GARRETT COUNTY HERITAGE AREA
MANAGEMENT PLAN

9. HERITAGE AREA MARKETING
DESCRIBING MARKETING AND OUTREACH
STRATEGIES IN GARRETT COUNTY

HERITAGE AREA MARKETING
Chapter 9 of the Garrett County Heritage
Area Management Plan (Heritage Plan)
provides information for marketing to
heritage tourists. It is designed to assist
the Garrett County Chamber of
Commerce, as the Management Entity for
the Garrett County Heritage Area. This
chapter provides a brief description of
typical heritage tourist and the heritage
tourism market. This section also defines
the tourism economy in Garrett County
and provides key observations for the
development of marketing and outreach
strategies (see Chapter 4: Economic &
Tourism Overview and Chapter 10: Implementation).

SOURCE: Peter Johnston & Associates

9.1: SUMMARY
HERITAGE TOURISTS AND WHY THEY ARE IMPORTANT
A heritage tourist is defined as a "special interest traveler” within the broader tourism industry and is
someone who desires a real world experience through the lens of history and culture. Heritage tourism
activities include visiting the following places:
Art galleries, theaters, and museums;
Historic sites and structures, communities, and landmarks;
Natural and scenic parks;
Cultural events, festivals and fairs;
Ethnic communities and neighborhoods; and
Architectural and archaeological treasures.
The typical heritage tourist is interested in historic places, traditions, art forms, celebrations, and
experiences that portray the nation and its people. Heritage tourists travel longer (5.2 nights vs. 3.4
nights), spend more money per person ($623 vs. $457), are more likely to be older and educated, and
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are more likely to use a hotel or bed and breakfast (62% vs. 55%)1. This is the target audience for the
Garrett County Heritage Area and the Heritage Program’s promotional element (marketing and
outreach).
HERITAGE PRESERVATION AND TOURISM
People travel to see historic places and they spend money when they do. Studies show that one of the
primary reasons people travel is to experience local history and culture. Heritage, recreating, and
natural scenic sights are listed among the top reasons for travel and tourism. Generally speaking, places
that have preserved their history enjoy a larger tourism market. Revenue and jobs from tourism assist a
state’s economy as well as the regional and local economies. Tourism has become a top industry in this
country and as noted traveler Arthur Frommer states on the Frommer Travel Website, “tourism doesn’t
go to a community or city that’s lost it soul.”
HERITAGE ATTRACTIONS ARE THE KEY TO SUCCESS
Heritage attractions are the key to success in any Heritage Area. This means that visitors and residents
must be able to explore heritage attractions so they must be open to the public, have friendly welltrained staff, offer services and support, and provide for useful interpretation and education like the
Garrett County Historical Society Museum in Oakland, Maryland.
According to the Travel Association of
HERITAGE AREAS – LEVERAGED FUNDING 1984 to 2000
America, approximately, 118 million
$48,621,488
American adults are considered
$107,225,378
$261,658,931
heritage tourists (56% of the U.S.
NPS Pa rtnership - 10%
$124,803,084
Tra ns portation - 12%
population). One quarter of these
Other Federal - 11%
travelers take three or more trips per
Sta te Funding - 18%
year. Historic and cultural travel
Loca l Funding - 18%
volume increased 13% from 1996 to
Pri va te Funding - 26%
2002 – 192 million person trips in
Other Funding - 5%
1996 to 217 million person trips in
$189,577,758
$186,233,871 $118,202,359
2002. Approximately, 81% of 146
million U.S. adults who took a trip of
50 miles or more away from home in
SOURCE: National Parks Service
the past year are considered cultural
and heritage tourists by Travel Industry Association. In 2003, there were 24 national Heritage Areas
designated by the U.S. Congress. The Travel Industry Association of America found that Heritage Areas
are effective for leveraging additional funding and support (8.7 to 1 match in investment).
The National Park Service (NPS) indicated in 2003 that private sources contributed the lion's share of
resources, approximately $262 million (26% of the total individual group leveraged funds).
1

Travel Industry Association of America
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A SUCCESSFUL HERITAGE PROGRAM COMBINES PRESERVATION AND TOURISM
The trick to heritage tourism is to get
residents and visitors excited about Garrett
County’s history and culture so that they will
visit the area, recreate, and frequent county
businesses. A Heritage Preservation &
Tourism Areas Program is a public and private
partnership between interested stakeholders
that assists in:
Building heritage attractions in the
county to enhance tourism and quality of
life as well as promote sustainability;
Creating a worthwhile initiative to
increase tourism in the county by using
heritage attractions;
Developing a thematic framework to
“tap-into” the economic benefits of
heritage preservation and tourism by
linking resources to historic themes and
a network of businesses, sites,
structures, routes, trails, and recreation
sites.

