Other, please specify_ _ _ _ _ _ _ __
C. Have you ever been inside the Visitor Center? __Yes __No
Can you tell me the reason you were there?_ _ _ _ _ _ _ _ _ _ _ __
5. Do you have any concerns that you want the Reserve staff to know about?_ _ __

6. In your opinion, is the level of trail use in the Reserve: (circle one)
A. Too low
B. Just right
C. Too high

Thank you!!
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Approximate Age: _ _ __

Sex: __Male __Female

Activity: __Casual Walking __Aerobic Walking/Running/Jogging __ Biking
__Sitting and Relaxing
__Watching/Photographing Nature
__Other (specify) _ _ _ _ _ _ _ _ _ __

Date:._-_-_ _ Day of Week:

Sun

Mon

Tues

Wed

Thurs

Fri

Sat

Time:. _ _ _ __

Location (circle one):

Lake

Weather (circle one):

Sunny

Shelter Building
Partly Sunny

Cloudy

Temperature: _ _ _ _ __
Surveyor's Name: _ _ _ _ _ _ _ _ _ _ _ _ __
Surveyor's Comments:
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Other:._ _ _ _ _ __
Rainy

Schmeeckle Reserve
Visitor Count/Activity Record
Date: _ _ _ _ __

Day of Week (circle one): Su M Tu W Th F Sa

Surveyor's Name: _ _ _ _ _ _ _ _ _ _ _ __
Sunny

Weather (circle one):
Start time: _ _ __

Partly Sunny

Temperature:_ _ _ __
Cloudy

Rainy

End time:_____ Location:_ _ _ _ _ _ _ _ __

•A= alone P= pair G= more than two. For G, record number of people in group and circle it.

First
Hour

Second
Hour

A
Casuaf walking

p
G

A
Aerobic walking,
running or jogging

p
G

A
Biking

Watching or
photographing nature
(has blnocs or camera)

p
G

A
p
G

X-country

A
p

Skiing

G

Sitting on bench

A
p
G

Other

A
p

(specify)

G

Totals
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Third
Hour

Totals

Appendix F
Trail Survey Comments
Negative Bike-Related Concerns and Comments
Survey#

Comments

2.

Please keep the bikes out.

5.

Bikers make big ruts.

17, 18

Kids on bikes go too fast.

22.

Mountain bikers should be restricted. They really tear things up. There are
several other qptions for them nearby, but no otlier running paths quite like
these (soft surface).

24.

Bikes chew up the trails, otherwise everything is great!

34.

Bikers are disturbing.

40.

Make signs to ask bikers to stay on trails.

58.

Mountain bikers tear up the trails.

129.

There are some blind comers - bikers may hit me.

137,138.

Don't like bikers on the trails nor dogs.

141,142.

Bikers make ruts in the trails.

143.

Control the monster bikers.

164,165.

Make "no bikes" more direct.

179.

No mountain bikes should be allowed.

186.

Bikers are a problem.

210.

Too many bikers.

213.

Sometimes there are fast bikers.

238,239.

I have to watch out for bikes.
Make separate bike trails.

292,293.

Bikers P.OSe a problem, but we shouldn't cut down on their fun. Maybe some
bike trails should be constructed.

303.

Bikes cause problems for hikers.
Bikes make ruts.

304.

Bikes.

315.

There are bike ruts around the lake.

345,346.

Fast bikers.

348.

There should be less mountain biking or no mountain biking.

360.

Bikers go too fast, but shouldn't be totally prohibited.

402

Concerned about bikes on the trails and kids roaming.

416

Fast bikers are not considerate of walkers.

422,423

Bikers tear up paths and run people over. Some don't have any consideration
for walkers.

485

Trails are rutted from bikers.

487

There are too many bikers, make a specific bike trail.

Positive Bike-Related Comments
Survey#

Comments

83.

A mountain bike race would be nice.

162,163.

Want bikes to be allowed on the Green Circle Trail coming through here.

208.

Concerned that the S. R. will become closed to bikers altogether.

243,244.

Don't ban biking.

306.

Bark is not good for biking.
Construct special bike trails.

308,309.

Steep bank by Michigan Ave. is not good for bikes and 2' drop off on
boardwalks 1s dangerous for bikers.

349.

Where are bikes allowed?

381,382,383.

Biking should be allowed, perhaps just change the rules.

486

Don't limit bikers.

531

Good policy on bikes.

Pollution and Litter-Related Comments and Concerns
1.

Too much traffic noise pollution.

147.

Good job of picking up garbage.

252,253.

Runoff from the Kmart parking lot is turning the water orange.

301,302.

Litter needs to be picked up.

360.

More garbage cans are needed.

414,415

More trash cans are needed.

Fish-Related Comments and Concerns
2.

Implement a catch and release policy for fishing.

4.

Stock good fish.

116,117

More fish.

147.

Great fishing spot. Cau_g_ht a 17' and 18" largemouth bass only three casts
apart arouna August 29fu.
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Swimming-Related Concerns and Comments
Survey#

Comments

4.

Allow swimming.

55,56

Don't like do~s and people swimming, but it doesn't seem to have been a
problem lately.

59.

Wants swimming allowed.

60.

Wants swimming allowed.

76.

Consider.allowing an_officially d~signated swimming hour. Perhaps one in
the morrung and one m the evenmg.

%.

Why can't people swim in the lake?

108,109

Why can't we swim here?

127.

Why can't I swim here?

351,352.

Glad there's no swimming and its maintained as a preserve.

443

Why is the lake closed to swimming?

Closing Time-Related Concerns and Comments
143.

Would like to be able to come here at night.

254.

There's no place to look at the stars because S. R. is closed after dusk.

453

Would like the Reserve trails to be o,pen after dusk

Dog-Related Comments and Concerns
17,18

Dogs are usually on leashes, so that's ok.

55,56

Don't like dogs and people swimming, but it
doesn't seemlo have been a problem lately.

128.

Would like dogs to be allowed.

137,138.

Don't like bikers on the trails nor dogs.

164,165.

Post more "no dogs" signs. Enforce it more.
Make "no bikes" more aired.

171,172.

People run dogs here even though there are signs. Enforce it better.

345,346.

There are dogs here once in a while.

413

Dogs swimming in the lake.

485

Upset by a dog on the trails.

506,507

Would like dogs to be allowed
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General Trail-Related Comments and Concerns
Survey #
76.

Comments
Leave the Trail of Reflections as it is, but put an accessible strip along the side

if necessary.

93.

What trails will be blacktopped and lit?

136.

Likes bark better than gravel trails.

160.

Don't pave all the trails.

226.

Do not light the trails, but allow people to come here after dusk, as long as
they are respectful.

285,286,287.

What trails are going to be paved?
How many new tratls are going to be blazed?

305.

Don't pave trails.

306.

Bark is not good for biking.
Construct special bike trails.

Positive Trail-Related Comments
21.

Trails are great - the mud is part of exercising.

14.

Just keep the paths good for running.

49.

The trail was bad, but now its good.

76.

This is the best place in town to jog because of the soft bark surface.

85, 86

Great place to jog.

149.

I like the Green Circle Trail addition even though its not done yet.

184,185.

We like the signs and the fitness trail.

226.

Gravel and wood chip trails are good.

294.

Fantastic trails.

403,404

Paths are in good shape.

532

Wood chips are good.

Security-Related Comments and Concerns
19,20.

She wouldn't feel safe coming here alone.

59.

Is S.R. safe for lone women?

85, 86

Beef -up the g_arbage patrol and night security because over-night vandelism
is evident in rhe morning. (Benches pulled out of the ground, etc.)

89.

More security is needed at night.

153,154.

Would like to see more presence of the securicy, so that females can come here
alone - perhaps employees should patrol the trails.

351,352.

Concerned about secuity, especially for women.

416

Security for women.

427,428

Put small lights along the trail to light the way and make it safer at night.
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Negative Trail-Related Comments
Comments

Survey #
2.

Paths are getting wider and wider.

5.

Have gravel or vegetation in the woods where mud is a problem.

8.

Don't use gravel. Its too noisy.

19, 20

Shovel or groom trails in the winter.

33.

Some muddy spots.

36.

Fill wet spots more quickly

45.

I think the trails need fill in the muddy areas.

55,56

More bark is needed on the trails to prevent mud problems.

141,142.

Put more wood chips in the wet spots.

161.

Don't use crushed granite on the trails, its noisy and not as nice as bark.
The granite trails are too wide.

197.

In spring the trails are muddy.

226.

Don't make anymore trails. There are too many.

294.

More distinction needed on trails for bikers and walkers to avoid conflicts.

308,309.

Steep bank by Michigan Ave. is not good for bikes and 2' drop off on
boardwalks 1s dangerous for bikers.

313.

Mud

348

Would like fewer trails, there are too many here now.

384,385.

Don't like the mud.

436

Need more wood chips

440

Some trails are too mucky!

Boardwalk-Related Comments and Concerns
26.

Boardwalks get slippery when wet.

52.

Bridges are slippery for bikes.

70, 71.

Two-plank boardwalks are dangerous for running.

72.

Two-plank boardwalks are hard to run on.

308,309.

Steep bank by Michigan Ave. is not good for bikes and 2' drop off on
boardwalks 1s dangerous for bikers.

312.

Boardwalks need work.

316.

The 2-plank board walks need work.
Need more board walks for the wet spots.

398,399

Boards on the trail to the Visitor Center wabble.

442

Boardwalk from Reflections trail to the lake trail seem pretty weak.

508,509

The single plank trail is dangerous and unsturdy.
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General Positive Comments
Survey#

Comments

2.

Keep S.R. as natural as possible, don't turn it into a park.

8.

Daily ritual of walking through S.R. is like church for her.

68, 69.

We are impressed.

73, 74.

UWSP should fund it more.

80.

Just keep it as natural as possible.

81.

~eep_ up the good work. There's not much you can do about vandelism and
httenng.

82.

It's beautiful.

87.

Appreciates the uniqueness of the facility- a natural area in the city.

98.

I like it here.

100.

Don't change it.

131.

Its nice the way it is.

240.

Its nice and fun here.

259.

Keep up the good work.

298.

Don't change.

366,367.

We like to come out here.

409,410

Nice.

411,412

Well managed, kept up nice.

424

Keep it the way it is.

430,431

Very nice

533

Very nice.

457

Its great!

476

Enjoy it.

494

Well kept.

506,507

We are impressed

.
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Miscellaneous Concerns and Comments
Survey#

Comments

6.

During the 1992 deer season, there were bow hunters in the woods.
Keep the ATVs out. (the hunters probably had an ATV)

7.

Don't put up a fence around it.

63.

I hope it never gets purchased by developers.

76.

Consider allowing an officially designated swimming hour. Perhaps one in
the evening and one in the evening.

83.

My kids won't come here in the summer because the mosquitoes are too bad.

128.

I want to see more wildlife.

133,134,135.

Want more wildlife.

160.

Don't pave all the trails.

162,163.

Make the S.R. larger by buying land to the east.

182,183.

