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Introduction

The Junction City Area Visitor Readiness Assessment is an initiative by Energizing Junction
City, Travel Lane County and Lane County Economic Development. It is designed to provide a
checklist of actions to enhance the destination’s tourism performance. It is not a tourism
development strategy or marketing plan, hence does not include all of the actions that the
area may address in its annual tourism programs.

This report was created after site visits by the Total Destination Management team,
consultation with local stakeholders, and research which has led to the recommended actions
contained in this report.

In the 1870s, Junction City was named by railroad magnate Ben Holladay, who decided this
location would be where the rail line on the east side of the Willamette Valley would meet
the rail line on the west side. The westside line, however, was not built according to plan,

although Junction City later is where the two main branches of the Pacific Highway meet in
the Willamette Valley.

The city has several positive attributes on which to build its visitor economy. These include
its location on Highway 99, proximity to Eugene, recognition as being the home of the annual
Scandinavian Festival, the number of people attending events, historic downtown, popularity
of classic cars and the extended stay of others due to the local RV industry.

There are several proposed initiatives already underway which TDM believes will have
significant positive impact, if fully implemented, on the area as a visitor destination in the
near future. These include Junction City’s Transportation Strategy, the proposed Main Street
project, Parks Strategy and Junction City Downtown Plan as well as significant opportunities
presented by the 50" anniversary of the Scandinavian Festival in 2011.

The priority issues addressed in this assessment include:

» Branding and positioning

=  Product development

= Signage and wayfinding

» Visitor infrastructure and streetscapes
» Marketing communications

» Leadership



http://en.wikipedia.org/wiki/Ben_Holladay
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Methodology

The development of the Visitor Readiness Assessment for the Junction City area involved a
variety of actions which included:

= Review and analysis of past and current marketing materials, including brochures,
websites, maps and partner marketing materials.

= Online research to review key web sites relating to the Junction City area, as well as
those that potentially should carry references to Junction City.

= A community survey which was accessible online and through the local newspaper,
enabling local stakeholders to express their opinions.

» Personal interviews and discussion groups with local business and community leaders.

» |nterviews with executives from Lane County Economic Development and Travel Lane
County.

= Discussions with local residents, particularly those in contact with visitors.

= On-site assessments of Junction City and its adjacent areas by the TDM team to
experience the city and surrounding area through the objective and unbiased eyes of first
time visitors.

= Areview of relevant past reports, strategies and plans relating to Junction City.




Tourism Essentials

Why Plan for Tourism?

Tourism is a growing and important sector of the Oregon economy. The Oregon visitor
economy is worth $8.3 billion (2007) and Lane County captures $574 million (2007) of this
income. A key objective of this assessment is to recommend ways by which Junction City can
secure a higher share of this trade. Tourism and hospitality in Oregon accounts for 132,000
direct and indirect jobs, and provides $ 3.3 billion in employee earnings. (Travel Oregon
2009).

The Junction City Visitor Readiness Assessment provides strategic directions and an action
checklist for Energizing Junction City, its members, partners, and stakeholders to increase
market share, penetrate markets, encourage new businesses, and deliver outstanding visitor
experiences to boost visitor spending in the city.

The assessment adopts a holistic approach that analyzes all of the elements necessary to
present and deliver outstanding visitor experiences. Tourism is a complex economic activity
where success requires intensive and consistent networking and cooperation between public,
private, and nonprofit organizations to achieve the overall goals on behalf of the community.

An important principle underpinning this approach is acknowledging that what can be
attractive to visitors can also be appealing to residents and investors. As the cultural, natural
and agritourism attractors are improved they should also improve the city’s quality of life.

The main objectives of this strategy are:

= To ensure that available resources are deployed in the most effective manner.

= To establish priority actions for coordination of tourism marketing and development.
= To address gaps in the city’s tourism product and experience offerings.

= To create alignment with the programs of Travel Lane County.

= To generate a higher share of Oregon and Lane County visitor spending.

Tourism is Economic Development

Tourism is an export industry. This notion may initially seem a little strange. After all, when
we think of exports we usually think of container ships or trucks, stacked full of consumer
goods, machinery, agricultural produce, or raw materials leaving the area. When it comes to
tourism, economists regard it as an “invisible export” because the customer must come to the
source of production to consume the products.

Tourism is a business of small businesses. International research studies show that tourism is
one of the most effective catalysts for activating and sustaining small and medium-sized
businesses providing new opportunities for full-time and part-time entrepreneurs. This can be




achieved more quickly than building a manufacturing industry, and probably with a lot less
impact on the environment.

Tourism makes even more sense when we consider that an average “mom and pop’ small
business injects 54 cents of every dollar they earn into the local economy compared to a big
box store which contributes just 14 cents of every dollar into local pockets. (National Main
Street Center)

With effective management the benefits from tourism can include:

= Diversifying, stabilizing, and enlarging the economic base of the community.
= Stimulating entrepreneurial activity and small businesses.

= Boosting existing businesses by supplementing resident spending.

= Generating supplementary tax revenues.

= Stimulating the sale and export of local products, e.g. agriculture, wine, artifacts,
furnishings, etc.

= Enhancing the image of the city as an attractive place to shop, visit, develop a business,
and invest.

Holding Power

While it may not always be promoted as one of the leading visitor attractions of a community,
the diversity of shopping and dining experiences found in the downtown area is an essential
element for most destinations. Shopping is integral to the travel and leisure experiences for
most Americans.

Rural tourism appeals to many Americans, with 62 percent of all U.S. adults taking a trip to a
small town or village in the U.S. within the past three years, according to a special travel poll
by the Travel Industry Association of America (TIA). Dining out (70%) and shopping (58%) top
the list of activities by travelers to small towns and villages.

In order to provide a satisfying shopping experience, small towns should have a mix of at least
12-15 interesting retail shops and dining opportunities in a compact, pedestrian-friendly
shopping precinct. A few blocks containing visitor-oriented stores with dining options can be a
catalyst for accelerated spending by visitors.