St. Michael’s, Maryland: The Town that Fooled the British
A community’s history tells a story. On the morning of August 10, 1813,
the British planned an attack on the Town of St. Michaels, Maryland.
Forewarned, the local residents raised lanterns to the masts of their
ships and tops of trees, tricking the British into thinking these were
town building lights. The British cannon fire overshot the town. Only
one house was hit, now known as the Cannonball House. Forevermore,
St Michaels was known as the “Town that Fooled the British.”
SOURCE: Peter Johnston & Associates (Historic Print)

9.2: ECONOMIC AND TOURISM HIGHLIGHTS
ECONOMIC HIGHLIGHTS
Housing Values are increasing in Garrett County, Median Home Values have increased from $86,400
in 2000 and $163,800 in 2008;
Median Household Incomes also are rising ($32,238 in 2000 and $43,227 in 2009);
Employment has shown positive growth in the recent past (15% growth from 2001 to 2007);
Real Estate and Real Estate Growth are expected to remain a significant component of the county's
economy ($34 million in taxes from real estate in 2008, 42% of total county revenue in 2008);
An additional 1.1 million square feet of retail and commercial space is planned in the next 20 years;
TOURISM HIGHLIGHTS
Garrett is a significant destination for tourists in a four state market area including Maryland,
Pennsylvania, Virginia, and West Virginia. Historic tourism trends for Garrett County are positive
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indicating increased visitation, revenue, employment, etc. and the county has a sound infrastructure on
which to build. Specifically, tourism in Garrett County:
Ranked 2nd in importance for employment accounting for 2,513 jobs in the county in 2007;
Accounted for one in five jobs in Garrett County and is a significant component of the local economy
in 2007;
Accounted for $18.3 million of sales tax collected in 2008, whereby August, September, and July
were noted as the most prominent months for sales tax collection totaling $5.8 million;
Accounted for $13.2 million of sales tax, or 72% of the total annual sales tax collected in the period
between June and December (core tourism season) in 2008;
Represented 1.35% of all tourism-related tax dollars in the state in terms of taxes, Garrett had a $50
million tax impact in 2008;
Accounted for 40% of taxes collected for accommodations and food and beverage accounted for
23% in 2008.
Provided $32 million gross accommodations sales in 2008;
Had a wage impact in Garrett County of $68 million (on an annual basis) in 2007;
Generated an estimated rental income of $80 million from seasonal units, some 4,000 in 2007;
Has contributed to the “Deep Creek Lake Effect, whereby housing values in Garrett have increased
from $86,400 in 2000 to $163,800 in 2008.
KEY TOURISM FINDINGS
According to the 2009 West Virginia University Visitor Profile Study for the Chamber of Commerce:
Most tourists (92%) are repeat visitors to Garrett County;
Visitations to the county have increased but not Western Maryland as a whole although statistics
indicate a 26% decrease in visitation from 2008 to 2009 for Garrett County, which may be an
anomaly caused by national economic conditions at the time;
The average length of stay for visitors is 10 nights;
Average daily spending was $148, total trip spending was $644, and total group spending was
$2,349 (average group size 4.5 persons)The most often purchased item (retail) was dining out (33%)
followed by local food products (26%);
The most popular activities were eating out, cooking in, motor boating, water sports, and movies;
Food and food-related activities were cited as the most often purchased retail items.
Goods and services sought by visitors but not found were food/produce, restaurant selection, and
retail as well as other activities (i.e., water park, pool, ice rink);
Natural scenic areas and parks and recreation sites were among the top choices for visitors to
Garrett County and the Maryland Department of Natural Resources indicates that park attendance
in the county has increased each year since 2001.
The top three activities were scenery, fall foliage, and state parks and recreation areas. Water sports
and festivals ranked fourth and fifth respectively.
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Fall is the most important season for events and festivals in the county;
In terms of importance of activity for tourists polled, historic sites ranked 11th out of a total of 14
categories - Garrett could increase this share of the market.
Garrett County has many attractions that appeal to heritage tourists as defined by the Travel
Industry Association of America Study;

9.3: TOURISM MARKET ANALYSIS
POTENTIAL MARKET AREA
As shown to the right, the total population within
the defined market area for Garrett County (a 100
mile radius from Oakland, MD) is nearly four
million people. According to the West Virginia
University Visitor Profile Study, Maryland is the
primary market for Garrett County and secondary
markets include Pennsylvania, Virginia and West
Virginia. The market area analysis indicates that
Pennsylvania has the greatest potential for
marketing (by population). Other significant
markets include Ohio, Washington D.C. and other
Mid-Atlantic states. Analysis also indicates that
cross marketing with attractions in neighboring
states could benefit Garrett County.
KEY ELEMENTS OF RETAIL DEMAND
SOURCE: Peter Johnston & Associates

The purpose of this analysis is to identify retail business opportunities associated with tourism and
heritage resources. Retail development conditions and opportunities are evaluated for two different but
related and overlapping areas:
1.