We saw people jumping on the boardwalks, trying to break them.

190.

Would like to see a management plan developed to control the wild buck
thorn that is filling in the wetlands.

227.

Don't put up any lights or cement.

274.

Not enough publicity about S. R.

289.

Fix the swing by the pond.

297.

Around 10-1-?3~a police car was pulled up into S. R. clocking cars by the
curve on Mana ur.

361,362.

New map is needed on the brochure. This one is not specific enough.

389,380.

Keep the SPASH students out of here at night.

387

Keep it wild

401

Need a few more signs.

486

Hope there won't be any construction.

510

Don't pave the trails.

515

Don't pave the paths.

517

Concerned about radio collars.

521

When is the visitor center open?
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Appendix G
Home Towns of Visitor Center Guests
Code Home City & State
Waukesha
1
Milwaukee
2
Wisconsin Dells
3
Stevens Point
4
5
Madison
6
Custer
7
Hartland
8
Wisconsin Rapids
9
Manhattan Beach, CA
Greenwood
10
Racine
11
12
Plainfield
Two Rivers
13
14
Jackson
15
Sheboygan
16
Burlington
Elm Grove
17
18
Merrillan
West Allis
19
20
Appleton
21
Arcadia
Glenwood City
22
St. Paul
23
24
La Crosse
25
Menasha
Kaukauna
26
Rhinelander
27
28
Springfield, IL
Beaver Dam
29
Mosinee
30
Schofield
31
Watertown
32
Corvalis, OR
33
Orland Park, IL
34
Wausau
35
Plover
36
Wauwautosa
37
Brookings, SD
38
Vallodilid, Spain
39
40
Neenah
Tallahasse,
FL
41

Code Home City & State
42
Cold Spring, MN
43
Greenleaf
Shawano
44
Green Bay
45
Hancock
46
Rosholt
47
Wautoma
48
49
Bancroft
50
Springfield, OH
Aurora, IL
51
52
Oconto
Amherst
53
54
Stanley
55
Minneapolis, MN
56
De Pere
57
Rib Mountain
Rio
58
59
Jacksonville, IL
60
Malone
61
Cedarburg
62
Seymore
63
Kenosha
64
Fond du Lac
65
Sauk City
66
Chippewa Falls
67
Beloit
68
Tomahawk
69
Rhinelander
70
Herbster
71
Mapleton, MN
72
Kasson,MN
73
Manitowoc
74
Pickerel
75
Jefferson
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P{ease ~gister

•••••••••••••••••••

Your Name

Full Address

Number of
people in
your group

How did you
find out about
this program?

Are you on
our mailing
list?

Would you like
to be on our
mailing list?

>

-00

-

Appendix I
Telephone Interview Form for UWSP Student Survey
and Survey Summary Record

1. Have you ever been to the Schmeeckle Reserve? _ _Yes

__No (go to question 5)

2. What one thing do you most often come to the Reserve to do?(don 'tread the list, let them
offer an answer)
___Jog
__Walk for exercise
__Walk to relax
__Observe/photograph nature
__Class
__Fish
__Work at visitor center
__Attend programs
__Other,specify_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __

3. When the weather is appropriate for (activity stated above), approximately how many
times per month do you visit the Reserve?_ _ _ _ __
4. Do you have any concerns or comments that you would like the Reserve staff to know

about?_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __

5. Are you aware that the Schmeeckle Reserve is funded, in part, by UWSP student fees?

Yes _ _ _ _ No_ _ _ __

6. As a matter of fact, about $2.25 of your student activity fee has been allocated for the
Schmeeckle Reserve this up-coming year. (totalling $18,513) Are you: (circle one)

Supportive

or

Unsupportive

of $2.25 of your student activity fee being used to fund the Schmeeckle Reserve?

,,1~\l)
}~

••••••••••••••••••••••••••••••••••••

Alright, that concludes the survey! Thank you very much for your time
and cooperation!
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VID = Very Important Data!!
Name _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ Sex:

Male

Female

Unknown

Phone#_ _ _ _ _ _ _ _ _ _ _ _ _ __ Major__ Class: F Soph J Sen Gr
Location:

On Campus

Off Campus

Hello! Is ________ there? ( If no, ask when would be a good time for you to get
a hold of him/her.... and record it below!)
This is _ _ _ _ _ from the Schmeeckle Reserve. I am calling to ask you a few short
questions as part of a campus-wide survey pertaining to the Schmeeckle Reserve. Your
name was randomly selected from the campus directory. Would you mind taking 2
minutes to answer 6 simple questions? If YES, say: ok- thank you!(And flip this sheet for

the survey questions)
If NO, nicely try to persuade them to cooperate.

Call Status
Dav (M,T,W,R)

Your Initials

Time

Result of Call

Abbreviations for call results:
C = Interview Completed! Hip-Hip-Hooray!
NA = No Answer
NH = Not Home (what is good time to call back?)
R = Refused (why?)
PC = Partially complete (why?)
WN = Wrong Number

Wants to be mailed the results of this survey ,
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UWSP Student Telephone Survey Record
Monday, March 7, 1994
Deb Yarrnark
Colleeen Page
Heather Vasby
Jennifer Frie

5:30pm - 9:00 pm
70 successful surveys completed

Tuesday, March 8. 1994
DebYarmark
Heather Vasby
Jennifer Frie
Carol Strojny

6:00pm - 9:00pm
63 successful surveys completed

Colleen Page during the day at Schmeeckle:
Wednesday. March 9, 1994
Deb Yarmark
Heather Vasby
Jennifer Frie
Dan Evelsizer
Colleen Page

2 successful surveys completed

15successfulsurveys completed 9:lSam-11:00am
6:00pm - 9:00pm
64 successful surveys completed

Thursday, March 10, 1994
Deb Yarrnark

10:30am - 4:00pm
17 successful surveys completed

Friday. March 11, 1994
Heather Vasby

10:00am - 12:30pm
16 successful surveys completed

Colleen Page

12:00pm - 4:00pm
14 successful surveys completed

60.25 Hours Labor

261 Successful Surveys Total

Call Success Rate

261 Successful Surveys
130 Dead-end numbers
126 No answer, not home
517 Names Selected

412 Attempts= 63% success
195 Attempts
381 Attempts
988 Attempts ( 261/988 = 26% success)

Comment: Judging from this survey, 25% of the student listings in the Campus Directory are wrong!!!
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Appendix J
Guidelines for Telephone Interviewers
Taken from Dillman'sMail and Telephone Surveys -The Total Design Method,
1978.

RULEBOOK
A. Before you start, be sure...
1. To post this "Rule Book" and "What the Respondent Might Like to

Know" in front of you.
2. To look through names in your telephone book; if you know
anyone, have even heard of them, give that questionnaire back to the
supervisor.
3. You have three sharpened pencils with erasers.
B. Who to talk to:
Avoid going through enumeration process with person who is not the target
person. Ask when he/she will return and tell them you will call back.
C. The interview: Be sure ...
1. To mark the time you make the call.

2. To read questions precisely as written.
As you know even a single word can drastically change the meaning of
a question for respondents. Attempts to interpret the question in
response to a respondent's query frequently does the same thing. Key
phrases you might use to respond to the question of "What do you
mean?"
- It's important that the question be answered as best you can in
terms of the way it's stated, maybe I could read it to you again.
- I will write down the concern (or qualification) you just
mentioned so it will be taken into account in the
analysis.
3. The respondent misunderstands the question.
It's very easy for respondents to miss a word or two, that is crucial to
the meaning of the question. Sometimes they are embarrassed to admit
that they didn't quite understand. If you suspect a question has been
misunderstood do not tell the respondent that you think he
misunderstood, these responses may be of help.
- Could I reread the question and the answer I've written down
just to be sure I have everything you wanted to say.
- I think I may not have read the question correctly, so, may I
read it again to be sure.
4. Use neutral probes as needed.
When you are in doubt about how to interpret the respondent's answer
or what it means, Debbie will be in even greater doubt. Probe until you
are sure. But, do it neutrally. A statement like, " Then what you really
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mean is ... " does not convey neutrality.
Before accepting an answer of "I don't know," be sure to probe.
Respondents frequently use that phrase in a way that says, "I'm
thinking!"
Some examples of probes you might use:
- Yes, I see, (or) Uh-huh, stated in an expectant manner and
followed by a pause.
- Could you be a little more specific?
- I'm not sure I'm entirely clear about what you mean. Could you
explain it a little more?
- Could I read back what I have written down to be sure I have
exactly what you wanted to say?
5. Write down everything.
If a respondent qualifies an answer, or if a comment (probe) you offer
stimulates a new response, write it down. Attempt to get it in verbatim
form. Remember if your handwriting· is poor you may need to rewrite
answers after interviews. Therefore, don't waste space by writing in
the answer while on the telephone.

6. If a respondent becomes incensed, uses abusive language, etc., be nice! Do
not hang up! Keep cool!
This is not likely to happen. If it does, be patient. Maybe the person has
had a bad day. Some responses that might help:
- Yes, I see. Uh-huh.
- Yes, I understand you do not feel quite strongly about this
matter. But, we really do need the information.
If all else fails, wait for the opportunity to say something to this effect:

- I think I understand your feelings, and your not wanting to
complete the interview. But, thank you very much anyway.
Good bye.
D. When you hang up:
1. Immediately go over every single answer to make sure it was done
correctly. Rewrite answers to open-ended questions which you even suspect
might be illegible.
2. Put questionnaire on appropriate pile: "COMPLETE" or "NEED TO CAll BACK"
E. When you are done for the night:

1. Take note of the hours you worked
F. After you have left:
We have an obligation to respondent's to keep their interviews confidential.
We feel very strongly that this obligation should be honored. Therefore,
please do not tell anyone the substance of any interview or part of an
interview, no matter how fascinating or interesting it was. Also, please avoid
giving your own summary or findings. Just because 90% of your respondents
feel a certain way does not mean that 90% of everyone else feels the same way.
Confidentiality is essential. Please help us maintain the reputation
we
have established for protecting the anonymity of respondents
and honestly
analyzing and reporting data. If you want a copy of results from this survey,
let Debbie know and she will be sure to get you them just as soon as they
become available.
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POSSIBLE ANSWERS TO REFUSALS ...

Reason
Too busy

Your possible response
This will only take 2-3 minutes.
Sorry to have caught you at a bad
time. I would be happy to call back.
When would be a good time for me
to call you this week?

Bad health

I'm sorry to hear that. Have you
been sick long? Would it be okay
for me to call you again in a few
days? (Only if illness isn't serious or
long term)

Don't know enough about it

The questions are very simple and
one reason for the survey is to see
what people do and do not know
about Schmeeckle.

Not interested

It's very important for us to get
responses from everyone in the
sample. Otherwise, the results won't
be very useful.

Objects to surveys

This survey is important because
part of your student fee supports
the Schmeekle Reserve.