It Takes More Than Lists

A community’s appeal involves so much more than what to see and do. So many destinations
attempt to sell themselves using a laundry list of attributes e.g. a beach, a casino, forests, or
an historic museum. The reality is that almost all people travel to feel better in some way.
This involves the visitor connecting with the place at a sensory or emotional level. Those
destinations that are able to deliver extraordinary, fulfilling or unforgettable experiences not




only have a distinct competitive advantage, but are able to attract premium pricing and
appeal to high value visitors. The destinations and tourism-related businesses that focus on
the customer experience and deliver it effectively are among the most profitable and
attractive.

Who Are Tourists?

Tourists often go unnoticed in a community, particularly in large and diverse cities and
counties. We sometimes hold preconceived and stereotypical images of who is a tourist and
how they may behave.

Tourism includes the travel by people and their activities at a location that is not their
normal place of employment or residence, more than 50 miles from where they live. These
trips can be for one day or over a longer period. Tourists can be considered to be:

= Those who are in transit to another location, but may stop for a while before proceeding
on their journey.

= Day trippers who may be either staying temporarily or living in a nhearby community who
visit, but do not stay overnight.

» People who stay overnight in either commercial or private lodging. These are the most
lucrative visitors for a community.

These can be further classified as:

= Leisure travelers includes people on vacation or a short break for leisure purposes
(including non-essential shopping trips). The majority of leisure trips are during June, July
and August i.e. during school summer vacations. Most international travelers fall into this
category as well and are often traveling the country for authentic American encounters.
(41% of US market -Longwoods 2006 Oregon Overnight Travel Study)

= Business travelers are
frequently the highest spending Why Do People Travel?
of all visitor segments. They
may travel to attend
conferences, incentive award
programs, corporate meetings
and sales visits. Many may = Adventure = Prestige
include leisure activities during | _ Achievement
their trips. (18% of US market -

Research has shown that the following are among the
main psychological motivators for travel. At times more
than one of them may influence travel decisions:

s Relaxation

Longwoods 2006 Oregon = Education = Self discovery
Overnight Travel Study) = Escape = Sexual opportunity
= Family bonding = Social interaction

= Visiting friends and relatives

(VFR) is one of the largest
visitor segments for many destinations. They are sometimes overlooked because they stay

6




in private homes, but studies show that they performed well on profitability measures
including being one of the highest spenders on shopping. This group is also the largest
segment to stop at visitor information centers and are highly influenced by the knowledge
of local residents. (41% of US market - Longwoods 2006 Oregon Overnight Travel Study)

Special purpose tourists are a subset of leisure travelers, and includes those traveling
individually or in groups for sporting, hobby, event, religious, or medical reasons.

Current Markets

During the consultation phases of the project, this assessment current leading sources of
visitors to the Junction City area were revealed to be:

Event attendees

Motorists in transit on Highway 99
RV and auto industry customers
Sporting events

Visiting Friends and Relatives
Visitors on the Long Tom Trail

Wine tourists

Overall, the city is currently underperforming in all visitor categories. The reasons are
outlined in this report.




Visitor Readiness Assessment

Total Destination Experience

The Visitor Readiness Assessment is founded on the need to deliver outstanding and
appropriate experiences at every point of contact with visitors at each stage of their
destination experience. The information and experience needs of prospective visitors change
according to the stage in their decision making in regard to the destination.

The following model is useful for considering customer’s decision-making and satisfaction at
key moments in their contact with Junction City. It reflects the fact that as customers
proceed from one stage to the next, their behavior, desires and needs change. This has a
direct influence on the methods and content of communications.

These five stages are:

1) Search: This stage includes the early points of contact that influence whether the person
becomes a customer for the destination or not. Commonly, these points of contact include
advertising, articles in newspapers and magazines, brochures, web sites, guidebooks, word of
mouth, emails and past experiences.

2) Plan, Compare and Book: Bridging the gap between a potential visitor’s consideration of a
community and becoming a customer is possibly the greatest challenge facing all destination
marketers. The points here commonly include fulfilling the questions from prospects and the
ease of making transactions and bookings. They may relate to web sites, reservations,
services, price, conditions and rules, discounts, packages, and staff.

The Total Destination Experience

3) Travel and Arrival: At this point the experience is well underway, and the journey is an
integral part of the total destination experience. The cost, quality, and ease of access and
transport can influence attitudes toward the place. Upon arrival in the city, is it easy to find
their way around? What are their first impressions? Is there a sense of welcome?

4) The Visit: This is the phase where we are most conscious of the experiences associated
with a destination. What is the quality of the attractions and their experiences? How are
customers interacting with the place? What are the quality and service standards? What is the




appropriateness of attractors, signage, brochures, tour guides, taxi drivers, and visitor
services?

5) Post Visit: This phase is frequently overlooked and does not receive the attention that it
deserves to build positive word of mouth and positive memories. What is their reaction to

leaving the place, engagement in social networking sites, souvenirs and local products, direct

mail, and “thank you” emails and correspondence?

The Assessment Components

This Visitor Readiness Assessment provides recommendations for enhancing the Junction City
area’s capabilities and competitiveness in ways that are essential for successful tourism. It is
divided into the following sections:

1.

Positioning and Branding

. Attractors and Experiences

Infrastructure and Visitor Services

. Streetscapes, Signage and

Wayfinding

Marketing Communications

. Leadership and Organization

What does the city want to be known for and how
will it build its reputation as a desirable
destination?

These are the elements that attract visitors,
encourage them to stay longer and are the core
components of the area’s tourism experiences.

These elements enhance the visitor’s access,
comfort and experience and create a distinctive
sense of place and welcome.

Streetscapes are integral to the visitor
experience, while signage and wayfinding inform,
guide, and motivate travelers.

The actions and messages that communicate the
tourism benefits of the area.

These capture the way that the area is organized
and motivated for tourism.




1.Positioning and Branding

While fundamental positioning and branding issues are addressed in this report, it is not a
brand strategy. Definitively positioning and branding will require a more intensive process.
The intense competition between communities is causing more to turn to the principles of
positioning and branding in order to shape their marketing and to help them stand apart from
competitors. A city brand provides the framework to consistently focus on what is special
about the place, from the visitor’s perspective. This plays a role in influencing people’s top of
mind awareness, whether to plan to visit, recommend it to others or decide to stop on the
way to other places.