2.

Three Geographic Sectors: North, I-68/National Road Corridor; Central, Deep Creek Lake, Oakland
and the other towns in the center of the county; and South, the rural southern section of the
county bordered east and west by West Virginia. These three sectors make up the total area of the
county; and
Garrett County Municipalities: The eight towns of Garrett County, which collectively account for
23% of the total county population and 34% of total retail sales in the county. While the three
sectors include the towns, the two classifications make it possible to connect retail conditions and
opportunities with more specific locations.
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The purpose is to identify retail opportunity gaps in terms of specific opportunities and locations in
these areas, first in the towns and then within the three designated sectors in the county as a whole. A
“retail opportunity gap” is the difference between actual sales and estimated demand.
Goods and Services Demand: There are three essential elements in the demand for goods and service
including:
Resident Population: This sector grew by 5.4% from 1990 to 2009 and is expected to grow by 11.5%
from 2009 to 2030. State projections indicate an additional 57 households per year through 2030.
Tourism and Recreational Visitation: This population has been growing. As an example, visitation at
Maryland Department of Natural Resources (DNR) parks has increased every year from 2001 to 2008
and the overall change from 2001 to 2007 was 154%.
Vehicular Traffic: Traffic has been increasing at key locations. Table 9-1 shows average annual daily
traffic at selected locations throughout the county. The highest counts and largest amounts of
growth are on I-68 west of MD Routes 546 and 219 in Oakland. At most other locations counts are
quite low and there have been declines in traffic on the National Pike and on MD Route 135. Traffic
growth on Route 50 at the southern tip of the county has been very slight.
TABLE 9-1: TRAFFIC COUNTS – GARRETT COUNTY 1990, 2000, AND 2007
*AADT BY YEAR
CHANGE 1990 - 2007
ROAD/LOCATION
1990
2000
2007
NUMBER
PERCENT
North/National Pike (Alt. 40)
West of 546
1,300
1,675
2,021
721
55.5%
West of 219
2,600
4,075
2,931
331
12.7%
West of Keyser’s Ridge
3,275
3,675
3,121
(154)
-4.7%
I-68 – West of Rt. 546
10,825
16,180
18,408
7,583
70.1%
I-68 – East of Rt. 219 South
11,700
14,275
14,271
2,571
22.0%
I-68 – West of Friendsville
7,200
12,175
11,581
4,381
60.8%
Central/MD Rt. 219
East of Friendsville
2,700
3,350
4,540
1,840
68.1%
Near Deep Creek Lake
5,730
7,590
10,723
4,993
87.1%
Oakland
9,600
11,600
16,090
6,490
67.6%
North of Route 50
1,925
2,750
3,000
1,075
55.8%
Route 495 (Bittinger Road) Center
2,000
2,750
2,922
922
46.1%
Route 135 East (at county line)
4,600
4,500
3,700
(900)
-19.6%
South/Route 50
East of Redhouse
1,375
1,400
1,742
367
26.7%
West of Redhouse
650
1,100
1,052
402
61.8%
*AADT: Average Annual Daily Traffic
Source: Maryland Department of Transportation; Thomas Point and Associates
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RETAIL OPPORTUNITY GAPS
The retail opportunity gap figures take into account resident population (year round and seasonal) and
vehicular traffic and tourism. This analysis is not limited to tourist demand, but tourism is a significant
component of total retail activity. Table 9-2 summarizes retail opportunities with respect to the towns.
While the towns (excluding Oakland) are a relatively small part of the retail picture in Garrett County,
they offer important retail opportunities:
Retail Opportunity Gaps Overview: The category that presents the greatest opportunity is the “food
and beverage stores” group of retailers. This represents an opportunity of $5.6 million in annual sales,
approximately one-third of the total potential. Other significant potentials are in:
Building Material and Garden Equipment ($4.8 million); and
Food Service and Drinking Places ($2.8 million).
Each of the towns shown in Table 9-28 offers some level of retail opportunity. The largest overall gap is
in Mountain Lake Park (cited at $8.3 million).