Objects to telephone surveys

We are doing this survey by
telephone because of the large
sample size (400) and speed that we
can accomplish it.
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What respondents may ask about this study...
Who is sponsoring this study?
The Schmeeckle Reserve.
What is the purpose of this study?
A similar study was done in the l 9801s. We are trying to update the data
nowas part of a market analysis for the Reserve.
Who is the person responsible for the study?
Debbie Yarmark, the graduate student conducting the market analysis for the
Reserve is responsible. She may be contacted during the day at 346-4992.
How did you get my name and number?
Your name was randimly selectedfrom the campus (or Stevens Point)
telephone directory.
How many people are you interviewing?
400

Do you want to interview my roommate?
No thank you. This is a random survey and only your name was selected.
Do you want to interview me even though I was interviewed on the trails last
fall?
Yes.
Are my responses confidential?
Definitely!

Can I get a copy of the results?
Yes. They will be available the end of April of beginning of May.
Should we mail them to you? (If yes, record it on the data sheet)
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Appendix K
UWSP Telephone Survey Comments
Positive General Comments
Survey#

Comments and Concerns Expressed

14

5.R. is well maintained.

32

I like it. You do a good job of keeping it up.

37

Nice place

40

Good job

49

Its fantastic!

64

Wants S.R. to remain a green ~ace.
R~allY. glad its ~e~e - grew up ftere and have always come to the S.R.
Like 1t Ille way 1t 1s.

84

Nice place, nice and quiet.

88

Keep the trails in good shape!

98

Great area.

105

Really enjoy it - its nice and clean. Feels like its a safe environment.

111

Enjoys the natural surroundings.

145

Very impressive (Reflections Trail, swing by the pond, etc.)

148

It is a beautiful place, great that we have it.

151

Everything else about S. R. is very positive!

152

Keep it up, its great! I like it, "no one can take it away from me."

153

Keep up the good work - like it alot.

157

Its pretty good.

172

Doing a good job!

177

Its wonderful.

193

Well maintained.

197

Really enjoy it - it's nice that its here.

201

Its a wonderful place to visit.

208

Keep up the good trails.
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Bike-Related Comments
Survey#

Comments and Concerns Expressed

10

Biking: Wishes for compromise for those who are resf>Onsible bikers. No
longer goes to S.R. to bike. Is willing to drive to bike elsewhere. Believes S.R.
took the easy way out.

42

Keep all the trails open to biking. Alot of people don't have time to walk
through S.R., so biking should oe on all trails.

76

Bikes tear up the trails.

99

Mountain biking off the trails is a concern.

158

I suggest that it is off-limits for biking when its really wet.

171

I don't like the mudholes from the bikes - I know that this has been an issue.

175

Mud and ruts from mountain bikes make it muddy.

Litter/Pollution-Related Comments
51

Noticed some litter on the trails.

64

Worried about pollution in the lake.

99

Pollution is a concern.

134

More trash barrels needed.

212

Garbage in areas (aclohilic beverage containers)

225

Garbage.

Security-Related Comments
8

There should be some kind of patrol. There are alot of "undesirables" in S.R.
at night.

30

Concern: Is it safe enough for her to be out there alone?

93

Concerned about safety for walking in the S.R. at night.

%

She would like to see some security on the trails toward the evening hours.

106

Michigan A venue is not real well lit at night for walkers on the sidewalk, plus
people drive so fast through there, its dangerous for people and deer.

129

Have heard of safety concerns from others walking at night.

148

Are there problems with safety? Try to keep it safe.

151

Safety at night: it would be wrong to put lights on the trails, although this
could be an issue. People are taking a risk smce its closed at dusk anyway.

242

Night security: concerned about at night when people get drunk and go into
the S.R. There is "rough-housing."

256

Need lights for at night.
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Negative Trail -Related Comments
Survey#

Comments and Concerns Expressed

22

Noticed some potholes on the trails.

72

Trails are not groomed very well for X-country skiing.

82

The bridges have a dip when meeting the ground - it needs to be more level.

102

The 2-plank board walks seem to be unsafe.

144

Maybe add more gravel on some walking trails - too soft and muddy.

181

More trails should be granite rather than bark. Its too wet in spring with the
bark. Raised crushed granite trails would be the best.

179

Would like more raised trails - ones with planks.

194

Need more trails.

229

Need more bark on the trails sometimes.
Doesn't like gravel.

237

The trails are too muddy to go jogging on sometimes.

Positive Trail-Related Comments
Survey#

Comments and Concerns Expressed

31

Its pice that there are some more improved (developed) and less improved
trails.

108

Keep up the trails.

134

Trails maintained well.

229

Comes to S.R. because of soft-surfaced trails.

245

lmP.ressed by the upkeep of the trails - especially when they've been freshly
mulched.
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Miscellaneous Comments
Survey#

Comments and Concerns Expressed

1

Strikes him odd to see Michigan Avenue run right through S.R.
Prospects for a salt kiln - deSigned by art professor seems to be detrimental
to the envrronment.

9

Programs for young people - need to make sure students (young people) are
free to attend - mal<e sure everybody is on break when they are gtven.

104

Browse Shop is a good idea.

123

Concerned about Sentry feeding deer.

124

Need places to sit.

147

Need more recreational events on the lake - such as swimming.

149

Promote activities involving youth (fishing, canoeing), programs that expose
y9uth and families to values of the S.R.
Need to connect the facility with the lake and trails- make it one system-use
it!

167

Preserve it as it is - keep the wetlands!

180

Would like to go swimming.

Signs, Publicity, and Rule-Related Comments
28

Have rules more clearly stated.

73

Maybe you should have more publicity for the S.R. I've lived here for 4 years
and don't think that many people know about it.

149

Need more P,Ublic awareness - its a beautiful place. More people should
know about it.
Need to be clearer about swimming rules, and that there are fish, etc.

238

She thinks there should be more si~s that direct towards the visitor center,
because not many people know that there is a building out there.
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AppendixL
Calling Area for Stevens Point Random Community Telephone Survey

N
Scale in Miles
0

I

I

1

2
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AppendixM
Summary Record for Stevens Point Random Community Telephone Survey

Stevens Point Random Telephone Survey
Summary
Monday, April 11. 1994

DebYarmark
Jennifer Frie
Carol Strojny

6:00pm - 9:00pm
58 successful surveys completed

Tuesday, April 12. 1994

DebYarmark

6:00pm - 8:15pm
20 successful surveys completed

Wednesday, April 13. 1994

DebYarmark

6:00pm - 9:00pm
27 successful surveys completed
105 surveys

14.25 hours labor

Call Success Rate

103
2
54
19
13

Usable surveys
Unusable surveys
Not home, no answer
Dead-end numbers
Refusals

( 103/191 = 54% Call Success )

191 Names selected

Comment Only one attempt was made to call each phone number. The two unusable
surveys result from one family that had recently moved and now have a Plover address,
and from an interview with a teenager - his parents didn't want to come to the phone.
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AppendixN
Data Forms for Stevens Point Random Community Telephone Survey

st,v,ras JPonll)l,t Commu,DU;y IeUeplh,cne survey
Name: _ _ _ _ _ _ _ _ _ _ _ _ __

Phone #:_ _ _ _ _ _ _ _ _ __

Address:._ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
Respondant's Gender: Male

Female

Hello! Is _ _ _ _ there? (Ifnot,ask, "lsthereanotheradultlivingtherewhomlcouldspeak
to?")
This is _______. rm a naturalist at the Schmeeckle Reserve and I'm calling people in the
Stevens Point area to find out if they use the Reserve and what they do there. Your household was
randomly selected from the telephone book. Would you mind taking 2 minutes to answer 10 short
questions?
If yes, say, "Ok, thank you!" (And flip this sheet over for the survey questions).
If no, nicely try to persuade them to cooperate.

Call Status

can result codes:
C = Interview Completed!

NA= No Answer
NH=NotHome

(when is a good time to call back?)
R = Refusal (why?)
PC = Partially Complete Interview
(why?)

WN = Wrong Number
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1.

Have you ever visited the Schmeeckle Reserve?
0 Yes 1,.- ---------- □ No 1,.-

la. What do you do while you're visiting
the Reserve?
_ 0 Casually walk
_ 0 Walk/jog/run for exercise
0 Bike
_ 0 Watch wildlife/nature
_ 0 Photograph nature
_ 0 X-country ski
0 Relax
0 Other _ _ _ _ _ _ _ _ __

la. Is there any specific reason why you don't
visit the Reserve?
0 Yes O No Ifyes,statewhy: _ _

lb. What would attract you to use the Reserve?

lb. Whichactivitydoyouparticipateinmost?

(Rank #1 above)
le. Do you use any of the parks or trails in
1c. On average, how many times per month

do you (activity ranked #1 above)? _ _
ld. Do you have any concerns or comments
you would like the R~erve staff to know
about? _ _ _ _ _ _ _ _ _ _ __

Stevens Point?
0 Yes O No Ifyes,ask, "Which ones?":
0 Bukolt
O Plover River
0 Goerke
O River Woods
0 Iverson
0 Koziczkowski
0 Mead
0 Zenoff
0 Morton
0 Green Circle
0 Vet.Mero.
□-----
0 Pfiffner /Pioneer □------

2. I am going to list 5 activities that are offered in the Schmeeckle Reserve. For each one, tell me
if participating in the activity appeals or does not appeal to you.

0
0
0
0
0

Yes, 0
Yes, 0
Yes, 0
Yes, 0
Yes, 0

No
No
No
No
No

Attending a naturalist program.
Shopping for or purchasing nature art, clothing, or books in our Browse Shop.
Viewing nature and conservation-related exhibits.
Using trails for recreation.
Viewing wildlife.

3. What would be the best way to keep you informed about these opportunities at the Reserve?
0 Mailings to your home/work (drcle which one)
0 Newspaper announcements
0 Posters (If yes, where _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
0 Radio announcements
Which station(s)_ _ _ _ _ _ _ _ _ _ _ _ _ _ __
0 Other_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __
4. How many people live in your household?_ __
5. How many of them are: Below 20 years of age?_• Between 21 and 40?_
Between 41 and 60?_
• Between 60 and 80?_

81+_

6. As far as you know, do any of the other people in your household use the Schmeeckle Reserve?
0 Yes O No
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Appendix 0
List of Student Organizations Surveyed
and Questionnaire

College of Natural Resources
Alliance for a Sustainable Earth
American Water Resources Association
Environmental Educators and Naturalists Association
Fire Science Center
American Fisheries Society
Izaak Walton League
Society of American Foresters
SETAC
SSA
SWCSA
The Wildlife Society
Wisconsin Parks and Recreation Association
Women in Natural Resources
Xi Sigma Pi

Biology Department
Genetica
Animal Pre-Vet Society
Marine Science Association
Microbiology Club
Pre-Med-Health Alliance
Tri-Beta
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A Survey of Student Organizations
_____ - Use of the Schmeeckle Reserve ~\
~

·,

~?~;,s.~~~~~~ f/1
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) .... - '·
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f

.. ·. [1

\

• ;

.ii

·

·'

. ---..:
_
.

