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ix.
�ere are times of repose that sync our 

attitude and leave behind the things that 

extract the appetite from our lives. If we do 

not challenge our perception and fuel our 

mind with new thoughts we have missed an 

opportunity to move forward. ”
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Promotional Branding

field on February 4, 1927 to discuss these 
goals and develop a plan of action. Wood-
ruff was selected as the organization’s first 
president. At this meeting it was suggest-
ed that the Roadway be branded with the 
name “The Main Street of America”. That 
slogan was the organization’s first promo-
tional campaign, and it soon became syn-
onymous with Route 66.

Another example of the marketing and 
promotion of businesses along Route 66 
was a campaign to take advantage of the 

travelers along the roadway to gain atten-
tion and draw those from Route 66 was 
the Meramec Caverns. In the early 1930’s 
Lester Dill and Lyman Riley, owners of 

the Meramec Caverns, were the first in the 
Midwest to paint advertising on the sides 
and rooftops of barns located along Route 
66. They also invented the bumper sticker. 
Over the years, millions of motorists have 
seen the advertisements for Meramec Cav-
erns and have stopped to see what it is all 
about. 
 
These examples of marketing and pro-
motion are snapshots of the past, but 
are great examples of the entrepreneurial 
spirit of Missouri Route 66. They reflect 

the success that a strong marketing and 
promotion plan of the road and businesses 
can have on the communities along the 
corridor.

Pl
an

 O
f A

ct
io

n

arketing involves selling a prod-
uct via promotion, public rela-

tions and generally spreading the word.  
In this case, the product is the Missouri 
Route 66. A broad array of tourism mar-
keting materials have been produced and 
numerous promotional efforts have been 
undertaken to increase awareness of, and 
visitation to Missouri Route 66 and sites 
along its corridor. In this section of the 
corridor management plan, information 
is presented on these efforts and sugges-
tions for future tourism promotion are 
provided. 

It is recognized that in order for Missouri 
Route 66 to be preserved, protected and 
recognized, it is important for the busi-
nesses to be successful and profitable. It 
is through these businesses that Missouri 
Route 66 can be sustainable. Without the 
businesses and their support, Missouri 
Route 66 will not have the support, fi-
nancial nor politically, that is required to 
maintain its integrity and legacy.  

The advantages that marketing and pro-
motional branding bring to the forefront 
have always been a key component of 
Route 66. Even in the beginning of the 
roadway with the formation of the U.S. 
Highway Association, their original mis-
sion was to publicize the road. Cyrus 
Avery guided this effort to establish this 
goal, and he solicited the help of John T. 
Woodruff, a Springfield businessman to 
assist in this matter. Representatives from 
all eight Route 66 states met in Spring-

“... in order for Missouri Route 66 to be preserved, 
protected and recognized, it is important for the businesses 
to be successful and profitable.”
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marketing plan by highlighting peak sea-
sons along the Byway. Linking the Mis-
souri Route 66 story to target audiences 
can facilitate a connection between the 
interests of the visitor, the priorities of the 

corridor management plan and the mean-
ing of the byway. Documenting the travel 
habits of visitors to the Route also serves 
as an indicator for the types of activities 
travelers engage in along the Route and 
the frequency of repeat visitors to the By-
way. Continued and enhanced statistical 
tracking is needed to document the true 
number of visitors to Missouri Route 66.

Wayfinding

Wayfinding is an important element to 
marketing the built environment. This 
critical element estab-
lishes how the traveler 
will navigate the By-

Target Audiences and the Visitor Expe-
rience

Strategically positioned within a day’s 
drive of over one-half of the total United 

States households, Missouri Route 66 
offers numerous opportunities to travel-
ers. Visitors can experience the beautiful 
scenery and natural environment, enjoy 
the archeological, cultural and historic 
sites or enjoy one of the numerous recre-
ation sites. There is great opportunity to 
capitalize on the Route’s central location 
in the United States due to the direct con-
nectivity with I-44, I-70 and future I-49. 