Total Category

698,146

Mt. Lake Park

Kitzmiller

Grantsville

Friendsville

1,287,832

1,985,978
N/A
N/A

765,374

846,278

404,955

610,766

447,984

1,013,140

4,088,497

618,351
408,048

572,242

820,806

788,412

502,450

2,330,837
1,864,151

5,633,098
2,272,199

690,615
414,613

N/A
690,615
414,613

732,190

732,190

1,272,857

2,841,017

8,318,403

18,658,207

401,065

525,319

581,828

401,065

2,317,092

2,000,348

Source: Claritas, Inc.; Thomas Point Associates
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Loch Lynn
Heights

Motor Vehicle and Parts
Furniture/Home
Furnishings Stores
Electronics/Appliance
Stores
Building Material
Garden Equipment
Food/Beverage Stores
Health/Personal Care
Stores
Gasoline Stations
Clothing/Accessories
Sporting Goods,
Hobbies, Books, Music
Miscellaneous Store
Retailers
Foodservice and
Drinking Places
GRAND TOTAL

Deer Park

CLASSIFICATION

Accident

TABLE 9-2: RETAIL OPPORTUNITY GAP BY TOWN – GARRETT COUNTY, MD 2008 (IN $ DOLLARS)
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461,013
1,225,761

3,148,023

1,648,580

The Town of Oakland is not included in Table 9-2 because it does not offer specific retail opportunities
as measured by a “sales gap.” This reflects the fact that it is already the retail center of the county and
sales within the town currently account for 25% of all sales in the county. This is not to say that there are
no more retail opportunities in Oakland but only that more retail development in the town will capture
greater shares of sales that might otherwise occur in other towns or in the unincorporated portions of
the county. Table 9-3 summarizes retail opportunities with respect to other parts of the county.
TABLE 9-3: RETAIL OPPORTUNITY GAP BY SECTOR – GARRETT COUNTY, MD 2008 (IN $ DOLLARS)
RETAIL GAP BY STORE TYPE
CLASSIFICATION
TOTAL BY STORE TYPE
NORTH
CENTRAL
SOUTH
Furniture/Home Furnishings Stores
1,814,810
695,966
2,510,776
Electronics/Appliance Stores
1,610,207
1,056,579
2,666,786
Building Material Garden Equipment
5,292,252
5,292,252
Food/Beverage Stores
9,457,533
6,472,795
15,930,328
Health/Personal Care Stores
2,147,524
2,865,910
5,013,434
Gasoline Stations
4,591,700
4,591,700
Clothing/Accessories
4,998,058
6,781,298
1,857,434
13,636,790
Sporting Goods, Hobbies, Books, Music
2,026,554
1,718,862
755,369
4,500,785
Miscellaneous Store Retailers
1,731,039
3,558,749
1,309,025
6,598,813
Foodservice and Drinking Places
3,018,382
3,058,808
6,077,190
GRAND TOTAL
26,804,107
12,058,909
27,955,838
66,818,854
Source: Claritas, Inc.; Thomas Point Associates

This data illustrates another view of the county based on the division between the northern, central and
southern sectors. Although, these are not “real” sectors, nor are they based on the kinds of geographic
barriers that normally separate market areas, but rather reflect a division that is useful in identifying
needs and development opportunities in parts of the county as a whole. Taken together with the needs
analysis of the towns, they support the analysis and make it possible to reach conclusions about needs
and business opportunities. This data suggests the following:
The overall retail gap ($66.8 million) is significant. At sales of $350 per square foot, it represents
additional retail space of 191,000 square feet.
The greatest opportunities in terms of type of store are in the “food and beverage store” category.
The greatest opportunities for locations are in the northern ($26.8 million) and southern ($27.9
million) sectors.
In the central sector, including the resort area and several towns, the biggest opportunity is in the
category of “Clothing and Clothing Accessories.”
In both the northern and southern sectors, the biggest opportunities are in the “food and beverage
store” category.
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This is a current picture in
regards to retail gaps. One can
expect that demand for these
store types will grow over the
coming years, with increased
population, visitation, and traffic.
Based on projections summarized
in this chapter, projections
indicate additional retail space in
the range of 4,000 to 5,000

TABLE 9-4: TYPES OF FOOD ESTABLISHMENTS WITH STRONG POTENTIAL
GARRETT COUNTY, MD 2008
RESTAURANTS
SPECIALTY/FOOD/GROCERIES
Brew Pub
Bakery
Fine Dining
Chocolate
Ethnic Restaurants
Cheese
Quick Service Restaurants (QSR)
Fresh Farm Products
- Bagel Shop
Maple Syrup
- Coffee Shop
Coffee
- Deli
Grocery
- Diner
Outdoor market/Bazaar
- Other
Wines
- Kiosks/Carts
Source: Thomas Point Associates, Inc.