To ass1St
. wit
. h p 1annmg
. an d management
of the Reserve, I would like to update the
record of projects and activities conducted
in the Reserve by student organizations.
Please take a few moments to complete this
questionnaire and return it by April 11,
1994, via campus mail to the Director of the
Reserve, Ron Zimmerman, CNR Your
cooperation is appreciated!

1. Has your organization used the Schmeeckle Reserve for any projects or activities within

the last year?
0 Yes (Please continue with the remainder of the survey.)
0 No (Thank you for your time. Please return this survey to Ron Zimmerman.)

2. Please list the projects or activities you've conducted in the Reserve within the last year,
the number of students involved in each project or activity, and total number of hours
spent in the Reserve working on the project or activity.
Project
T"l
lt e

Number of Students
Invove
1 d"mth e P ro1ect
.

Total Hours Spent in the
Reserve wit
. h"m t h e Last Year

3. Do you have any concerns or comments regarding your organization's use of the Reserve
or the Reserve's management? 0 Yes O No If yes, please elaborate: _ _ _ __

-+ -+ -+ -+ -+ -+ Please see the reverse side -+ -+ -+ -+ -+ -+
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4. Please indicate on this map (by circling or shading, etc.) the general areas of the Reserve
your organization uses for the projects/activities listed for survey question #2. Please
label the areas (A, B, C, etc.) and provide the information requested below.

---·· ...

~~!=~
Par~ing
1

,

I

!\

I:
i

/

I

Tnll

._ __ i:-..,,
'
!

·.

--,o~

Proiect Title

\,

'.·

.. ··-.

.. UWSI' Fmmdntion
Donut ion

I.

!L-""-'-'-'-'---'-"---,......
\

'

'

• I..A\\'COi\ Uound:u-~-

,.

,_,

\

:

~Fit
_ess.!rail
n.
•.

' Shelter
· B_uiiding

Area
A

'

lot

Schmeeckle Reserve '.
'
' ... _,,I

Pukw

M.u-.Ortwt

:

\'
\

Cnwl

,

_

· .
'

·

·.
',

LA WCON Doundary

Proiect Time Frame (fall winter. sorin~ summer'

B

C
D
E
F

G
H
I

J
K

Thank you for your time and cooperation!
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AppendixP
Faculty Questionnaire of Class Use of the Schmeeckle Reserve

=======================;;;;,

p~·

- Class Use of the Schmeeckle Reserve --- -A Faculty Survey

~\

=-_ _

~-

'

~fl
.

To assist with planning and
management of the Reserve, I
would like to update the record
of UWSP class use. Please take a
few moments to complete this
questionnaire and return it by
Monday, April 11, via campus
mail to the Director of the Reserve, Ron Zimmerman, CNR.
Your cooperation is appreciated!

1. Do you use the Schmeeckle Reserve for classes?
0 Yes (Please continue with the remainder of the survey.)
0 No (Thank you for your time. Please return this survey to Ron Zimmerman.)

2. What is (are) the purpose(s) of your class visit(s)?_ _ _ _ _ _ _ _ _ _ _ _ __

3. Within the last year, have you encountered any problems/ conflicts while using the
Reserve for classes?
□Yes □No
If yes, please explain: _ _ _ _ _ _ _ _ _ _ _ _ _ _ __

4. Please list any other comments or concerns you have regarding class use of the Reserve.

5. Your name? (Optional) _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __

,. ,. ,. ,. ,. Please see tlte reverse side ,. ,. ,. ,. ,.
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6. Please indicate on this map (by circling or shading, etc.) the general areas of the Reserve
you use for classes each semester. Please label the areas A, B, C, etc., on the map and
record the corresponding information requested below.
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I
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'

LAWCON Boundary

Area

Course
Name

Number
of Visits

Number of
HoursNisit

Number of
StudentsNisit

A
B

C
D

E
F

G

Thank you for your time and cooperation!
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Semester

Appendix 0
The Count-Down Sheet
From "Say Ranger•••Or, How to Perform in the information Center." by
Albert Mauncey, 1968.
(All item~ must be checked l,cforc bc~inniniz operation.)
I.

Attitude

I am D com·inced of the importance of the job.

D awnre of the importance of first impression11.
O aware of the appearance of my surroundin~s.
O lookin~ for w:iys to leer

mr joh intere11tini: to holh

visitor and me.
II.

Personality

(Reminder: I may he the only National Park Service representative the visitor will see durins his stay in
the park.)
I will be
0 available.

0 MYSELF.

D neat.

D

courteous.
O enthusiastic.
O helpful.
O informed.
Ill.

O patient.

D uniformed sharply.
D well groomed.

Operations

A. Greeting visitors
I am ready to O smile and speak.
O be gracious and friendlyAND MEAN IT!

O stand when visitor enters and while he is
at my station.
B. Answering questions
tam prepared to O speak pJainly.
O use a pleasant but forceful voice.
O use "show them" folders, maps and
books.
O and tum them so visitors can read.
D add useful information-when it is
us:ful.
C. Ammunition
t will O obtain road and weather information early in
the day and keep it current.
O have informntionnl literature at hand and keep
it neat.
O keep sales publications available, neatly displayed, and priced.
O know sales techniques and policies.
O see to it that information room and its furnishings are clean and in their places.
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AppendixR
Table of Contents from the
Mount St. Helens Visitor Center Orientation Handbook

MOUNT ST. HELENS VISITOR CENTER
ORIENTATION HANDBOOK

lA.
lB.
lC.
1D.
lE.
lF.

2A.
2B.
2C.
2D.
2E.
2F.
2G.

THE BIG PICTURE
WELCOME
THE FOREST SERVICE AND MOUNT ST.HELENS
MOUNT ST. HELENS VISITOR CENTER - FACT SHEET
VISITOR CENTER PROGRAM
PHILOSOPHY OF CUSTOMER SERVICE
WHO WORKS AT THE CENTER - ORGANIZATION CHART
LIST OF EMPLOYEES
PERSONNEL POLICIES & PROCEEDURES
EMPOLYEE RESPONSIBILITY & CONDUCT
TIME SHEETS, LEAVE
UNIFORMS
TRAINING
WORK SCHEDULE, BLOCK SCHEDULES
WELLNESS, SAFETY
NFFE

2I.

CONCERNS PROGRAM
SEXUAL HARRASMENT

3A.
3B.
3c.
3D.
3E.
3F.

VISITOR CENTER PROCEEDURES
OPENING/CLOSING THE VISITOR CENTER
FRONT DESK DUTIES - "THE DYNAMIC DESK"
PA SYSTEM, TELEPHONES, DG
MAIL, WEATHER
REFERENCES, USE COUNTS, RECORDS
SCHOOL GROUPS, TOUR GROUPS

4A.
4B.
4C.
4D.
4E.
4F.

VISITOR CENTER POLICIES
RADIOS
RECYCLING, LUNCHROOM
PRESS, MEDIA, CONTROVERSIAL TOPICS
SILVER LAKE RM., LAB
VEHICLES, KEYS, LICENCES
LOST AND FOUND

5A.
5B.
5C.

NWIA - BOOK SALES
PURPOSE OF NWIA
CASH REGISTER OPERATION
POLICIES

2H.
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&

6A.
6B.
6C.
6D.
6E.
6F.

RECREATION OPPORTUNITIES
CLIMBING
HIKING
OFF ROAD VEHICLES/ MTN BIKES/ HORSE USE
SKI TRAILS
FISHING, HUNTING
APE CAVE

7A.
7B.
7C.

NATURAL HISTORY & CULTURAL HERITAGE
GEOLOGIC STORY
BIOLOGIC STORY
CULTURAL HERITAGE

8A.

EFFECTIVE COMMUNICATION
INTERPRETIVE PRINCIPLES

9A.
9B.
9C.
9D.
9E.
9F.

INFORMATION CENTERS
MT.ST.HELENS VISITOR CENTER SILVER LAKE
COLDWATER RIDGE VISITOR CENTER
JOHNSTON RIDGE OBSERVATORY
PINE CREEK INFORMATION CENTER
APE CAVE INFORMATION CENTER
WOODS CREEK
MAP

lOA.
lOB.
lOC.

*
*

*

POCKET IN BACK:

GP MAP
NVM MAP
SR 504 MAP
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Appendix S
One Hundred Marketing Techniques
From "Writing and Implementing a Marketing Plan,"
by Dr. Richard F. Gerson, 1991

ADVERTISING AGENCIES

Many small businesses create and place ads themselves because they cannot
afford an advertising agency. If you form your own in-house agency with a
slightly different name from your regular business, then you will be entitled to all
agency discounts that the big companies receive, including the commission on
placement.
If you are going to use an ad agency, make sure they present you with a
marketing plan before they develop their advertising campaign. Or, make certain
they have read your plan first. In either case, the marketing must drive the
advertising. You must insist that the advertising they create for you will increase
sales. The advertising campaign must be salesmanship in print. It is never enough
to just win advertising awards if sales and profits do not increase. If that is all that
is happening, it is time to change the ads or the agency.
ADVERTISING MEDIA

Advertising can be placed in print media, on radio, or on television. Most small
businesses use their local newspaper, with some radio. Check your rates for each.
You may even be able to use cable television at certain times of the day. Just make
sure that if you advertise, you can afford the rates.
Print ads come in two types: classified or display. Display ads are the larger ads
you see throughout the newspaper. They are the ones that are cluttered all over
each other and make it hard to distinguish one from the other. If you are going to
place a display ad, be unique and different enough, creative and innovative
enough, so that the ad will stand out from the crowd.
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ADVERTORIALS

Advertorials are paid advertisements in a newspaper or magazine that resemble
an editorial or story. The client company writes what appears to be an article but
places a notation at the top stating that the piece is an advertisement.
This is a very effective method of promoting your business, if you can afford to
purchase the space. People read this material and often perceive it as an article.
This gives you more credibility than a simple display ad. However, the advertorial
often requires more space than other ads and can be more expensive. If you cram
an advertorial into a small space, it looks crowded and becomes difficult to read.
Consider the tradeoffs if you plan to use advertorials. Are they cost effective for
the response rate you will receive? How much do they add to your credibility?
ARTICLES

Publishing articles is a superb way to market yourself and your business, and
increase your credibility in the minds of your customers. Where you publish the
article is not that important. It can be a major newspaper, a small local paper, a
magazine, a trade or professional journal. The important thing is to get the article
published.
Make certain you write about your business or a topic related to your business.
Remember that you want to use these articles to establish credibility and to inform
the public about the product or service you offer. Try to get the article published
where it will be read by the types of people you want to serve. Then, reprint the
article and use it in your media kit.
AWARDS

Everyone likes to receive awards, and people like to do business with award
winners. After all, if someone thought enough of you to give you an award for
something, you must be a winner. Right?
Publicize your business-related awards in every way possible. Inform the press
about your achievement. Place the plaques or trophies on display in your office in
a conspicuous spot. Make certain everyone who enters your business can see
them. If you are a professional such as a doctor, accountant, or lawyer, hang your
diplomas and certifications in the reception room. Your clients and prospects will
be impressed.
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BALLOONS AND BLIMPS

One way to draw attention to your business is to fly a giant balloon over the
location with a sales message on the balloon. Many businesses do this when they
have a grand opening. You should even consider this at other times during the
year. It is so conspicuous that people cannot help but notice your location.
Other businesses rent blimps to fly over the area with their messages. Some blimp
companies will rent you advertising time or space. While this may be an
intriguing and unique concept to promote your business, consider the cost, how
many people will see the blimp and your message, and of those that do see it,
how many will actually stop at your store or visit your office?
BARTER

This is a great way to market your business and not enough people take
advantage of it. Basically, you are trading out your goods and services for the
goods and services of a colleague. You both benefit. Bartering is the oldest form of
trading and doing business. It fits in perfectly well with marketing since both are
exchange processes. When you barter, determine if there is a cost involved. Also,
check with your accountant to see if you must declare an income value for what
you bartered or if the trade was equivalent for what you provided.
Barter as a marketing technique is very effective. It may not put money in the cash
register, but it certainly can offer you many advantages over spending your own
money. Consider it, and use it wisely.
BILLBOARDS

Billboards are probably the major form of outdoor advertising. Billboard rental is
not cheap: some cost well over a thousand dollars a month. The billboard
companies will help you design the board at no additional charge. They will also
provide you with information on how many cars ride by your location each day
and the basic demographics of the area. This information is intended to help you
decide where to place your billboard.