   
Tracking of visitor statistics establishes a 
solid baseline for economic development 
and demonstrates impact to the commu-
nities and region. Statistical tracking of 
visitors improves the effectiveness of the 
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way to understand its intrinsic resources. 
The Missouri Byways Program supports 
the efforts of the Missouri Department of 
Transportation to develop a comprehen-
sive signage program for all byway routes.  
A Federal Highway Administration grant 
paid for new Missouri Historic Route 66 
Byway directional signs throughout the 
corridor. Coordinated with paper maps, 
brochures, and technology-based resourc-
es such as websites and other orientation 
tools, wayfinding signage can be very ef-
fective in getting users down the Route 
and to the businesses along the way. 
Communities are encouraged to make 
decisions about the best and most appro-
priate way to keep the Route thriving and 
encourage continuous appreciation of the 
Byway’s intrinsic qualities.

Integrated Marketing

Integrated marketing is the holistic ap-
proach to communication in marketing. 
Making sure that marketing both online 
and offline is consistent is an important 
component. Consistency is a key in mak-
ing sure that consumers understand the 
marketing message which leads to a great 
result and return on investment. Integrat-
ed marketing helps by optimizing money 
spent. Whether online or offline putting 
the right number of dollars towards mar-
keting is the most effective approach. 

How will marketing 
change in the up-

coming decade? 



or bad things about a brand as they would 
wish. Therefore, search engine marketing 
should not be overlooked in the next de-
cade because real-time search will put the 
brand into the hands of consumers and it 
is better to be aware of what’s being said 
rather than to claim ignorance.

Affiliate Marketing

Many have found success in affiliate 
marketing. This means that groups pay 
a commission to affiliates and partners 
for selling products and services. Affiliate 
marketing is a no-risk method of market-
ing that has been around for many years. 

Many do not have the time to manage an 
affiliate marketing program. Hiring an 
outsource affiliate management company 
can help build a successful affiliate mar-
keting program.

Content Marketing

Content marketing is using relevant and 
valuable information to attract potential 
customers to the Byway. This informa-
tion will not only attract but, if done cor-
rectly, will engage a target audience and 
drive profitable action to businesses. It 
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Marketing will continue to move from 
one-way marketing methods to two-way 
communication with consumers. Busi-
nesses will begin to see that the only mar-
keting that truly works with consumers is 
relationship marketing and really taking 
the time to listen to what consumers want 
and what they desire is the most effective 
thing to do. 

For businesses in the next decade, it will 
become increasingly important to moni-
tor branding and reputations online.  Be-
ing aware of what’s being said as well as 
doing damage control and addressing any 
issues that arise in a timely if not imme-
diate fashion. Businesses can no longer 
hide behind four walls. In order to suc-
ceed with a marketing campaign it will be 
necessary to interact, engage and create 
relationships to grow business and create 
an effective marketing strategy in the next 
decade.
 
Recently the effects of real-time searches 
with the integration of Twit-
ter feeds, Facebook posts and 
Google search engine results 
have given users the ability to 
make decisions on the fly. This is 
just the beginning, and it is likely 
that this trend will only 
intensify. There will come 
a time when search en-
gine results will harvest 
all social networking site 
feeds, and when that happens consumers 
will have the freedom to say as many good 
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investment, because of its adaptability 
and changeability.

Marketing Plan

A Missouri Route 66 marketing and pro-
motions plan should be developed for the 
promotion of the Route state-wide. Fed-
eral funds are available for the prepara-
tion of a Byway tourism, marketing and 
promotional plan. The Missouri Route 
66 marketing plan should be coordinated 
with regional, county-
wide, and city tour-
ism plans as well as 

also helps with search engine marketing 
and optimization. A successful content 
marketing strategy will deliver consistent 
valuable information to a target market, 

when this strategy works, businesses are 
able to turn current consumers into tar-
geted buyers.

There are many components to market-
ing online. It is important to create an 
online marketing strategy just like it is 
important to have a traditional marketing 
strategy. Since online marketing is not go-
ing to go away, embracing the technology 
and determining what will work, will al-
low a much greater return on marketing 
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other Route 66 states. Since the roadway 
can be utilized to access numerous tour-
ist destinations, it should be promoted as 
the preferred route to reach these points 
of interest. Since Missouri Route 66 is 
one section of a multi-state experience, it 
would be wise to advertise in magazines 
specializing in vacation and travel.

An opportunity that exists in the District 
of Columbia is a system called “Beyond 
Guide”, a voice activated audio tour. The 
system uses a cellular telephone to allow 
tourists to access information about a 
given site. This technology would allow 
the use of multiple language options to 
suit the tourist. Custom tours could be 
selected based upon the visitor’s prefer-
ences, such as: Historic Sites, Civil War 
themes, Diners, Cottages and Courts and 
Gas Stations. This could assist in market-
ing the Route, its resources, and high-
lighting the businesses that offer services 
to the travelers.