square feet annually over
TABLE 9-5: TYPES OF GENERAL RETAIL ESTABLISHMENTS WITH STRONG POTENTIAL
the next 20 years. This
GARRETT COUNTY, MD 2009
STORES
SERVICES
would yield a total of
Accessories
Catering
80,000-100,000 square feet.
Antiques
Daycare
Retail space is
Apparel
Medical Clinics
Art
gallery
- Chiropractic
approximately 60% of total
Books/Papers
- General Medical
commercial space so total
Cosmetics/Beauty Products
- Occupational Therapist
Crafts
Salons: Nails/Hair Etc.
growth would amount to
Gifts/Cards
Spas
130,000 to 170,000 square
Jewelry
feet. This estimate does not
Music
Nature Store
take into account the
New Age Books/Products
replacement of existing
Outdoor/Camping
space with new space nor
Sporting Goods/Clothes Specialized
Vintage Clothing
the office and industrial
Wood Carvings
growth projected in the
Source: Thomas Point Associates, Inc.
county’s technology parks.
There are two major initiatives that come to mind in light of patterns. A lead entity such as the Chamber
of Commerce and/or Garrett County Economic Development could take the following types of actions:
1.

2.

Develop a fresh and local food theme as a central part of the county’s image and marketing.
Visitors surveys state that “dining in and dining out” are the two top recreational activities and
sales data indicate that dining out is popular and growing. This suggests the opportunity to create
a major retail theme that connects agriculture and food, featuring Garrett County’s unique food
culture. This would expand the traditional German-style cuisine with broader destination dining
opportunities. There is also the potential for food-based festivals (strawberries, maple syrup,
mushrooms, ginseng, etc.). The program could feature the types of food attractions shown in
Table 9-4 above.
Build the retail infrastructure town by town through a deliberate program to attract stores and
services that meet the needs of residents and tourists. This idea has been discussed in the past
and some excellent strategies have surfaced. However, follow-up has been weak and
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inconsistent. There is an opportunity to develop a broad but detailed retail attraction strategy
that relates opportunity gaps with types of stores and locations. Table 9-5 is a very preliminary list
of potential targets for attraction or further development within the county.
Many of the businesses identified are already present in Garrett County and, in some cases they may be
doing poorly in spite of estimated demand. Retail success is the result of the right location, vision,
marketing, and merchandise. In most situations, competition improves the business environment and
increases the overall opportunity.
ECONOMIC DEVELOPMENT FOR HERITAGE TOURISM
Heritage tourism and business development has the potential to bridge several different cultures in
Garrett County:
The northern part of the county includes an older population of residents descended from German
settlers, including many Amish and Mennonites. The population includes business people who run
farms, restaurants, and small businesses. Grantsville, Swanton and Friendsville are prominent
communities.
Deep Creek Lake and Oakland comprise a mix of local people, property owners, speculators, and
entrepreneurs, along with the lake dwellers, second home owners and recreational visitors. These
are often the pro-development proponents, who fuel community activities.
The southern part of Garrett County is more rural and Appalachian and includes residents who
originally settled in the county for mining or farming, and now face greater challenges as the
county’s economy changes. Kitzmiller, Bloomington, and Red House are important towns with
unique heritage resources.
Garrett County’s towns and rural villages are important parts of the larger heritage component.
Many of the county’s historic resources are located in the towns. These resource concentrations
present unique opportunities. Municipal populations are stable, with some town growth projected
(most prominently Oakland).
The Maryland Department of Natural Resources (DNR) controls the big attractions, which are the
forests and parks, where the county exercises limited land use controls. Findings from recent
market studies suggest the need for environmental amenities but not necessarily more
development. Outside the core area, Garrett County residents say that they are meeting tourists
and residents, who want to get away from Deep Creek Lake and experience other parts of Garrett.
Agriculture, the historic mainstay of the county’s economy, is changing fast. The total amount of farm
land has declined significantly in just the past twenty years. The economics associated with industrial
agriculture make it difficult to operate small farms and threaten historic businesses like maple syrup
production. Agricultural tourism has had limited success in enhancing farm revenues. There may be a
need for a public discussion of ways to keep land in agricultural use, possibly through tax policies and
programs to purchase easements, but more importantly through a frank discussion of new and
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innovative ways for the agricultural community to take advantage of tourism and primary attractions in
the county (i.e. dining out and eating in). Local products are an important part of this food-related
linkage. There are important connections between food, farming, and tourism (based on data reviewed).
These potential connections between economic development and tourism are very broad and include
the following ideas and concepts:
The Amish/Mennonite Heritage: A potential development opportunity is cited for the county’s
Amish and Mennonite heritage.
Farm Heritage Museum: A Farm Museum in the county may assist in linking broader tourism
initiatives with the county’s agricultural heritage but further research is suggested.
Strawberry Festival: Garrett County produces great strawberries from June through September, and
farmers get a good price for these fruits. This could provide a theme for a weekend festival to
increase day trippers and overnight visitations.
Expanded Marketing: a strong market for local products and organic foods is indicated in Garrett
County as well as in the Morgantown, West Virginia area, where there is more local affluence due to
the university and growing businesses.
Coordination with Pennsylvania: There is a bulk food auction center near Springs, Pennsylvania, a
few miles north of Grantsville, which is an opportunity to enhance partnerships.
MARKET ANALYSIS FINDINGS
The challenge for Garrett County is to improve the appeal of heritage resources for visitors and link
heritage preservation with economic development and tourism initiatives. Some major findings of the
market analysis for Garrett County include the following:
1.
2.
3.
4.
5.
6.