Positioning is at the heart of branding and establishes what we want customers to think and
feel about the place. It relates to the position in consumer’s
minds (and hearts) that we want the city to occupy. The
strongest positioning frequently involves temporarily
sacrificing some attributes in order to select the most
enticing, meaningful and differentiating. The objective is to
secure the largest number of high yield customers possible,
while upholding the

community’s values
and achieving its “A brand is a living entity —and is
enriched and undermined
cumulatively over time, the product
of a thousand small gestures.”

strategic objective of
benefit for the

community.
Michael Eisner

Former Disney CEO

. The three most
important concepts for places like Junction City to
master in branding are (i) differentiation and positioning, i.e. leading with what sets it apart,
(ii) focusing on those attributes this provide its differentiation, and (iii) being consistent in
how these attributes are presented, and ensuring that partners deliver on the city’s brand
promise.

Difference + Authenticity = Brand Appeal

Every place has its own stories, character, style, history, people, and culture that reflect the
essence of the place. When they are able to preserve this and interpret it in a manner that
enhances the experience for visitors, they can have an edge over places that convey an all
too familiar “sameness”. This sameness in communities is increasingly reflected in streets
dotted with generic architecture and largely uniform national franchises that deny the
distinctiveness provided by a local sense of place or character. Visitors want to understand
and experience the local story whether through the character of the streets, foods, museums,
special events, or the lifestyle of the people. It makes for a fresh or different perspective and
a far richer and rewarding experience. It is also more likely to be aligned to the values of the
local residents if it has originated from the community’s roots.
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Junction City Positioning and Branding

A visitor to Junction City could be excused for being confused about the positioning and
branding of the city. It is sending confusing and inconsistent messages. At present there is no
clear or agreed positioning and branding in regard to what distinguishes Junction City from
other communities. It could be argued that Junction City has invested 50 years in the
Scandinavian Festival, attracted 100,000 visitors a year to the event and that this has had the
strongest influence in shaping the identity of the city among external audiences. However,
the city has not fully embraced the Scandinavian Festival or used the Scandinavian roots of
the city beyond the conduct of the event for four days each year. The interviews, discussion
groups and surveys conducted for this assessment revealed that the Scandinavian Festival and
the prospect of consistently adopting the Scandinavian theme in the downtown has been a
polarizing issue. The ad hoc adoption of the Scandinavian theme has resulted in an identity
crisis for the city. Yet, the Festival is featured on the attractive gateway sign at the northern
entrance to the city, is the symbol on the City’s logo, several downtown buildings have
adopted the Scandinavian theme, and informal surveys of outsiders reveal that the Festival is
the overwhelming top of mind attribute they associate with Junction City.

The prospect of adopting the Scandinavian theme for the city’s positioning and branding
provides Junction City with a platform that communities rarely have at their disposal. These
include:

» The authenticity of the concept because of the Scandinavian / Northern European
ancestry of more than 25% of the population (ePodunk.com).
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= A successful festival as its centerpiece which has been conducted for almost 50 years and
averages 100,000 attendees each year.

» The distinctive and differentiating nature of the positioning will enable Junction City to
clearly distinguish itself from other places in Oregon. There are no other places in Oregon
that have a Scandinavian festival and ancestry that can be effectively used to shape the
identity of their city to the same extent as Junction City. The identities of both Portland
and Astoria that also host such events are based on other more powerful attributes.

» ‘Scandinavia’ evokes many positive associations such as quality, creativity, innovation,
ingenuity, design, fresh, natural, and sustainability. The Scandinavian countries are also
responsible for some of the world’s leading brands including IKEA, Volvo, LEGO, SAAB,
Scania, Ericsson, Nokia, Absolut, and of course ABBA. Focusing only on the stereotypical
cultural attributes such as mythology, Vikings, dance, food, Hans Christian Anderson and
national costumes limits and undercapitalizes on the opportunity.

» The opportunity to link to the attributes and values that people associate with
Scandinavia could be part of the brand framework to shape Junction City’s economic
development, new business recruitment and development programs, i.e. adopt some of
Scandinavia’s attributes of quality, innovation, design, sustainability and freshness.

The TDM team believes that before discarding the Scandinavian theme as an option for the
positioning of the city, it should be considered in a context beyond that of the Festival. Some
residents fear the “Disneyfication” of the city, almost in the form of a Scandinavian theme
park. This may be a legitimate concern, but adopting the theme will not necessarily lead to a
negative outcome. There are ways that the Scandinavian theme can be adopted without
being garish or evoking images of being “cheap and touristy”.

Junction City has no other readily identifiable foundation on which it can clearly and
meaningfully distinguish itself from other communities in ways that will resonate strongly
with outsiders and have the potential to generate broad community support.

Adopting the Scandinavian village theme should not be to the exclusion of the city developing
competitive capabilities for certain types of specialty shops, RV sales and maintenance,
classic cars and historic downtown. In fact, it should enhance those opportunities and give the
city an added edge. The Scandinavian theme can provide an overarching identity and an
identity for downtown as a place with a very attractive ambiance to relax and spend some
time. This is a much more attractive scenario than one of the possible futures for the city
described in the report by the Oregon International Urban Planning Advisory Team (2008),
“Junction City - a drab, auto-oriented strip town dominated by billboards, faceless buildings,
malls parking lots and commercial clutter”.

Among the questions that Junction City should consider in developing its brand identity are:

=  Why should prospects spend time in Junction City when Eugene, Yamhill County or
Independence may also be good options?

12




Are we projecting what is truly distinctive about Junction City that visitors can’t get
closer to home? What will make us stand out from the crowd? How appealing will this be
to target audiences?

What are the experiences, key words and phrases, images, colors and designs that should
be consistently used in communications to distinguish Junction City from competitors and
to support the brand promise?

Recommended Actions:

Objectively analyze, brainstorm and evaluate the opportunities presented by adopting the
positioning and branding based on Junction City’s Scandinavian heritage. The community
is too heavily invested and identified with it to walk away from it without serious
deliberation. Consider how this can be adopted in ways that embrace other attributes
associated with Scandinavia.

Develop a brand strategy for Junction City to formalize the ideal positioning, competitive
identity and the framework to direct the future tourism and economic development
marketing of the area. The brand strategy should also lead to a distinctive visual and
verbal identity, as well as key phrases and words to be consistently conveyed to specific
target audiences for all organizations to use when describing the city as a visitor
destination.

13




2 Attractors and Experiences

These are the features and attributes that motivate people to visit a place and in turn
encourage them to extend their stay. They may be physical sites, events, places or a feeling
that people derive from the location.