If you use billboards, keep your message to seven words or less. People driving
by at high speeds do not have time to read long messages. Also, make certain
there is a telephone number or an address on the board. While people probably
will not stop to write it down, at least they will have some idea how to reach you.
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BOARD OF DIRECTORS

Establish a board of directors for your business. The board can be active or
inactive. The idea is to seat people on your board who can help you in your
business. Do not put family and friends on the board if they cannot bring you
customers or leads or provide you with sound advice on how to run the business.
Many companies that have boards of directors do not use them to their fullest
capacity. Yes, they may help you set policy. But as a marketer, you should view
them as a resource. Whom do they know that they can introduce you to so you
can start doing business? What other companies are they already doing business
with that you are not? When can they introduce you?
You should ask influential people to sit on your board, and you should require
them to bring one or two leads to each board meeting. Make it known that you
will do the same for them. Use your board of directors to help you run your
business and to expand your business.
BROCHURES

Brochures are an important part of any business. They convey your image and
sales message and represent you when you are not personally present. They are a
sales piece and an image builder. They keep you in the mind of your client or
prospect. Therefore, if you want a business brochure, do it professionally, and
hire a graphic artist and copy writer.
Too many businesses try to save money on their brochures, so they write the
pieces themselves and have them quick printed. This serves no beneficial purpose
and even costs you money in the long run. People will not want to do business
with a company that promotes itself with a cheap or unprofessional-looking
brochure.
Your brochure should offer a benefit in the headline or on the first panel. The
copy should support that benefit and add value to it. Remember, the customer
will buy what they perceive as a benefit and a value. Your brochure must tell
them how what you offer will help them solve a problem or feel better.
BUDGETS

Have one! I cannot say it any simpler or more directly. Too many businesses
never establish a marketing budget. They fly by the seat of their pants without
ever knowing how much they are spending, what their return is, and what they
are getting for the money.
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BULLETIN BOARDS

Bulletin boards are a very effective marketing tool, and, quite often, they are free.
Just look around in your local supermarket, a restaurant, or other businesses.
Many places have bulletin boards where you can place your business card, a tearoff flyer or a brochure. The more bulletin boards you put your message on, the
more people will begin to see it and recognize the name of your business. While
you may not receive a great deal of business from placing a business card or flyer
on an already crowded public bulletin board, you should expect a few calls. This
will more than make the effort of placing the cards worthwhile.
You may also want to consider placing your business card or message on an
electronic bulletin board that people access by computer. This inexpensive
method of promoting yourself could get you a higher quality prospect list just
because of the demographics of people who own computers, modems and use
electronic bulletin boards.
One other suggestion, and this depends on your type of business. You may want
to start your own bulletin board and allow people to place their messages. Some
companies even have elaborate, professionally designed boards where they sell
space. The space is not expensive, but it more than pays for the cost of the board.
Plus, you end up getting a free placement because your costs are covered by your
other advertisers.
Or, you may want to put a customer bulletin board in your office or business.
This board lists customers' names and thanks them for their business or for
referring people to the business. This type of referral bulletin board is used quite
often by physicians and other professional service providers.
BUNDLING (PIGGYBACKING)

Bundling is a technique in which two or more products or services are sold as a
package for less than the price of either alone. It is also used in direct mail when
one company already plans to do a mailing, and another company places
something in the envelope at a reduced cost. Another example of bundling is a
two-for-one sale, or buy one, get one free, or buy one and receive the other item
at half price. While these are all sales promotion techniques, they are actually
variations of bundling.
Businesses will quite often bundle a slow-moving item with a better seller. This
will help to clear their inventory as well as add perceived value to the sale. The
public likes to buy when they perceive they are getting either added value or a
deal. Bundling or piggybacking provides them with both.
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BUSINESS CARDS

This is one of the most effective forms of marketing and is often the most abused.
People do not pay enough attention to their business cards. You give out more
business cards than anything else. Make certain that your card conveys your
business message and the appropriate image.
You should not skimp on quality where your business cards are concerned. You
should also make sure all the pertinent information is on the cards. The business
name should be prominent. If you have a logo, put it on the card. Your name,
title, business address and all telephone numbers, including fax and mobile,
should be on the card. If people cannot reach you, how will you do business with
them?
Give your cards out every chance you get. Believe that everyone who has your
card is a potential customer or can refer a potential customer to you. If you feel
funny about just giving someone your card, ask them for their card first. They will
be glad to oblige, and then you can offer them your card.
One other point: multiply your marketing effectiveness by having business cards
made up for your staff. Many companies do this, but they tend to skimp on thes.e
"secondary" cards, such as those for receptionists. Give the staff people the same
quality cards you have. Spend the extra money on them. They will become your
best sales people and give out more cards to more people than you could imagine
or ever hope to give out alone.
GIVE EVERYONE YOU MEET A BUSINESS CARD!
BUSINESS MEALS

Some authors will tell you never to conduct business over a meal because the
meal is distracting. I disagree. People have to eat, and if they do not want to hold
a meeting over a meal, they will tell you. Otherwise, based on the type of
business you have, you should invite clients and prospects to a business meal.
And, since you do the inviting, you pick up the check.
Make certain you include business meals in your marketing plan and especially in
your marketing budget. This is an effective way of helping people to relax,
learning about their business and needs, and allowing you to close the deal.
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CATALOGS

Catalogs are an excellent way to sell your product. However, they can be very
expensive if you produce the catalog yourself. On top of that, you must add
mailing list acquisition costs and postage. A more effective and less expensive
method of selling through catalogs is to have your product included in someone
else's catalog. You may have to pay them a small fee or a percentage of sales, but
you will be better off in the long run. They have already tested their format and
their lists. All you have to do is supply them with the pictures and fulfill the
orders.
CHARITIES

This is an excellent way to gain a great _deal of free publicity, visibility, community
recognition, and credibility. Choose a charity to work with and then volunteer
your time or donate products or services. You can inform the media about your
actions. You should also be prepared to meet many other business people who
are doing the same thing you are now doing: networking by assisting in a worthy
cause.
CONFIRMATION CALLS

Confirmation calls are similar to a recall program in a professional practice.
Basically, you are calling a customer (or a patient) to remind them of an
appointment or a special sale. You want to make certain they come into your
business. The confirmation call also makes them feel very special because it
provides them with some value-added customer service.
CONTESTS

Contests are great ways to get people into your business. Contests can be
sweepstakes, give-aways, promotional activities, or anything else that requires
people to participate in your business where they can win something. The prize
can be a free product or service, a trip, a membership in a club, or anything else
you can think of. The purpose of the contest is to get people involved with your
business and to keep them coming back for more. You can make the contest more
effective by offering a "Grand Prize" to one winner and smaller prizes to other
winners.
The success of the contest depends on its organization. You must consider how
long the contest will run, how many people (approximately) will participate, what
printed materials will be needed and what they will cost, how the information
about the contest will be communicated to the public, the type, cost, and amount
of the prizes, and how you will choose the winner(s). Not only will the contest
itself generate good visibility and publicity for you, but the selection of the winner
is also a newsworthy event.
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CO-OP ADVERTISING

This is an often overlooked method of advertising. There are millions, perhaps
billions, of dollars available every year for co-op advertising. Yet, businesses
neglect to cash in on this source of advertising money, either because they do not
know about it or they do not know how to go about getting the money.
Basically, co-op advertising is when you and one of your vendors or suppliers
agree to jointly pay for an advertisement. Sometimes they pay you up front,
sometimes they pay you after a certain amount of time has elapsed, and sometimes
they pay you only after you spend a certain total dollar amount. They pay you to
make their product name visible in your community.
·
The best way to receive money for co-op advertising is to ask for it. Tell the
vendor about your marketing and advertising campaign and how it will benefit
them. Your responsibility is to see that the advertising gets placed and the
supplier's name is in the printed ad or mentioned on the radio or television.
There are two other forms of co-op advertising: Discretionary funding and vendor
support. Discretionary funding requires you to send your supplier a proposal of
your forthcoming marketing and advertising efforts. The proposal must include
the exposure the supplier will receive from funding your effort. The supplier pays
for the entire campaign, over and above any other monies that were designated
for their own marketing campaign or co-op advertising.
In vendor support programs when the vendors contribute to a campaign, they
receive mention in your advertising throughout the campaign. Vendor support is
usually tied to one specific event, such as a grand opening, while discretionary
funding usually is spread out over a larger time scale and campaign.