There are an estimated four million people in Maryland, Pennsylvania, Virginia, and West Virginia,
who live within a 100 mile radius of central Garrett County;
The retail analysis indicates opportunities to expand the number of establishments/businesses
serving Garrett County residents and heritage tourists;
The greatest retail opportunities are establishments selling food and beverages, clothing and
accessories, health and personal care stores, and food and drinking services;
The largest retail gaps are in the northern and southern portions of the county, and the largest
municipal retail gap is in Mountain Lake Park;
Garrett can enhance marketing opportunities by cross marketing with nearby tourist destinations
in other areas of Maryland and surrounding states; and
Garrett also can enhance marketing opportunities through better coordination with Maryland
Tourism and other state agencies and entities.
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9.4: MARKETING STRATEGIES
The Chamber of Commerce is the Destination
Marketing Organization (DMO) for Garrett
County as well as the future Heritage Area
Management Entity. The Chamber has
existing marketing, outreach, and general
tourism staff to assist efforts. The Chamber
must develop a detailed Marketing Plan in
coordination with the MHAA and Maryland
Tourism to access marketing and outreach
funds available through the state’s Heritage
Program. This is an important project for
Year 1 of the Heritage Program.
ECONOMIC DEVELOPOMENT STRATEGIES
RELATED TO HERITAGE PLANNING
Currently, heritage preservation is not a
strong business theme in Garrett but it is a
potential untapped market. Identifying business opportunities in the Heritage Area may be enough to
get people interested but in many cases, further business assistance will be required to make them
successful. Retail opportunities exist, reflecting the increase in resident population and tourism. There
are various strategies that connect retail development with tourism to support heritage tourism:
1.
2.

3.

4.

Partner with businesses, government, and other public entities that have a demonstrated stake in,
and directly benefit from, increased tourism (corporate and other private sponsors).
Preserve the small towns and strengthen the rural villages and hamlets by encouraging business
development in those locations. This effort could include creative zoning and site planning
techniques to provide incentives for businesses in concentrated settlements. Programs to
redevelop housing and build more housing units in the towns would support retail development.
There might also be economic incentives for these purposes, which could simultaneously serve
heritage preservation purposes. Renewed efforts to implement town strategies could be helpful.
Expand retail infrastructure town by town as evidenced by the retail gaps and opportunities
analysis. For the Chamber of Commerce, consider programs to encourage investment in
establishments and locations that capitalize on identified retail opportunities in combination with
heritage resource preservation (e.g. Cornish Inn, Deer Park Inn, etc.).
Attract more traffic back to the National Pike, the traditional route across Garrett County. This
could be accomplished through additional signage and targeted marketing efforts.
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5.

6.

7.
8.
9.

10.

Connect Garrett County tourism promotion efforts with Maryland tourism and corresponding
programs in adjacent states, Pennsylvania to the north and West Virginia to the south, in order to
strengthen attractions on the National Pike and Route 50 and expand the range of activities
available to visitors.
Develop a destination heritage attraction, with state support, something on the scale of Tamarack
in West Virginia. It might build on the working arts and crafts studios at Spruce Forest and the
local food at Penn Alps and bring other heritage elements, such as heritage museum. This would
require state and county participation and a long-term vision/plan.
Develop a local food based theme as a central part of Garrett County’s image and marketing
effort.
Include heritage-related themes throughout the tourism spectrum especially ecotourism, outdoor
recreation, and food based businesses;
Tap into regional trail efforts like the Great Allegheny Passage. Link trail and trail town tour
development efforts in the Heritage Area to stewardship, interpretation, and tourism
infrastructure development efforts to enhance resources, services, facilities, businesses, etc.
Develop a cohesive interpretive structure for the entire Heritage Area for wayfinding and access,
ensuring that interpretation is included as a major component. The conflict between development
and preservation is playing out in its own way and probably makes heritage a stronger theme than
previously considered by the county.
MARKETING STRATEGIES FOR THE HERITAGE AREA

Food and food-related services are an
underserved market in Garrett County with great
potential for future economic development.
Specialty restaurants and inns like the Savage
River Lodge, the Deer Park Inn, and the Cornish
Manor are tourism draws for the County.