Key Experience Themes

Key experience themes are the broad categories of activities that support the positioning of
the city and deliver on its promise. These themes reflect its value proposition and
competitive advantage in delivering outstanding customer moments in these activities.

Junction City has a blend of urban, farming, and natural

environments in close proximity to Highway 99. However, the o
city does not have any major icons or anchor attractions to lure :‘/7
visitors from any distance. Of course, the main exceptions to —
this are the Scandinavian Festival and the RV industry. This was
frequently cited in interviews and workshops as a major factor
limiting the development of tourism in the city. A handy rule of
thumb to consider when evaluating a destination’s drawing
power is that the city should have four hours of activities to
occupy a visitor for each hour they have to travel to the city.
This is not an easy benchmark for Junction City to attain. Beside
periodic events, the city currently does not have the integration
of experiences to act as a destination. However, through the
activation and integration of many of the following themes can start to generate increased
visitor appeal and spending. Identifying experience themes provides a hierarchy by which
budgeting, investment, development and marketing can be prioritized.

Priority

1. Major Events

2. Scandinavian Festival
3. Classic cars

4. Historic downtown

Complementary

5. Long Tom Country Trail
6. Old Highway 99
7. Cycling

14




1. Major Events

The tourism benefit from events generally takes three forms. The first is the direct spending
by event attendees, participants, organizers, spectators and the media. Second, those who
visit the city for a particular event and may be encouraged to return in future, which should
bring longer term benefits for the area’s tourism and economic development performance.
Third, events can have a more comprehensive promotional impact by providing a spotlight on
the city and causing people to consider it in a different light.

Junction City and surrounds host several successful major events each year in addition to the
Scandinavian Festival and smaller community events. Some of the area’s major events that
are growing each year include the Daffodil Festival and Drive, Function 4 Junction, Harvest
Gathering and Quilt Walk. These are important because they are connecting on a meaningful
level with an increasing number of visitors to the city. Recent additions to the calendar such
as the Water Tower Market and The Ruckus are also expected to be popular draws.

The consultation process revealed concerns by local businesses that they were not seeing
benefits from the major events conducted in the city.

Recommended Actions:

3. Initiate discussions with event organizers to explore how local business may be able to
generate increased benefits from local events.

4. Promote coming events more aggressively to passing motorists. For example, despite the
thousands of cars that pass on Highway 99 each week, the only evidence that the
Scandinavian Festival is six weeks away is the tiny reference on the city’s northern
welcome sign.

5. Ensure that images and copy associated with major events is prominent on web site
marketing Junction City and that Travel Lane County, Travel Oregon and Oregon.com are
well informed about the city’s major events.

2. Scandinavian Festival

The majority of respondents to the community survey and people outside of the city we spoke
with cited the Scandinavian Festival as the defining attribute of Junction City. The Festival is
an annual four-day celebration of Scandinavian heritage that has been held in Junction City
since 1961. It has been rated by Sunset Magazine as one of the best in the U.S. for its
authenticity. The festival celebrates the rich Scandinavian heritage of many of its residents.
It presents cultural entertainment and activities in the authentic Scandinavian spirit and pays
homage to the cultures of Denmark, Finland, Norway, Sweden, and Iceland.

While the festival plays a positive role for the city, concerns regarding the future of the event
were also openly expressed and these centered around:

= The need to refresh and rejuvenate the event;

15
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» Providing a “facelift” and introducing new activities;
= More active marketing beyond the local area;

» Development of strategies to explore how the surrounding area, e.g. Long Tom Country
Trail enterprises, can participate;

= |ncreasing the benefits to downtown businesses;

= Addressing the leakage of economic benefits because an increasing number of vendors are
from out of town;

» Declining community support and a reluctance to volunteer;

= Revisiting the mission of the event which was originally created to boost local businesses;
= A desire to return to the “community roots” of the event;

= The composition of the festival board and increased community involvement.

Participants in the consultation process expressed an interest in exploring how the awareness
of the festival and the Scandinavian heritage of the city can be leveraged to benefit the
community for the other 361 days of the year. There is little evidence of this having
happened to date. Some downtown buildings reflect a Northern European style of
architecture, but this is inconsistent, not always of high quality and insufficient to act as a
magnet for visitors.

There are few organizations and individuals in Junction City who, after fifty years, are not
heavily invested in the Scandinavian Festival. As the event approaches its fiftieth anniversary,
it is timely to consider the vision for its next thirty years and how it can be of optimal value
to the community.

Recommended Actions:

6. Convene a meeting with the Scandinavian Festival Board and representatives of the City,
Chamber, Downtown Association, Energizing Junction City and other leading organizations
to review the relevant findings of this report (including the community survey comments)
and to determine a path to address the recommendations.

7. Take advantage of the 50" anniversary of the Festival to conduct a community-based
strategic planning process that involves re-establishing a vision for the event,
rejuvenating the event and investigating ways to optimize its benefits as well as
addressing concerns expressed by community members.

8. As a priority, conduct a survey of attendees at the 2009 event to ascertain their home zip
code, whether have they visited the event before, what they like/dislike about the event
and what additions or improvements they would suggest. This will be an invaluable
foundation for future planning. Conduct the survey again during the 2010 event.

9. Investigate means to expand marketing of the festival to effectively reach residents
beyond Eugene and Salem.
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10. Begin planning now to determine how the 2011 event can represent a paradigm shift for
the city (not just the event). Make the 2011 event one of statewide significance.
Investigate one-off sources of participation, sponsorship, grant, in-kind and marketing
support.

11. Establish a special board for 2011 at least eighteen months in advance that taps a wider
range of influential board members including those at county and state level.

3. Classic Cars

Automobiles are an important element of the local economy and lifestyle of residents. The
area has many classic car enthusiasts, RV manufacturers and a variety of enterprises involved
in the sale, repair and enhancement of vehicles. Classic cars have been playing an increasing
role in local events during the past few years. Junction City has the strongest credentials in
Lane County for these visitors and increased emphasis should be placed on this activity. An
added benefit from this focus is that there are already many auto businesses in the city that
could supplement their customer base through this activity.

