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FORWARD

This book is the second in a series of softbound books which the authors
have undertaken to cover the depths of signage communication from con-
cept to functional application. Volume 1, Perception of the Message,
deals with the technical considerations in achieving legibility, information
processing from the viewers standpoint, and facts concerned with signage
and highway safety.

In this second volume, the authors dwell on the commuications value of
both on and off-premise signs and their replacement costs. With its factual
approach to sign evaluation, this text will indeed prove valuable to sign
companies, municipal officials, and state and federal agencies alike as a
viable source reference.

A third publication, dealing with the subjects of design, will become the
next major undertaking of this series. It will examine the topic from many
objectives with heavy emphasis on the direct and subtle influences of color
and color perception. A fourth volume will explore financial concerns and
manufacturing methodology within the sign industry today.

The authors, with graduate backgrounds in research psychology and
planning respectively, merge a unique knowledge in approaching a study
of this communications industry subject. Within this series of publications
is an outpouring of resource information never before gathered or applied
to the sign market.

The sign and outdoor advertising industriesare a visible segment of the
environment, though their status and function on the landscape are
seldom acknowledged or understood. 1t is, in part, a purpose of this series
to impart the contribution of this commuications medium and what can be
done to improve its effectiveness and compatibility with the environment.
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that can be fulfilled by other sectors of the business community — restau-
rants, service stations, grocery stores, ete. This creates both income for the
businesses and tax revenues for the community.

A motel association has made the following estimates as to the multi-
plier effect of motel business upon the rest of the community:

According to research conducted by the U. S. Department of
Commerce and leading accounting firms, a 40-room motel/hotel oper-
ating at 60%, occupancy will have an impact on the local economy
equivalent to that of an industrial plant with a $400,000 annual payroll,
assuming an average room rent of $12.00 per day. For every $27.00 the
average guest spends on room, he will spend $73.00 on other things,
meaning that the property will generate $105,000 in room sales plus
$284 000 in sales made by restaurants, retail stores, transportation com-
panies, etc., representing a total of $400,000 which that property will
be attracting into the community annually. This money will generate
new waves of purchasing power (by creating more jobs, more tax
revenues, etc.) amounting to 3.6 times that amount, meaning that a
40-room property can increase the local property activities by as much
as $1.4 million annually.

A 300-room hotel operating at 60%, occupancy with a $12 average
room rate, will generate $788,400 in annual room sales plus $2.2 million
in other sales, enabling it to have an economic impact on the commu-
nity comparable to that of an industrial plant with a $3 million payroll.
The new waves of purchasing power this money creates (3.6 x $400,000)
will enable it to generate $10.5 million worth of new business for the
community. (Motel/Hotel Newsletter, 10/16/72, 1V, (4) 2-3.)

A favorable feature of this new revenue is that not only does it result
in increased income for local citizens, but that also the tax money that de-
rives from this revenue is nearly cost-free tax money. In other words,
whereas most local property tax revenues are funneled into paying for such
expenses as schools and municipal services, the tax revenue deriving from
tourist business attracted by highway signs does not have to be spent sup-
porting those people who are spending the money, since the tourists merely
come into an area, spend their money, and quickly leave.

An examination of the payroll and property taxes in resort areas makes
it clear why tourist spending is encouraged so much in these communities.
It is a clean dollar, i.e., industrially a highly desirable dollar, that does not
bring with it any form of pollutions other than the normal pollution asso-
ciated with human life. Without presenting any unpleasant side effects, this
type of dollar has tremendous benefits as a tax dollar and income revenue
dollar to a community.

IMPORTANCE OF SIGNS TO OTHER
AUTOMOBILE-ORIENTED BUSINESSES

Although this case study has confined itself to examining the impor-
tance of signs to only one type of business — the motel industry — its im-
plications can be extended to many automobile-oriented retail businesses,
such as service stations and restaurants, which rely upon an impulse
decision by the motorist for their business. The majority of the American
public seems to feel that outdoor advertising signs furnish them with essen-
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