The Chamber of Commerce must develop a specific
Marketing Plan in coordination with the MHAA and
Maryland Tourism, following the certification of the Garrett
County Heritage Area. This will allow the Chamber to access
specific grants for heritage preservation and tourismrelated to marketing. It is important to note that there are
several key elements in any strategic marketing plan. None
of these components are independent and must all be
considered fundamental pieces of a marketing plan. This
includes: Branding Strategies; Position Strategies; Financial
Goals; The Marketing Plan itself; Detailed Budgets; and
Predetermined Dates to Review Budgets.

Marketing is the means of providing potential customers with the information they need to decide
whether a destination is worth the trip (both in time and money). Successful marketing often can be the
difference between a wildly successful heritage destination and a destination that is on the brink of
failure. Expenses related to marketing can be reduced by partnering with other organizations therefore
Garrett County should take advantage of this fact and create meaningful partnerships for the benefit of
everyone involved in the Heritage Area. Some important points to remember:
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Focus Planning Efforts on the Visitor Experience: Visitor experience is closely connected to the
expectations that tourists have. Essentially, visitors expect to experience the things that are being
advertised. If these attractions do not exist or the attractions do not live up to the image portrayed,
people may not have a positive visitor experience. Garrett County, and the owners and operators of
attractions and businesses, are responsible for properly advertising attractions. If the marketing
materials used to attract visitors do not properly represent what Garrett’s communities have to offer,
visitors may feel mislead. This deception, whether intended or not, can have a negative impact on the
visitor experience.
Consider Hospitality Training for the Public and Private Sectors: It also is essential to understand the
importance of good hospitality at all attractions and tourism service locations. A community can contain
a significant number of viable attractions along with adequate dining and accommodations but if the
visitor feels their stay was not hospitable, the experience may not be a positive one. “Word of mouth”
is one of the most important aspects of successful heritage destinations so ensuring that every aspect of
the visitor experience is positive can be the difference between a successful destination and an
unsuccessful one. Garrett should make the extra effort to provide employees at heritage attractions
with hospitality training. This can be the difference between “one time visitors” and tourists that come
back year after year. Addressing the issue of hospitality cannot be overlooked. If an assessment finds
that customer service is a problem, it may be a good idea to invest in such training.
Develop Effective Public Relations Programs: The use of public relations is one of the best ways to
market for several reasons. First, using third party reporting provides more credibility because potential
customers hear about attractions from other sources. There are examples in every industry regarding
the importance of third party endorsements for attractions, products, goods, and services. The media is
a great outlet because they often provide new angles to “tell and sell your story” with articles on people,
events, attractions, food, or new activities. This exposure can have a significant impact on the short term
and long term success of Garrett County as a heritage destination. Be sure to create relationships with
newspapers and television stations, as these will likely be a primary means of distributing your
marketing products.
Although the primary target audience includes those living outside Garrett County but within driving
distance, it is still effective to increase community awareness in terms of the county’s heritage
resources. Four great ideas for increasing community awareness include:
Organizing an education tour for local officials;
Planning special events for the general public to build enthusiasm and find volunteers;
Reaching out to children by organizing local cultural or Heritage Programs in schools; and
Having a community open house, where residents can get free admission to heritage attractions.
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Develop Effective Marketing Materials and Products: Planning
and strategizing are important components of a marketing effort.
By addressing marketing, Garrett County can acquire an idea of
where the target market lives as well as also who they are, what
they are interested in, and how Garrett’s communities will be able
to meet their needs. Ultimately, marketing materials will be the
primary means of reaching your target audience. Therefore, assess
and re-assess the findings from the plan before creating any actual
marketing materials. Once a strategic marketing plan with goals
and a budget is created, the Chamber and its partners can begin to
design and create the actual marketing materials. This phase is
related to the physical production of advertisements.
Develop Graphic Materials that Resonate with Visitors: The
creation of “catchy” graphic materials can solidify marketing
efforts. Handmade in the Northern Forest, a publication for the
Northeast tourist areas of Maine, New Hampshire, New York, and
Vermont, is an effective heritage marketing and advertising tool. It
uses maps, color coded sections, and textual descriptions of
resources and offerings with icons to assist visitors.