Recommended Actions:

12. Integrate classic cars as an element in city events, including the Scandinavian Festival.
This will serve to increase the visitor base and will contribute toward establishing
Junction City as an attractive destination for classic car owners and enthusiasts.

13. Proactively target businesses associated with classic cars to relocate to Junction City.

4. Historic Downtown

Junction City has a history dating from the 1870s. It has potential as a pedestrian-friendly
precinct, but at present does not have a sufficiently attractive sense of place or possess
sufficient businesses related to dining, specialty shopping and entertainment to attract and
hold the attention of visitors. Too much of downtown has the appearance of a festival site
waiting for the next year’s event, while not focusing on the other 361 days in the year.

Historic Sites and Walking Tour

The Junction City Historical Society has produced an attractive Historical Walking Tour which
highlights twenty-one buildings and historical sites in close proximity to downtown. The
brochure is available in hard copy and PDF format. Unfortunately, several of the historic
buildings have been destroyed and there is nothing of significance to see at the location.
There is no walking tour directional signage or historical designation at any of the sites.
However, there is an excellent interpretive sign at the corner of 6™ Avenue and Greenwood
Street that tells the story of the city.

17
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The historic walking tour is supported by a brochure and downloadable PDF brochure. Interpretive and walking tour signhage
that includes historic photographs should be added to all sites.

Recommended Actions:

14. Redesign the Historic Walking Tour with a focus on the eastern side of Highway 99 and
only feature those sites where the original or a replica building is standing.

15. Introduce interpretive signage at each site of historic significance on the walking tour.

16. Ensure that the story of Junction City is included in all appropriate brochures and web
sites, and includes the Scandinavian story.

17. To complement downtown renewal projects, at an appropriate time ensure that there are
regular community events and activities planned for the precinct to bring added life to
the downtown area.

Junction City Museum

The Museum does not project a strong invitation to prospective visitors with the sign at the
front of the building simply stating, “Museum”. It has very limited opening hours and is
managed by a small group of volunteers who are working extremely hard on a very limited
budget. From the outside, it is not clear what type of exhibits the museum features.

Recommended Actions:

18. If it is considered that the museum should play a more active role in tourism, the
exhibits should have wider appeal by having a specialty. A sign outside of the building
should clearly communicate this focus and special exhibits.

19. Rather than simply calling the building “Museum”, it should be renamed to more
accurately project its special themes to make it more enticing to visitors. A link to
Scandinavian heritage should be considered.

18
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The Junction City Museum in addition to reflecting local history, should establish Scandinavian heritage in the Northwest as a
specialty to expand its appeal and sponsorship options.

20. Consider how the museum can tell the story of Scandinavians in the Northwest as its
specialty to increase visitor interest, volunteer support and sponsor opportunities.

21. Investigate how the museum can collaborate with the Nordic Heritage Museum in Seattle,
(www.nordicmuseum.org), the only museum in the USA that honors the legacy of Nordic
immigrants.

22. Assist the museum to generate volunteer support, including administration and
bookkeeping, specifically a person with Quickbooks capabilities.

5. Long Tom Country Trail

Along the slopes and woodlands outside of Junction City are a number of enterprises
participating in the Long Tom Country Trail, as part of the Oregon Country Trails cooperative
marketing program. The trail is named after the Long Tom River that drains the foothills of
the Coast Range. Participating in the trail are world class wines, an alpaca ranch and wool
fiber store, artist galleries, a sheep shed and wool shop, a country meat market, biodynamic
gardens, an organic sheep ranch, vineyards, antiques, produce stands, appaloosa horses, wild
mustangs, horseback riding, kid’s camps, nurseries, strawberry fields, peach orchards, and B
& B’s.

The Oregon Country Trails program is the most prominent and effective form of marketing
conducted for the area. The trail is constrained by its limited budget, signage and the
opening times of participants. The Trail does not appear in any of the marketing material
produced by the Chamber of Commerce. Sighage is inadequate and in some cases may be a
traffic hazard as very few properties have advanced warning or business signs, except for the
small Long Tom Trail signs at their entrances.
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Businesses in Junction City are actively requesting their inclusion in the program. We believe
that this can be best achieved by the integration of the Trail into Chamber marketing and an
overall increase in city marketing efforts.

When traveling on the Long Tom Trail one does not get an indication of Junction City’s close
proximity. In fact, it can be quite disorienting to find the city as there are no signs at critical
intersections showing the direction to Junction City.

The Long Tom Country Trail is near to Junction City and should be presented as one of the experiences available from the
city. The Trail should be included as appropriate in the city’s marketing.

Wineries

Wine tourism is being recognized by tourism organizations around the world as an important
growth market. While the wine and tourism industries have operated side by side for a few
hundred years, it is only over the past twenty years that the two have actively collaborated to
tap into high yield visitor markets.

Today’s tourist is a very experienced and discerning traveler who may have enjoyed fine food
and wine in many parts of the world. For Junction City and Lane County, wine tourism
presents a variety of opportunities because of its close proximity to small, quality wineries
and the accolades that the region’s Pinot Noir wines is receiving. There are four wineries in
close proximity to Junction City. All are featured on the Long Tom Trail, but only two are in
Travel Lane County’s Official Visitors Guide. Only Benton-Lane and Pfeiffer wineries are well
signposted using the Travel Information Council signage. For the area to become a wine
tourism destination and compete with some of the state’s more advanced destinations there
is the need to introduce quality boutique lodging, and restaurants to complement the
outstanding wine. For the area to compete effectively for wine tourists the opening days and
hours of wineries will have to be extended.

20




The Wine Tourist

Visitors attracted to wine producing areas are generally characterized as being well educated,
professional, aged 25 years and over, and employed in professional or managerial positions.
Those visiting wineries in the Pacific Northwest are predominantly of the Boomer generation
and reside in the corridor from Seattle to Eugene. However, true wine enthusiasts may be
attracted from across the country and even internationally. They seek information about
wines, the opportunity to further develop their palate, and buy the latest and rarest wines
direct from the winery.

Another target audience that may be motivated to travel for a wine tourism experience are
members of Generation X. In the Northwest, they reside mainly in major urban areas. They
want to learn more about winemaking in an entertaining way, and be made to feel
comfortable and less
intimidated by the experience.
They also seek information and
knowledge about wines that will
assist them in social settings
back home.

Recommended Actions:

23.

24.

25.