A marketing strategy should include 
advertising, public relations and publi-
cations. Businesses, community organi-
zations, and cultural/historical groups 
should be encouraged to participate 
in and support these activities. Special 
events can be coordinated or complement 
local community events. These groups 
and organizations serve as resources to 
develop the byway infrastructure and 

implement the corridor 
management plan, in-

cluding interpreta-



• Provide media training to commu-
nity leaders and stakeholders includ-
ing how to manage and promote tour 
groups and the international traveler.

Awareness
• Continue survey work (both paper 

and online) to target audience to de-
termine level of awareness and inter-

tions, marketing, promotion, econom-
ics and the protection of distinct byway 
characteristics. Some specific suggestions 
for marketing are included below:

Branding
• Develop a branding plan to holisti-

cally present a recognizable image.
  
• Develop a statewide byways map 

that identifies the formal designated 
route.

Develop a series of postcards, posters and 
other print materials for state distribution 
to key stakeholders and communities.

Promotion and Public Relations
• Develop and place advertising to the 

appropriate outlets.

• Create and distribute a media/writ-
er’s kit on the Missouri Route 66 that 
includes background notes, story 
ideas, photos and travel information

• Develop and distribute regular news 
releases.

• A targeted outreach effort to travel 
writer organizations and bus tour 
groups.

• Develop statewide travel itineraries.

• Work with local stakeholders to de-
velop a Missouri Route 66 farmer’s 
market program.

ix.
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the clock. Visitors need only a stan-
dard FM Radio to tune in and hear 
prerecorded messages.

• Guided Audio files: Communities 

can create and edit from a central 
computer location. Wireless identi-
fiers units are placed near selected 
sites or exhibits. Visitors wear head-
phones, tune in through cell phones, 
or listen through portable devices.

• Computerized Ki-
osks: Place com-
puterized kiosks 

est in Missouri Route 66.

• Create and schedule communication 
media blitzes to promote Missouri 
Route 66 as a travel destination.

Technology
• Create an effective technology plan 

that incorporates the most effective 
and efficient use of electronic media 
interpretative information includ-
ing: Radio Repeater Transmitters: 
Transmitters would allow communi-
ties along Missouri Route 66 to put 
professionally recorded messages on a 
CD and repeat that message around 
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for map printouts and route guidance 
along the Route. Computer stations 
would function as a touch screen 
information center. Kiosks would 
allow visitors to enter locations or 
collections of particular interest for 
customized map printouts and mar-
keting collaterals. Visitors can access 
location-specific information about 
Route 66 and other byways as well.

• PDA’s and Other Mobile Devices: 
Provide programmed files to com-
munities with information that is 
specific to the visitors’ interests about 
Route 66. Integrate GPS/GIS infor-
mation to further explain the byway.

Visitor Experience
• Seek diverse funding opportunities to 

fund and/or improve interpretive and 
informational centers.

• Host travel orientation trips for na-
tional and international guests in-
cluding international travel writers.

• Work with byway businesses to create 
promotional programs for businesses.

Enhance Accessibility
• Increase visibility of biking opportu-

nities and promote opportunities to 
cyclists.



• Develop a brochure that identifies 
the various trails associated with 
Missouri Route 66.

• Develop trails and shared paths that 
provide pedestrian access to Missouri 
Route 66.

• Provide training to individuals that 
are the first to come in contact with 
those with disabilities, instructing 
them on the proper and appropriate 
methods to communicate and ac-
commodate those with disabilities.

• Assist communities and byways or-
ganizations in developing brochures 
and marketing collaterals that are ac-
cessible to those with disabilities, in-
cluding large print documents, audio 
interpretations of visual sites, Braille 
documents, and interpreters. 

  
Identify Cultural Programming 
Opportunities
• Develop materials in multilingual 

formats in order to enhance the tour-
ist experience for non – English or 
English as a second language traveler.

• The internet is an important source 
of information for visitors making 
travel plans.  

ix.

“A Missouri Route 66 marketing and promotions plan should be 
developed for the promotion of the Route state-wide.”

118




	Marketing And Promotional Branding Chapter Divider Front
	Marketing And Promotional Branding Chapter Divider Back
	Marketing & Promotional Branding