CO-OP REFERRAL LISTS

This is a simple arrangement between two or more non-competing businesses to
trade their customer lists with each other. The purpose is to generate more
business for each without taking business from each other. Co-op referral lists
often result when you join a networking group or a leads club. This is one method
of businesses using a reciprocal lead generation technique to help each other and
their business.
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COUPONS
This is a very popular form of sales promotion and one of the best ways to get
people to try a new product or service. You can put coupons in a newspaper or
magazine, on a flyer, as part of a brochure, in a coupon book. Other businesses may
pay for the printing charges if you charge them a fee to be in the coupon book, or
simply mail or hand them out themselves. The purpose of a coupon is to offer a trial
discount so a new customer will do business with you.
Coupons are not that expensive to print. You should always offer a discount on
the coupon, and remember to put an expiration date and a code of some type on
it. The expiration date creates a sense of urgency and importance to use the
coupon and the code lets you track the effectiveness and success of the campaign.
Coupons are also a very effective method of marketing through cross promotions.
CROSS PROMOTIONS (JOINT VENTURE MARKETING)

Cross promoting your business with another simply requires both of you to agree
to pass out information or coupons to your respective customers so that they will
do business with your promotion partner. The three simplest methods of cross
promotion involve exchanging coupons, flyers, or displaying each other's
merchandise. Two other, although more complicated, methods involve
refrigerator cards and value cards.
Refrigerator cards are promotions that you want the customer to paste on their
refrigerator. The basic refrigerator card cross promotion involves two businesses
who contribute to a 3" x 6" one-page flyer. One side has a description of your
business with a coupon offer at the bottom. The reverse side has the same
information about your partner's business, but the information and the coupons
are in the opposite position. This is to prevent a customer from cutting out your
coupon and destroying your partner's.
The value card is really an extension of the refrigerator card. This cross promotion
involves six, eight, 10, or 12 businesses. Each business contributes a certain
amount of money to the program and places their coupon on a 8.5" x 11" card
stock paper. You then give each business 500 or 1,000 of these value cards. This
gives you 1,000 x 9 or 9,000 other chances of having new customers come into
your business, assuming there are 10 businesses on the card.
Another way to increase your exposure with a value card is to print on the back of
each coupon, Compliments of ... '', and list the 10 businesses. If you add it up,
you will be getting 10 impressions (mentions) on the back of the card. If you print
10,000 cards, that is 100,000 impressions on the back and 10,000 on the front.
Where else can you get 110,000 impressions for only an investment of a few
hundred dollars or less?
11
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CUSTOMER APPRECIATION PROGRAMS

A very simple customer appreciation program is a thank you card or note to new
customers telling them you appreciate their business. Or, you can send the same
thing to a customer who refers new business to you, thanking them for the
referral. In fact, you should always do both.
Other types of appreciation programs include sending birthday and holiday cards
to clients and customers. You can even send gifts to your extra special customers.
This is done quite often around Christmas time, but you can also provide little,
inexpensive gifts during the rest of the year to show them you care and appreciate
their business. Calling your customers to remind them of an appointment or to
follow up after they have called you with an inquiry or complaint goes a long way
toward establishing customer loyalty.
CUSTOMER OF THE MONTH (OR YEAR)

This is a simple way to recognize your customers for their business. You simply
purchase a plaque and each month put a customer's name on it, or give the
winner an individual plaque. You must determine the selection criteria, but it can
and should be very simple. For example, the customer of the month can be
someone who refers the most new customers to your business, someone who
purchases the most items or greatest dollar value, or someone who visits your
facility and makes the largest number of purchases in a given month.
CUSTOMER SERVICE

You must strive to satisfy customers all the time. This means learning about and
understanding their needs, wants, and expectations, and then doing whatever it
takes to meet those needs and wants and exceed those expectations. You should
always go the extra mile for your customers, especially if you are trying to rectify a
complaint they have made. Remember that customers are the lifeblood of your
business and the reason you are in business. You must do everything in your
power to satisfy them. If you do not do this, your competitors will.
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CUSTOMER SURVEYS

Surveys are an easy way to find out what your customers think about your
business, its products and services. You do not have to spend a great deal of
money to conduct these surveys. Some techniques include mailing written
surveys to your customers and hoping they will respond and return them,
telephoning them and asking them a series of questions, or giving them a card to
fill out and mail back in.
An even simpler technique is to question them directly at the time they complete
their purchase, or if they leave without making a purchase. What did they like or
dislike? What else would they like to see? Were they satisfied? What else can you
do for them? These are just some of the questions you should ask. You should use
these surveys to solicit complaints from your customers. Then use the complaints
as opportunities to improve your business.
Surveys provide a wealth of information to you. It is up to you to do something
~ith that information so you can better market your business and service your
customers.
DEMONSTRATIONS

Demonstrations are an excellent way to introduce people to your product or
service. You can provide free demonstrations at malls, civic group meetings,
residential facilities, and almost anywhere else you can think of. If you have a
product and provide free samples to get people to try it, that is the same as a
demonstration. Sometimes, a free demonstration is the best and most effective
way to get new customers.

DIRECT MAIL

The premise of direct mail is to make an offer to someone through the mail so that
they will purchase what you are selling. The mail pieces are sometimes elaborate
and sometimes very inexpensive. There have been some very successful direct
mail campaigns that just used a letter from the marketer to the buyer. Whatever
type of direct mail program you plan to use, make certain it contains these basic
components.
The most important part is the letter, then a brochure or catalog. You must then
make the proper offer in your letter, meaning that you must entice the buyer to
purchase. The best way to do this and improve your success ratio is to have a
proper list, which you can purchase from a list broker.
Some other suggestions include hand-writing the envelope instead of mailing
labels, sending the material first class with many smaller-valued stamps on the
envelope, and creating some sort of involvement with the piece. This can be a
scratch-off card, a tear-off coupon, or simply filling out a survey or calling a
telephone number for a prize. You can also use a handwritten lift letter, which is a
smaller piece of paper with a note that tells the buyer why they should buy,
especially if they do not intend to make a purchase. Quite often, lift letters help
close the sale.

152

DIRECT RESPONSE ADVERTISEMENTS

This basic form of direct marketing requires customers to fill out a coupon or card
and mail it in or call a special telephone number to order something, receive
information, or win a prize. Some even require the purchaser to visit a location or
facility. You, as the marketer, are causing the purchaser to make a direct response
to your advertising.
Just remember to code each direct response ad with a name or a number so you
can track its effectiveness. You do not want to keep spending money on direct
response ads that do not make sales for you.
DIRECTORIES

Directories are a good way to list your business and your name for people to see.
Directories can be national or local, part of a civic organization or professional
group, and they can be used to market your business or services. When people
see your name listed over and over again in a directory, it creates a feeling of
security on their part because you are perceived as credible. Choose your
directories carefully, as not all of them are for everyone.
DISPLAYS

Displays are used a great deal in stores by suppliers to promote their
merchandise. They are also used by manufacturers and vendors at trade shows.
Displays attract attention to a product and get people to buy that product. Some
displays are very elaborate and some are very simple. You must decide on the
type of display you want to use and then make it work for you.
Displays can be simple signs, table tops, bulletin boards, and free standing, as
you see at major trade shows. The display should be eye catching and informative.
Use a display to enhance a sales presentation.
DOOR HANGERS

You know what these are. They are the plastic bags or hooked pieces that people
place on your front door knob. While you may not like a door hanger on your
front door when you come home, you must admit they attract your attention.
They are also fairly inexpensive, as they usually include a flyer that makes a
special offer from one or a number of businesses.
You can set up your own door hanger program and have others pay to
participate. Just figure out your costs, get other businesses to sign up, and use
those monies to pay the people who distribute the door hangers. You may want
to use high school students as your representatives.
EXPANDED BUSINESS HOURS

Many companies never work beyond the traditional 8-5. You should make your
business convenient and accessible to customers. Quite often, people will do
business with someone just because they are open earlier or later.
153

FAIRS
Fairs come in all types and sizes. There are state, regional and local fairs. There
are business fairs and expositions. There are also community display fairs. Your
investment is one of time, a display, booth costs, and printed material to give out.
You may also want to provide free samples or demonstrations. Your activities at
fairs are similar to your work at a trade show.

FLYERS
Flyers are probably the least expensive way to inform the public about your
business. Flyers can be used to announce special sales, special events, new
products, discounts, to provide coupons, or just to create a visible presence for
you in the community. You can use photos or graphics in the flyers to make them
more appealing and to get your message across more effectively.

GIFT CERTIFICATES
Gift certificates are often used to attract new customers and to get current
customers to purchase more. Print these up and make them available all year
long, as well as around the holidays. You can leave the amount off the certificate
and just write it in. If you have a big gift certificate program, print the certificates
with different amounts. Then, you just have to fill in the person's name.

GIVEAWAYS
Giving something away, such as a sample product or an initial consultation, is an
excellent way to attract business. Once someone has tried your product or service,
then it is up to you to get and keep them as a customer. Most people are glad to
try something for free, but they are reluctant to pay for something new and
untried. Consider giving it away to get more back later.
GRAND OPENING

This is very effective if you are a new business. Wait about two to three months
after you have opened, work all the bugs out, and then plan your grand opening.
Make it interesting, festive, and fun. Invite current and prospective customers.
Inform the media about your event to get additional publicity. Give away
products, prizes, coupons, gift certificates, and anything else you can think of to
get people to try your product or service.
Turn the grand opening into an annual event by making it an open house. Do
everything the same way. The goal is to attract new business while keeping your
current customers loyal.
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GUARANTEES

Guarantees are a great way to differentiate your business from its competitors.
Whatever type of guarantee you offer, be it lifetime, money back, or exchange
during a certain time period, just make certain that you honor that guarantee.
While guarantees can be very attractive to customers, they can also turn
customers away if the promise isn't kept.
Your type and length of guarantee tells customers the confidence you have in
your business. There will be times when you have to honor many guarantees
simultaneously, but the goodwill this generates will be more than worth the
investment.
HELPLINES

Many businesses have instituted 800 telephone help lines for their customers.
This is very effective and not that expensive, especially if you work on a regional
or national basis. You can even establish a local help line.
Train your personnel to answer the questions that customers may have about
your business in a courteous and friendly manner. Teach your customers that
they can call the help line any time for assistance. It is even better to offer this
assistance for free. You will have more people using the line, but they will also
start to refer more people to your business because of this service. In this way,
the cost of the help line more than pays for itself.
HOST OR HOSTESS

Having a host or hostess depends upon your type of business. This is not a
rec~ptionist, _but som~one w~o meets and greets people as they enter your
busmess. ThJS person s role IS to make the people who do business with you feel
at home.
IMAGE

Many companies_ decide to e~bark on an image building advertising campaign,
only to abandon 1t because of its cost. Image advertising can be very expensive.
Although every business needs a public image, smart companies build their
im?g~s. through t~e creation ?£_marketing awareness, recognition, credibility,
relia~ility, l?ngeVIty, an~ ~atJSfied customers. These companies do not rely
heavily on rmage advertismg. They tend to use more public relations, networking,
and community visibility than anything else.
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INCENTIVES

Incentives have proven very successful in motivating salespeople to achieve
greater sales volumes. Incentives can also motivate your staff to perform better,
increase productivity, and turn your staff into your best marketing representatives.
Incentives need not always be monetary, but using money rewards in the
program helps. Incentives can be gifts, trips, dinners, or anything that is out of
the ordinary reward structure for your business. Just develop a program that ties
the incentives to performance and reward accordingly.
INSERTS

Inserts, and free-standing inserts, are often used to attract attention to a special
offer. They are either attached to some other advertising piece or they are
unattached within another piece. Businesses use inserts because they are usually
less expensive than traditional advertising. Inserts are often similar to flyers and
can also be used as coupon offers.
Inserts are most often used with the print media, including newspapers,
magazines, catalogs, newsletters, and almost anything else that is for a customer's
use. This form of marketing either can be very effective if it works, or it can be
very costly if it does _not generate the business.