Integrate the Long Tom
Country Trail into the
tourism marketing of the
Chamber and community
events, wherever
appropriate. Its individual
enterprises should be
encouraged to be involved in
the Chamber as well.

Introduce more directional
signs at critical corners of
the Long Tom Country Trail
to direct visitors to Junction
City.

Introduce official Long Tom

Factors Influencing Winery Selection

Research in wine tourism regions has shown the major reasons why
people visit specific areas and select particular wineries. Their
selection depends upon:

Information and communication, i.e. the availability of quality
maps detailing locations, distances and wineries, road signage,
cellar opening times, available visitor activities, tasting notes,
and restaurant and accommodation guides.

Wine tasting, i.e. the availability of a cellar door tasting area,
interpretation and information, access to tasting quality wines,
and knowledgeable and friendly winery staff and management.

Restaurants that feature both formal and informal dining options
and capture the wine country ambiance.

An attractive sense of place, i.e. a welcoming gateway to the
winery, cellar door signage, ample parking, internal ambience,
cleanliness, and the availability of public facilities.

Boutique lodging availability.

The opportunity for a value-added experience such as meeting
the winemaker or tasting rare and award winning wines.

Events that celebrate wine and food.

Country Trail directional signs to form a series of loops from critical intersections at the
outer boundaries of the Trail, such as at Harrison and W99 and Highway 99 and High Pass
Road. It will be necessary to monitor the most appropriate sites as new enterprises join

the Trail.




26. An integrated wayfinding system should be designed for directional, advanced warning
and participant signage for use on roads throughout the Long Tom Country Trail. Increase
visible links between Long Tom Country Trail and the River Road Country Trail.

27. Future economic development strategies should investigate the business opportunities
and gaps related to wine tourist’s needs such as lodging, restaurants, and specialty stores.

28. Encourage all wineries and Trail enterprises to use Travel Information Council official
directional signage.

6. Old Highway 99

Oregon Route 99 is the lifeline for the city. It is a state highway that runs .
between the southern border of Oregon and Portland. Route 99 was formed %m«mﬂmﬁw
from parts of the former U.S. Route 99 and shares much of its route with HSHWAY 0o
Interstate 5. Between Portland and Junction City, the highway is forked into [kttt
two routes: Oregon Route 99E and Oregon Route 99W. '
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Route 99 dates from 1926, which also saw the establishment of the famed
Route 66. While Route 66 was to gain celebrity in books and movies for its
role in western transport, history and culture, Highway 99 had a role that was
just as an important in the growth and development of the west coast. From
the Canadian border to Mexico, the highway became the backbone of north-
south travel through the western states. Highway 99 was originally a
fragmented collection of existing roads that were brought together into the
new highway network. For example, in many locales in the Northwest it is known as the more
familiar Pacific Highway.

Regardless of the name, wherever ‘Old 99’ went, communities, gas stations, cafes and motels
tried to outdo each other to service the empty, the hungry, and the weary. Today, tourists
tend to stay on Interstate 5 and miss the slower, yet more interesting route of Highway 99.
The stretch of Highway 99 between Eugene and Portland winds its way through many small
communities, historic sites, acres of world class vineyards and wineries, and abundant agri-
tourism and recreational opportunities.

Recommended Actions:

29. In collaboration with Travel Lane County, investigate the prospect of establishing Old
Highway 99 from Eugene to Portland as a designated touring route that is actively
developed and promoted by state, county and local interests.

30. Endorse and support the recommendations in the Junction City Transportation System
Plan that will make Junction City a more attractive cycle friendly destination.
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7. Cycling

The terrain surrounding
Junction City and along
Highway 99 makes the city
an ideal destination and base
for cyclists. However,
Junction City should increase
availability of food outlets
and bicycle repair shops, in
order to establish itself as a
popular cycling destination.
The proposed redevelopment
of Highway 99 in Junction
City incorporates bicycle
lanes and a more bicycle
friendly environment which
when combined with other
recommendations will make
Junction City a more popular
destination for these high
value visitors.

Recommended Actions:

31. In all city improvements
make every effort to

Success Factors for Cycle Tourism Destinations

The following is a checklist of the characteristics that are common to areas that
are successful in developing the cyclist tourism.

= Acycle-friendly & involved community

= Bicycle friendly accommodation

m Bike parts & repair

= Clear route signage

s Comprehensive cycling information on web site
m  Designated trails

m  Events featuring cycling

= Good maps

= Host cycle-oriented media (when ready)
»  Natural & cultural attractions

= Quality food outlets

»  Quiet roads with sealed shoulders

= Secure bike parking

= Signage / info at trailheads

= Understanding and respect for cycling

make the city as cycle friendly as possible in all proposed city improvements.

32. Ensure that information for cyclists is in all brochures and web sites.
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3 Infrastructure and Visitor Services

These elements enhance the visitor’s access, comfort and experience, and create a
distinctive sense of place and welcome for destinations.

Downtown Junction City

Downtown precincts are critical elements in the development of the tourism capacity of a
community. Downtowns are frequently the locations for the majority of visitor spending
outside of lodging. Those that are welcoming, pedestrian friendly with a pleasant atmosphere
or ambiance along with the right mix of retail, dining, entertainment and leisure
opportunities are in the strongest position to attract and hold visitors. When a downtown is
known to have unique qualities or to specialize in particular types of retail stores, it is in an
even stronger position to compete against other options.

Junction City was once a city that had a number of impressive buildings with interesting
architectural features. Some of those buildings still remain, but others have been altered in
ways that diminish their attractiveness and the character of the streetscape. Some have
adopted facades and color schemes that do not reflect the attractiveness of their
architecture.

The downtown area has many empty, untidy and unattractive buildings which are detracting
from the overall appeal of the area as being a place to spend time. The attractiveness of
downtown could be enhanced by introducing a recommended color pallet for buildings,
outdoor dining, flower baskets and flower boxes, colorful banners and flags, improved
sidewalks (in places), a better mix of businesses, and improved landscaping. Research shows
that when street trees were added every 25-30 feet and flower boxes were installed outside
of retail stores and restaurants, sales increased on average 8-20%.

While some buildings are white and adopt the Scandinavian theme, others are painted colors
that are not appropriate for a town wanting to project its historic precinct. While every
building may not adopt the theme, there are better and more attractive options.