This graphic publication for the Northeast
tourist areas of Maine, New Hampshire,
New York, and Vermont is an effective
map, guide, and marketing/advertising
tool.

This sample logo was developed for the
Garrett County Heritage Area as part of
this heritage planning process.

Be sure to make proper use of the Garrett County Heritage Area’s
brand image, when preparing these materials. This step in the
marketing phase can quickly become very costly if strategies are not
well designed. Make sure the brand image is visible in as many
places as possible so that people are reminded of Garrett’s special
attractions. This means that any graphic materials associated with
the marketing effort should contain the brand image so that people
can quickly associate that symbol with the Garrett County Heritage
Area.

SOURCE: Peter Johnston & Associates

Mount Effective Marketing Campaigns: Marketing campaigns are a great way to reach a large number
of people quickly to create opportunities and expand outreach. By touching so many people with a
consistent message and a consistent image, people will become familiar with the Garrett County
Heritage Area and its many attractions. To reach the appropriate audience, the Heritage Area must
project an image that is positive and in-line with the character of the resources. This is known as
creating a cohesive “graphic identity.” In addition, when developing an advertising strategy and
materials, try to think long term by:
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Mounting a coherent advertising campaign that makes use of several strategies over a long period
of time to reach out to different groups of people;
Assessing your target market and understanding, who is interested in attending Garrett’s
attractions; and
Developing effective marketing campaigns.
Preserve Garrett’s Sense of Place: Identity is promoted through interpretation and wayfinding in
Heritage Areas. Visitors should feel comfortable in their ability to understand Garrett’s history and
culture as well as navigating the Garrett County Heritage Area. Develop a network of signs and
wayfinding materials to help visitors get around the county easily. These materials should all contain
the brand image so that people can immediately associate graphic materials with the Heritage Area.
Maps of a downtown areas and trail systems can be a significant piece of heritage destination products.
Although they may be costly to develop and produce, visitors often find them very appealing and
helpful. Once heritage tourists are in Garrett and exploring its resource offerings, they will need a
means of finding their way around. A map can be appealing to the eye but also effective for finding
attractions and other destinations such as shops, businesses, trails, services and facilities, and
restaurants, etc.
Reach Out on the Internet: In the age of the World-Wide Web (the Internet), graphic materials must not
only be available in print but also in digital form. In addition, a Website should contain all of the
marketing materials available so that potential visitors can see what is being offered. Development of a
strong Internet site will greatly aid in the promotion of Garrett’s heritage resource offerings. When
developing a Website, find ways to stand out. This can be done by evaluating the effectiveness of other
Websites to determine what should be included.
An online database containing information about Garrett County’s communities and its resources is a
great way to provide tourists with information before they plan a trip. This database can contain all
sorts of information but needs to be user friendly, accessible, and interactive. This can begin as a simple
Website with images and information about resources and over time, develop into a network of
Websites connected through sophisticated links. At every stage of the marketing process, remember to
use consistent images, styles, and concepts. In addition, interactive maps on the Web and heritage plugins are great ways to navigate and county and learn about its history and culture, while driving.
Everything that a 21st century tourist needs is access to the Web.
Use Effective Advertising and Cross Marketing: Many people don’t understand the difference between
marketing and advertising. There is a significant difference between the two, and although they are not
entirely independent of one another, there are distinctions. While advertising can be an expensive
means of marketing, it is essential. The degree to which Garrett County attempts to reach out to
possible customers is dependent on the goals and strategies that have been developed in the marketing
plan. Understand that without any printed materials or electronic advertising, influence will be
diminished. Find ways to repeat the message as often as possible in as many places as possible. In our
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modern society, people are bombarded with advertisements everywhere they go, so the key is getting
remembered.
Garrett County should try to integrate its advertising with that of other nearby destination communities
and attractions to obtain mutual benefits (cross-marketing). Regional public partners also make it
possible to pool resources, fund projects, and expand marketing potential. Some important regional
attractions include the Allegheny Highland Trail System, Antietam National Battlefield, Harper’s Ferry,
Gettysburg, Frank Lloyd Wright’s Falling Waters, to name a few. In addition, Garrett County should
expand marketing efforts to major population centers in Pennsylvania and West Virginia.
One great way to achieve mutual benefits is to time events in a way that allows marketing partners to
“borrow” visitors from one another. Advertise together to encourage people to visit and attend multiple
events and explore multiple resources and regions. This is often referred to as the “creation of tours,”
which can be a great means of getting tourists to visit many places in one visit.
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