IN-SERVICE TRAINING

Employee training is one of the most overlooked and underutilized marketing
techniques. The training programs are relatively inexpensive when compared to
the returns. Training employees to do their jobs better, or cross training them to
help out in other areas, makes employees feel that they are more valuable to the
company. They will probably produce more and market your company to more
customers. Remember that your two best sales staffs include satisfied customers
and happy employees.
INTERNS

Interns are a reliable source of quality employees. College students in almost
every discipline must complete an internship to graduate. Contact your local
college and work with them to develop an internship program through your
business.
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LEAD BOXES

Everywhere you go, you see lead boxes that invite you to register to win
something free. Travel agencies, health clubs and clothing stores work with lead
boxes, whose purpose is to generate a mailing list of interested prospects. The
most important thing about a lead box program is the follow-up. Make sure that
when you collect these lead boxes full of names and telephone numbers, you call
these people and try to get them to come into your business. If you do not follow
up, you have wasted your time with this type of program.
LEADS CLUBS

Some entrepreneurs have established leads clubs, where noncompeting business
owners and salespeople meet on a regular basis to exchange leads with each other.
This provides you with a rich source of prospects whom you would otherwise
never have known about. Again, the important thing is to follow up on these leads.

LETTERS TO IBE EDITOR

Have you ever considered the publicity value of writing a letter to the editor? You
can sign it with your name and your company name. Don't make the letter seem
like a blatant advertisement for your business. Follow up on a social issue or
something the newspaper reported on earlier. Give your opinion or state the
position your company has on the issue. Write enough of these and it looks like
you have your own column. The result will be increased credibility and visibility.
LEVERAGING
This is a simple marketing tool whereby you ask your customers and suppliers to

introduce you to new business. Leveraging works especially well with suppliers,
since they do not want to lose your business. You may not realize it, but you
leverage yourself every time you ask someone if they know of a possible customer
who can benefit from what you offer. Since you do it to friends, family and
customers, why not ask your suppliers for the same type of information? You
might be surprised at how many of them are willing to help you.
LOGO

Every business should have a logo that identifies you to the public and provides a
direct or perceptual message about your business. Make sure it says what you want
it to say. If you want your logo to make an impression so people will remember
your company name, then create one that will achieve that goal for you.
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MAILING USTS

Mailing lists are an effective direct marketing tool and they are easy and inexpensive
to obtain. Many list houses will produce a mailing list for you according to your
specifications which lets you target your marketing efforts in a very precise manner.
You can also develop your own in-house mailing list from your customers and
shoppers. Then, you can send them periodic information on your business, such
as when sales will occur or new items come in. In-house mailing lists are less
expensive than purchased lists, but you must be able to keep your in-house list
accurate and up-to-date.

NAME
If you have nothing else to work with when marketing your business, make
certain your name conveys the proper message. Customers should know who
you are and what you do simply by seeing your name.
Many business owners like to have their own name, as the company name, in
whole or in part. This is very true with professional service providers. You must
then consider a longer company name to convey the message, or you can use a
subtitle, as we do: Gerson Goodson, Inc.: Marketing and Management Services.
Now, everyone we meet knows who we are and what we do.
NEW BUSINESS REQUESTS

Many companies do not grow or do not succeed simply because the owners never
asked for new business. Ask your customers to recommend someone they know
who can benefit from your product or services.
The way to make this more effective is to describe a potential customer or an ideal
customer to your referral source. Sometimes, people who are asked to refer
someone can't think of anyone off the top of their head. However, if you describe
the characteristics of your desired customer, they will be reminded of someone.
All you have to do is ask.
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NEWSLETTER
Newsletters are an excellent way to keep in touch with your clients and prospects.
Because they are short, newsletters help readers acquire knowledge that they
probably otherwise would never receive because they do not have time to read
the original sources. Businesses that write newsletters do this to keep in touch
with their clients, maintain visibility, and provide a value-added service.
Newsletters can be very elaborate or very simple. If you are just starting a
company newsletter, keep it simple. Both sides of an 8.5" x 11" page are
sufficient to begin with. Lay out your information so it is easy to read and follow.
Use a big headline followed by two or three columns. Use only two or three print
sizes in the body of the newsletter. All your copy should be one print size and the
section headings and subheadings should be another.
Newsletters are a great way to stay in touch and remind clients who you are. The
expense of producing a newsletter, especially if you provide it for free, is just a
cost of doing business; the return on this investment can be significant.
If you plan to start a newsletter but do not know how, seek help from a
professional. Check with a graphic artist, printer, communications specialist, and
a public relations or marketing consultant.

NOVELTY ITEMS
These are used to enhance the product or service you are offering. Novelty items
are unique toys that people would never buy for themselves but that they would
like to have. You provide these novelty items to them as an adjunct to your
product or service. The item is basically a memory reinforcer so that customers
will remember you when it comes time to purchase again.
OFF PRICING

This marketing technique is used most often when business is slow. Companies
tend to advertise an off-price sale to try to move stagnant inventory or to generate
revenues. A more effective and less expensive off-price approach would be to
sen~ a letter to your current and former customers informing them of a special
sale Just for them. All products (services) will be reduced in price for a short time
as a way of thanking them for their business. You can say that this off-price sale
will not be advertised to the public. You will not only generate sales, but you will
also generate a great deal of good will and loyalty from your customers.

ONE-MINUTE MESSAGES
This works very well with professional service providers such as physicians,
attorneys, and accountants, but it can also be used in retail businesses. The
premise is to spend an extra minute with each customer telling them about
something that is of interest. It can be a message on health, an upcoming sale, or
a new product that will be coming out. The point is to invest one extra minute to
market yourself and your business.
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PACKAGING

Whether you run a retail business, sell a product, or provide a service, your
packaging can make or break you. Not every product can be seen in its box, so
the packaging is essential to conveying the message of what is in the box. The
packaging has to be inviting and informative enough to get the shopper to buy.
Goods and products can be packaged in a tangible box or in some other format.
Services can only be packaged by the image you present. Remember that as you
call on your next prospect or client. You are both the packaging and the service
rolled into one. Package yourself and your employees well, and you should see an
increase in sales.
PER INQUIRY OR PER ORDER ADVERTISING

Many companies simply cannot afford the high costs of advertising. Per inquiry or
per order advertising is a method that reduces these costs. You simply work with
the advertising medium or supplier and provide them with a specific amount of
money or a percentage based on each inquiry or order that you get to your ads.
You are essentially paying them from money you may be earning with an inquiry
and from money you are definitely earning with an order.
Advertisers may be reluctant not to get their money up front. However, if you
convince them that more money could be made with one of these approaches,
you may be able to advertise in places and ways you could never have afforded
otherwise. Everyone involved in these types of marketing techniques must be able
to "see the future," because that is where the payoff is.
PHONE HOLD MESSAGES

Many businesses have to place their customers on hold on the telephone. These
businesses also tend to play radio music during that time. What happens if the
radio is playing an ad for your competitor? Then, you are paying for your
customer or prospect to listen to your competitor's ads.
Phone hold messages play your advertising and marketing messages to customers
while they wait on hold. They hear only about your business and nothing else.
There are companies that just set up phone hold message systems, or you can call
your local telephone company. If you don't take advantage of phone hold
messages, don't play anything at all.
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PIGGYBACKING

Piggybacking gets you involved with an already successful event or promotion.
Many businesses use piggybacking when they work with a charity that has an
annual fundraiser. The cost is usually minimal, the visibility is high, and the
credibility is instant.
You would usually want to piggyback with a noncompeting business, but
sometimes it is beneficial to work with your competitors on a program. Take a
look around your community and see if there are any events, programs, or
promotions that you can become part of. Even though you will be doing the
piggybacking, you still must contribute your time, effort, and some money to the
success of the program.
POSITIONING

This is not so much a marketing implementation technique as it is part of the
marketing plan and the foundation for all your implementation techniques.
Positioning is the place you hold in the minds of your customers compared to
your competitors. Are you the market leader or a follower? Do you offer quality
service or poor service? Are yours the highest prices or the lowest, or in the
middle? Keep in mind that positioning your business properly and then targeting
your efforts to support that position will ensure your success.
PREMIUMS

Premiums come in many shapes, sizes, and forms. They are inexpensive,
perceived-value add-ons to a regular purchase or they are free gifts to clients,
prospects, or employees. Premiums connote extra value, and they are provided as
an incentive to continue to do business with a company. In fact, premiums are
quite often referred to as premium incentives.
PRESS (MEDIA) KIT

This is essential for any business to have. It does not have to be very expensive,
but it must be professional looking.
Your press kit contains information about your company, its key employees, the
products or services it offers, and other information that is pertinent or interesting
to the media, such as reprints of articles you have written or that have been written
about you. The press kit can also contain testimonial letters from satisfied customers
and a picture of the person, product, or service you are trying to promote.
The press kit is used whenever you need to send out more information than is
covered in a press release or when the media requests more information from
you. It is an extension of your corporate image. That is why you must make
certain the kit looks very professional. If you cannot develop one yourself, seek
the assistance of a marketing or public relations professional.
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PRESS RELEASE TOP 10 TOPICS
Here is a list of the top 10 topics that interest editors when you send a press
release. Adapt this list or add topics as you get to know your media contacts
personally and find out exactly what interests them.
1. Tie-ins with the news of the day.
2. Staging an event.
3. Providing the community with useful information.
4. Forming a committee to solve a problem.
5. Giving away an award or scholarship.
6. Making a prediction about something.
7. Celebrating an opening or an anniversary.
8. Doing something incredible or very special.
9. Giving away food.
10. Any type of success story, especially overcoming hardship.·
PRICE COMPETITIVELY

The goal of competitive pricing is not to be the low-cost leader, but to provide
perceived value at a competitive price. Quite often, a business selects a price for
their product or service without considering the marketplace or its market value.
These businesses are usually the first to go out of business.
You must price your products or services to be competitive and to provide a value
to the customers. You should then give added service at no charge. Your
customers will perceive you as not only a good value, but also as someone they
want to do business with.
Sometimes, you just have to be competitively priced and make up the difference
in volume. If you are the only business in the marketplace, then you could
probably charge reasonably high prices and the customers will pay it. Once other
businesses join you, you must become competitive.
PUBLIC SERVICE ANNOUNCEMENTS (PSA'S)

Every radio and television station provides the community with public service
announcements. These are free announcements on the air informing the public of
a service you are providing. You may be offering to do some community service
or charity work, or you may be giving away products or food. Informing the media
of these free events and efforts on your part will lead to public service announcements.
The resulting visibility and credibility only serve to enhance your business. Use
PSA' s as wisely and judiciously as you use your press releases.
QUALITY

People are looking for value for their money, and they measure value in the
quality of their purchase. You must promise quality, deliver quality, and then
deliver more of it. That is the only way to compete on the quality dimension.
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RADIO PROGRAMS

Check out your local morning talk show stations. They are often willing to sell
time slots to you to air your own radio show. The cost is usually reasonable, and
the returns can be extraordinary. Being host of your own radio show gives you
instant credibility and the ability to reach a large, highly targeted audience. To
make this work, you have to know when and how to promote your own business
during the show.
REBATES/REFUNDS