While the City logo and welcome signs may reflect the city’s Scandinavian heritage, this
promise is not delivered in a meaningful way except at Festival time. Some downtown
buildings do show signs of the Scandinavian theme inspired by the annual festival, but these
efforts do not cover sufficient buildings to generate strong visitor interest.

The Scandinavian Park adjoining downtown has the potential to be an important gathering
place for the community and visitors. At present it is seems to have partially dismantled
scaffolding on the site from last year’s event. It does not look inviting and there does not
seem to be any way for people to enjoy the park. It could have a permanent feature that
gives meaning and relevance to its name.
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The historic buildings at the intersection of 6™ Avenue and Greenwood Street could anchor a more attractive precinct with
changes to building facades, color schemes and other street enhancements.

Junction City is not distinguished in a meaningful or attractive way from other competitor
cities. While somewhat controversial, a Scandinavian theme, if done well can create a
significant point of difference for the city and present visitors with a pleasant experience.
This does not mean that the city should resemble a Scandinavian theme park. It is a case
where subtle adoption of a distinctive color scheme can be beneficial. Good examples can be
found at the intersection of 7" Avenue and Glenwood Street. Here the City Hall, Library and
the optometrist’s office contribute to an attractive and distinctive streetscape which is in
contrast to most other areas of the city. The white buildings with subtle features inspired by
Northern European designs project clean, fresh and quality impressions. The Festival Hall at
5™ Avenue and Greenwood Street has large murals of Vikings that, while possibly appropriate
for the Scandinavian Festival, may need to be reviewed in the context of forming an
attractive streetscape during the rest of the year.

[

The buildings at the intersection of Greenwood and 5™ Avenue provide excellent examples of the Scandinavian theme.
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The current color palette chosen for many of the buildings in Junction City is similar to that
used in many other communities in Oregon. In the case of Junction City it tends to create an
uninteresting appearance. The idea is to create an atmosphere and ambiance that is unique
to Junction City - without being gaudy and “touristy”. This ambiance can form a potent
backdrop for specialty shops, relaxing dining venues, classic cars and frequent downtown
events throughout the year.

There are several parking lots on critical downtown corners that should be landscaped with shrubs or hedges to obscure some
of the “fields” of asphalt and add continuity to line of sight along streets.

There are at least four large parking lots in the downtown core that are situated on critical
corners. While it is good to have this parking capacity, these empty spaces have created gaps
which have broken the sightlines of the streets. The added expansive asphalt has contributed
to the perception of a lack of activity and attractiveness downtown. These should be
addressed by landscaping in the form of hedges or lines of shrubs to shield the asphalt and re-
establish continuity to the line of sight.

Further observations and recommendations relating to downtown streetscapes, corners,
business sighage and beautification are addressed in other sections of this report.

Recommended Actions:

33. Endorse and support the improvements recommended in the Junction City Downtown
Plan (2003) and the Main Street Program application. These should include
improvements to sidewalks, bicycle storage, curb extensions, decorative crossings,
streetscape beautification, signage, lighting, building facades, color schemes, as well as
the introduction of public art, colorful flags and banners, flower boxes and hanging
baskets, street benches and trash cans. This should extend to placement of utilities
underground wherever possible.

34. Consider and define the design guidelines of a Scandinavian theme in regard to
downtown.
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35. “Clean up JC” efforts addressing local stakeholder complaints that the city is untidy and
unattractive should motivate a clean-up of downtown and Highway 99.

36. Develop an attractive color palette to enhance the attractiveness and atmosphere of
downtown. Ideally this should be a palette compatible with the Scandinavian theme.

37. Conduct a community consultation process to determine the desired uses and design
requirements for Scandinavian Park.

38. Introduce landscaping at all of the car parks in the downtown area and on Highway 99
where there are extensive tracts of asphalt.

Visitor Oriented Businesses

Junction City has only two motels and

very few full service restaurants, most Success Factors for Tourism Shopping
of which are Mexican and Chinese
cuisine. The community consultation = Access must be easy — add attractive signage.
process revealed a need for more = Can't take it with them -make shipping the items home
specialty stores, quality dining, and easy for them.
entertainment in the downtownwn. In m Critical mass - it helps when there are 8-10 additional
addition to attracting more businesses, stores to add to the appeal and experience.
some of the established businesses = Good customer service — well trained, attentive and
have scope to improve their curb knowledgeable staff are essential.
appeal, window displays, trading hours, | = Magnetic displays — entice shoppers through enticing
and signage. displays and lighting.

. . s Make sure merchandise is special or unique — not
This dogs not form .a strong fqundatlon things they can buy at home.
for tourism marketing. The mix of ) )
busi in the downtown needs to = Provide options to buy after they leave — let them know

USINESSES N - i your web address or catalog details.

create the critical mass of specialty

retail, dining and entertainment
options to function as an attractive visitor destination and for the optimal enjoyment of
residents.

While some communities succeed with just a few stores, it is widely believed that the ideal
configuration is to have a minimum of fifteen to twenty retail, dining and entertainment
options covering three or four blocks. The food related options usually include at least one
quality coffee shop, sit down restaurant, ice cream store, wine store, deli and confectionary.
These are supported by specialty retail stores and entertainment options. The introduction of
the couplet on Holly and lvy Streets will slow traffic and is likely to create a more favorable
business environment for downtown.

Many business facades are attractive and appealing, while others are poorly presented and
unenticing to visitors, despite having what may be attractive merchandise. Additionally, there
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are a number of empty commercial buildings in the downtown area that are untidy, dirty and
do not project a positive and welcoming town.

Some communities have built reputations for themselves based on their specialty stores. For
instance Coburg is well known for antiques, Turlock CA for wedding related boutiques and
Port Townsend, WA with a combination of markets and specialty stores. There are several
specialty businesses sprinkled throughout downtown Junction City, but are insufficient in
number to generate a reputation for the city as the place to visit for a particular range of
product. Some of these businesses are individually drawing customers to the city from
considerable distances, but the city does not present a critical mass of specialty shopping
options to develop a “must visit” reputation. Recruiting more stores and locating them within
the same block will make a strong statement about the city’s credentials.

Recommended Actions:

39. Conduct a feasibility and needs assessment in regard to lodging, including RV park needs
and if appropriate initiate an approach to prospective developers.