The one thing people love next to getting something for nothing is getting money
back. Just look at how many people shop with coupons and send in for rebate
offers. If you use a rebate/refund program, make certain you have a way to collect
the customer's name, address, and telephone number for your mailing list. Make
sure that everyone on your staff is aware of the program, how it works, and what
to expect when a rebate or refund is requested. Your staff must also have the
authority to make exceptions on the spot without having to get other approvals.
This can occur if the redemption date has expired or the rebate program has
changed for whatever reason.
RECALL/REACTIVATION PROGRAMS

These are usually mail or telephone programs that try to get former customers
back to do more business with you. A recall or reactivation program has to show
concern for the customer. The program cannot be a blatant request or demand
that they come back to do business with you. Think about what would attract you
to a business you used to work with, and then communicate that friendly
message to your former customers.
REFERRALS

Every business needs them, but not enough businesses ask for them. Referrals are
the heart of every successful business. In fact, many businesses in all fields work
strictly on a referral basis.
The first way to build a referral business is to establish a referral network. These
are people who will refer to you, and you get them to do that by asking. Describe
the potential customer to your referral source. You can't get the business if you do
not ask for the business.
Another way to increase referrals is to establish a tiered referral reward system.
This rewards current customers as they continue to refer new customers to the
business. The more customers referred, the greater the reward. The tiered referral
reward system acts as an incentive to continue to do business with you as well as
to refer new customers.
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REPRINTS

Duplicate any articles that you publish, that are written about you, or that
mention your company or your name. Reproduce any ads or advertorials you
may use. Send these to prospective and current customers to give them an idea of
your business. You can also place these in your media kit.
'
If you can afford to, take the originals to a printer and have them reproduced
professionally. They will look better than photocopies. If the publication sells
reprints, take theirs because they all will look like originals.
SALES LETTERS

Sales letters are personalized letters to customers and prospects announcing a sale
on your products and services or the introduction of a new product or service.
They often contain a discount or value coupon as a call to action for the customer
to come in and buy now.
SAMPLING

Sampling is giving away items, tastes, or tries of your product or service.
Sampling is often used when a company wants to introduce a new product or
service or lure customers from a competitor. People are very willing to take a free
sample of something, and if your sample interests them enough, they will
possibly switch to what you are selling.
SEARCHLIGHT

A giant searchlight is a fabulous attention getter for your business if you remain
open at night or you have a grand opening in the evening. The searchlight lights
up the sky and draws people to its source, which is your business. The rental cost
is minimal and the number of people it attracts is maximal.
SEMINARS, SPEECHES, AND WORKSHOPS

These are all superb ways to become known in the community, to develop
credibility as an expert on the subject, and to become respected for your
contribution to the community. You can sponsor your own seminar or workshop,
but this can be very costly because of the printing and postage costs associated
with flyers, brochures, mailing, and advertising.
You can launch your reputation as a speaker by contacting professional, civic, and
social organizations and offering to speak to their membership. The more
speeches you give, the more people you will meet. This can translate into more
customers for your business. You must also decide whether or not to charge for
your speeches. If you are just starting out, donate your time so that you will have
an opportunity to get on the programs. As people from one group begin to
recommend you to other groups, you can consider charging for your
presentation.
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SERIAL APPOINTMENTS

This works for physicians, accountants, lawyers, tailors, and anyone else who has
to meet a customer on several occasions. Scheduling serial appointments at the
time of the initial meeting "commits" the customer to continuing to do business
with you. When you combine this with confirmation calls, cards or letters, or your
recall program, you have a very effective marketing and customer service tool to
keep clients coming back to you.
SHOP YOUR COMPETITORS

Most businesses are aware of the need to know what their competitors are doing,
but few actually shop them. Shopping your competitors involves going to their
place of business, perhaps even spending money there, to see how they price
their product or service and handle a customer. Collect brochures, advertisements,
and other information about the business, and then identify their weaknesses so
you can capitalize on them. The more you know about your competition, the
more effective you will be in the marketplace.
SIGNAGE

Many businesses fail because nobody knew where they were located or what they
offered. If you have an office or store front where you conduct your business,
make sure the 1?ignage is visible from the street, is on the building, your windows,
and anywhere else you are allowed to place a sign. You may even hang a banner
across the building or from poles in your parking lot. You must have a sign that
can be read from the street and that directs people to your business. Make certain
all your signs comply with building and city codes.
SPONSORSHIPS

Sponsor something: a youth sports team, a race, a special community activity,
a fundraiser for a charity, or some other type of event. Your sponsorship is
acknowledged on all the printed material associated with the event or league, on
the uniforms if it is a team sponsorship, and in the group newsletters. You should
also inform the press about your sponsorship as a community contribution.
Sponsorships generate marketing and advertising for your business as well as an
enormous amount of good will. People will see your name on a continuous basis,
leading to increased familiarity, credibility, and security. They will want to do
business with you.
STAMPS

A simple rule of thumb is that if you want to get an envelope opened, use more
stamps to equal the required amount of postage. For example, a letter requires
$.25 postage. Instead of one stamp, put on five 5-cent stamps. The person who
receives your letter will become intrigued by the number of stamps and open your
letter just to see who it is from. Consider using special stamps, such as
commemorative or scenic stamps. These, too, will arouse interest on a business
letter and get the envelope opened.
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STUFFERS
Make up a flyer promoting something about your business and place it in the bag
of every customer who leaves. Give it to shoppers who do not make a purchase.
Contact other businesses and offer to cross promote with them. You will stuff their
flyers in your customers' bags if they will stuff yours in their customers' purchases.
TAG LINES
Tag lines are an extra sentence or two tagged (added) on to your radio, television,
or print advertisement mentioning a special event or sale. The tag lines are not a
regular part of the promotion and should only be used to announce something
that is different and unique from your regular business activities. Tag lines can
also give a special message to customers, such as saying thank you for the
business during a specific period of time. The tag line is virtually a free marketing
technique because it is added to advertising that is already paid for.
TAKE-ONE DISPLAYS

Take-one displays are flyers or brochures in a display case that says "Take one."
The display should attract attention to the flyer or brochure, which then informs
customers of a sale or the benefits of doing business with you. Take-one displays
work very well in high-traffic areas where people do not have time to stop for
very long, as well as at the checkout counter or cash register. They also work well
next to impulse items, because customers tend to buy the impulse item and pick
up the material from the display at the same time.
TELEMARKETING

It is less expensive to reach a customer by telephone than in person. You can also
reach more people in a given time period.
The key to successful telemarketing is a well-prepared telemarketer. This means
having a person who knows your product or service, can follow a well-written
script and deviate from it when necessary while keeping the conversation natural,
and remains courteous to the customer at all times. While some products or
services can sell themselves over the telephone, usually it is the skills of the
telemarketer that determine the number and dollar amounts of the sales.
TESTIMONIALS

When a customer tells you they are satisfied with the way you conduct your
business or with a purchase they made from you, ask them to write it in a letter.
Collect these testimonial letters from as many people as possible. Use them as
additional sales and marketing tools. Customers and prospects always like to read
about what people like themselves think of doing business with you. These
testimonial letters, and even short quotes, will add credibility to what you do.
Keep these letters in protective sheets in a three-ring binder. This way, all your
customers can !ead them without destroying the letters. It also looks very
professional to have them in a binder.
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TRACKING

Always ask customers where they heard about you or who referred them to you.
All ads, flyers, and coupons should have a code on them so you can track them.
Developing effective tracking techniques lets you determine the cost of your
marketing program and your return on investment. It then allows you to evaluate
the program and make revisions, if necessary.
TRADE SHOWS

These are an excellent way to get your message in front of hundreds or thousands
of people for very little cost. Of course, you must figure in the expense of the
booth, travel, room and board, and salaries of the people attending the trade
show. However, it is worth it if you want to reach large numbers of people
committed to buying what you market.
Make certain your display is professional and eye catching. Have enough sales
literature and business cards to give out and enough people in your booth to talk
to prospects as they come by. Make sure you follow up every lead from the trade
show with a letter, another brochure, and a telephone call. Almost 25% of the
leads obtained at trade shows are never followed up. That is too much business to
let go to waste.
T-SHIRTS

T-shirts, like baseball caps, are an excellent way to have your message seen by the
public. You can sell or give the shirts or caps away. Just make sure they promote
your company and the message and image you want to project. T-shirts and caps
are often viewed as a specialty advertising item, but they are effective and many
businesses neglect to use this message medium.
UNIQUE SALES PROPOSITION (USP)

The USP differentiates your message from your competitors'. Your USP must be
made in conjunction with your unique marketing position (UMP), which positions
you in the minds of your consumer. The USP and the UMP combined often
determine how successful your business will be.
To determine your USP, ask yourself what it is you are really selling, and see if
that is what customers are really buying. If there is a match, write it down. If
there is a discrepancy, look at your product or service from the customer's
viewpoint. Then, write your USP from that perspective.
VALUE-ADDED SERVICE

Providing value-added service means you will give customers more for their
money. You may extend a warranty at no extra charge, make a delivery out of a
standard delivery area, or go out of your way to give your customers something
extra. You are giving added value (and service) to the purchase they make. Valueadded service all but guarantees customers will purchase from you again and refer
their family and friends to you. It costs you nothing and gains you a great deal.
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VENDOR SUPPORT PROGRAMS (See Co-Op Advertising)

These types of programs are often used with special events, such as a grand
opening. You contact your vendors or suppliers, inform them of what you are
doing, and ask them to make a financial contribution to the event. In return, you
will give them media exposure in your service area through the newspaper, radio,
and television ads you will create promoting the event.
Vendors are often quite happy to participate in these programs, which are similar
to co-op marketing programs. Vendors state every year that millions of dollars in
support and co-op programs go unused because nobody asks them for the funds
to participate in these programs.
VOLUNTEER

Volunteer for a community service or charity. Become a member of a service
organization, sit on committees or boards, help out with events. Work for a
charity. Customers view businesses that volunteer people and products or
services in a very favorable light. They often choose to do business with
companies just because of their civic-mindedness.
VOLUNTEERS

Don't only be a volunteer, use volunteers. Many people, especially retirees, are
eager to volunteer to help a business help people. You can use volunteers to act as
hosts or hostesses, guides, customer service people, or in any capacity you can
think of. Not only does this help your business, it also creates a favorable image to
customers and the general public.
WELCOME WAGON

This can be an effective tool if your product or service warrants being promoted to
new homeowners or move-ins. The Welcome Wagon is relatively inexpensive,
and someone else delivers the message for you. Usually, you have to provide a
coupon with a discount offer to the new neighbor.
This approach is worth trying if your offer is intriguing enough. The Welcome
Wagon has both success stories and failures, but it can promote you to
newcomers for a relatively inexpensive fee. You will have to try it yourself and
track it to see if it is effective.
WORD OF MOUTH

When someone refers you to a friend, they have given you instant credibility. The
new customer is much more likely to buy from you than if they had to come in to
see you on their own. If you satisfy the new customer, that person will also refer
others to you. Your entire business can be built on word-of-mouth marketing.
Word-of-mouth marketing can also hurt your business. Think of a business that
does not deliver on its promises or does not sell what it advertises: it can take
them up to 10 years to recover.
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