40. Develop a small business recruitment strategy to proactively address the number of
empty buildings and ensure an enticing mix of businesses to add to the appeal of
downtown as an attractive place for both residents and visitors.

41. When downtown beautification projects are initiated, encourage specialty retailers in
various areas of downtown to relocate to the same street in order to create a more visible
cluster of specialty shops and generate greater attention to the precinct.

42. Encourage cooperation and collaboration between specialty retailers, including those
involving classic cars, to develop cross-selling, buying co-ops, co-operative marketing and
staff training initiatives.

43. Engage a technical specialist in retail and downtown promotion to provide on-site
advice for small businesses to foster improved “curb appeal”, engaging displays, co-
operative promotions, and profitable business layouts.
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4 Streetscapes, Signage and Wayfinding

This section addresses the streetscapes, place elements and signage that are needed to
provide a quality visitor experience. These provide a sense of place, welcome and community
spirit.

It is easy for residents of any community to overlook the appearance of their streets, the
absence of trees, the poor lighting, trash and bad signage that may have evolved over the
years. Visitors however, are much less forgiving. Where attention has been paid to the
aesthetics of a city including preserving or enhancing its natural qualities and environments,
it gains the reputation as a “special place”. The consultation phases of this project revealed
that this is an aspect of Junction City that requires attention.

These issues are of great importance to Junction City’s tourism appeal, development and
continuing success, particularly given that more and more tourists are becoming concerned
about issues of authenticity and local character.

Streetscapes and Beautification

Highway 99 through Junction City should signal that the city is “an oasis” where motorists are
welcomed and invited to break their journey and spend some time in the city. However, the
reality is that 99 projects an image as being a long strip of competing and untidy signs, fast
food outlets, unattractive commercial buildings, with no signs identifying the location of its
downtown.

The most important thoroughfare in Junction City is Highway 99, which provides both benefits
and disadvantages for the city. The impression that motorists obtain driving Highway 99
through Junction City is not necessarily one of an inviting place to stop. For pedestrians the
highway divides the city and can be dangerous to cross. These observations were reinforced
by our interviews and discussions with residents, our site inspections and the comments in the
community online survey.

The City of Junction City has developed options in regard to redevelopment of Highway 99 in
the Junction City Transportation System Plan which was adopted in 2000. The City is moving
forward with an option that includes a proposed couplet which will involve northbound traffic
flows on Holly Street and southbound on lvy Street (Highway 99). Under this proposal, the
streets would be constructed to a width of 60 feet rights of way, using a design speed of 30
mph and would include:

=  Two travel lanes (12 feet wide each)
* One bike lane (6 feet wide)
= Parallel parking on one side of the highway (8 feet wide), and

» Two sidewalks (11 feet wide)
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This proposal, in addition to slowing traffic and creating a safer pedestrian environment,
improves bicycle access, enhances the streetscape and creates an environment more
conducive for people passing through the city to stop and visit the downtown area.

Ivy and 6" is the main intersection into the downtown area from Highway 99. However,
despite the introduction of new traffic lights and redevelopment of the southeastern corner it
does not represent a welcoming entrance. At the time of the assessment, the recessed
sidewalk on the northeastern corner was littered with debris. The buildings appear rundown
and some businesses have unattractive signage. There is no directional sign for downtown and
the Visitor Information sign is not visible to motorists from the south until the last minute.

Highway 99 through Junction City is characterized by visual clutter from unattractive commercial buildings, a
multitude of signs, inadequate official signage and extensive unlandscaped sidewalks.

Recommended Actions:

44, Endorse and support the Junction City Transportation System Plan proposals to develop
a couplet on Holly and lvy Streets and the Junction City Downtown Plan 2003 to further
enhance streetscapes and the downtown precinct.

Gateway Signage

First impressions start at the entrance to the city, and appearances really count when it
comes to attracting visitors and the economic well-being they can bring to places. Visitors are
attracted to, and spend more time in places that are attractive, clean, welcoming, and well
maintained. The gateways to Junction City are not always well defined, nor are signs
necessarily positioned in the most appropriate locations. The welcome sign greeting motorists
from the north, though very attractive, is not clearly visible and there is no similar gateway
display at the southern entrance to the city. Additionally, visitors entering the city from the
Long Tom Trail on High Pass Road are not greeted by any signs directing them to downtown
and commercial areas.
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On the northern entrance to the city on Highway 99, near the motel is a sign listing the
churches in the city. As this stretch of highway is fairly busy and the sign is hard to read, it
would be danger for motorists to try to read it. Additionally, besides being a list of churches,
it does not provide any further information in regard to their location or service hours.

On the northern entrance on the right side of Highway 99 a business has its inventory of
window frames in the open and these appear to overflow onto the sidewalk and along the
creek at the side of the property. This presents quite an eyesore at the entrance to town.

-

The northern gateway to the city does not present a tidy and welcoming entrance.
Recommended Actions:

45. Move the welcome sign at the northern entrance to the city to an appropriate point
about a half or a quarter mile to the North on Highway East99 where it will present a
better sense of arrival.

46. Introduce a welcome sign at the southern entrance to the city and in the north at West
99. This should be the same as the sign at the northern entrance.

47. Initiate a cleanup and beautification of businesses at the entrances to the city and
ensure that local ordinances require that properties be kept clean and tidy.

48. Add directional signage to Historic Downtown at the intersection of High Park Road and
Highway 99.

49. Remove the list of churches at the northern entrance and place them in Scandinavian
Park along with signs relating to other community service clubs. This information should
also be available in publications at the Visitor Information Center.
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Highway and Street Signage

Signage systems serve vital roles. They inform, guide, and motivate travelers. They are also
important in shaping the identity of a place through their style, design, colors, content and
placement.

Highway 99 provides an excellent opportunity to influence thousands of motorists every day.
Importantly, many are interstate and overseas visitors who could be enticed to make Junction
City their overnight stop.

Others may have only an hour or two to spare in the area but by their volume can make a
valuable economic contribution to the area. If impressed by what they can see and do, they
may even decide to stay overnight or at least return in the future.

Recommended Actions:
50. Introduce directional signs on Highway 99 to Historic Downtown.

51. In consultation with ODOT and the County develop a signage strategy for the city.

Business Sighage

Business sign