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77ie Director's 
Report 
By William Penn Mott, Jr. 

Keeping You 
"In The Know" 

I'd like to bring you up to date on 
several efforts I discussed in the March 
Courier. Then, I mentioned my desire to 
get at issues and problems the Service 
faces now and may continue to face in 
the future. I also expressed my intention 
to use organized discussion and concerted 
efforts to come to grips with what can be 
done at the present time to help prepare 
for the future. 

Whenever possible, I like to see that 
everyone is fully informed of what's 
going on in the Service and what I'm up 
to. I have an obligation to keep you "in 
the know,'' thereby helping to ensure that 
our organization runs smoothly and 
effectively. To me, there's nothing worse 
than a directionless organization, and I'd 
like to think that you either know my 
position on most issues by now, or can 
surmise what I'd like to see done. Under 
perfect circumstances, I could keep you 
up to date on everything. As that is not 
possible, I hope the comments I make 
through the Courier keep you informed 
on some of the most important issues. 

My reason for writing this month is to 
tell you what I have been doing with 
regard to three special efforts: the Urban 
Superintendents' Conference, the Blue 
Ribbon Panel, and the 21st Century Task 
Force, all of which I hope to be starting 
up in the next few months. 

The National Park Service Urban Park 
Management Conference is scheduled, at 
this writing, to meet in mid-June. There, 
urban park managers will have the 

opportunity to discuss their problems and 
management needs, as well as recom­
mend possible tools and techniques to 
deal with them. Some of the specific 
areas of concern they will address are 
special resource protection issues, recruit­
ment, law enforcement, local community 
involvement, and training. Ultimately, as 
a result of the conference, a set of recom­
mendations will be prepared and submit­
ted to me for dealing with identified 
issues in urban park areas. 

The Blue Ribbon Panel has been in the 
works for quite a while, but is just about 
to get going. The need for such a panel 
to look at our cultural and natural 
resource management policies first 
emerged while I was working on the 
12-Point Plan. I felt the Leopold Report 
should be re-examined to determine if the 
principles it advocated are still relevant 
today, and, if not, to develop appro­
priate amendments. The panel, which is 
being formed under the Federal Advisory 
Committee Act, also will examine and 
recommend clarifications concerning the 
appropriate balance among such impor­
tant program elements as science, 
research, and resource management in 
park administration. It will scrutinize our 
existing Management Policies and recom­
mend management practices and policies 
that might better conserve system 
resources. 

In addition, since we are less than 13 
years away from writing the year 2000, I 
find it necessary to establish a small task 
force that I have named the 21st Century 
Task Force. This group will be respon­
sible for considering and expounding on 
issues important to the Service's approach 
to the year 2000, setting the stage for the 
years beyond that. As I now envision it, 
this task force will seek and analyze rel­
evant spoken and written material, then 
present recommendations for Service 
policy and activities in the 21st century. 
Information from outside the Service will 
be funneled through task force members 
to me. However, the task force will serve 
as a channel not only for information 
from outside the Service, but also for 
ideas or suggestions from within. I intend 
this work group to be structured so that 
it is readily available to receive and 
incorporate contributions from all Service 
employees. Ultimately, through the 
assistance of this task force, the Service 
should be on the cutting edge of the 
changes taking place in the next century. 

I believe this gives you a good indica­
tion of the kind of long-range efforts I 
am involved in. There are other issues I 
will discuss here in coming months. 
Although I won't be able to keep you 
informed about everything, I will try to 
keep you up-to-date on issues and efforts 
of importance. 

FROM THE EDITOR 

The first in-house NPS publication 
covering Park Service activities system-
wide was a typewritten bulletin created 
by Stephen Mather. Although the pro­
duction was short-lived, it established the 
importance of an in-house publication. 
"We can learn something of what the 
other fellow is doing," Mather justified, 
"through the medium of a news bulletin." 

And so, through the years, the Park 
Service has counted on its monthly news­
letter for social as well as topical report­
ing. For its part, the Courier and its 
predecessors have aimed to answer the 
needs of a readership as diverse and as 
far-flung as the organization it serves. To 
more effectively fulfill the expectations of 
that readership as well as answer ques­
tions posed by its potential contributors, 
I recently developed the following set of 
standards and guidelines. Please clip 
them, save them, refer back to them as 
questions about the publication arise. 
They are the result of a lot of thought by 
a number of people, most especially Bill 
Halainen, Duncan Morrow, Doug Scovill, 
Ron Greenberg, and Roy Graybill, and I 
am especially grateful for their advice. 

Purpose of newsletter: The Courier 
keeps employees and alumni of the 
National Park Service informed about the 
mission, policies, programs and admin­
istrative activities of the agency. 

Articles are selected on the basis of 
their ability to: 

• clearly communicate ideas significant 
to park employees at all levels and in all 
areas; 

• inform and educate readers about 
NPS activities in the parks, regions and 
Washington office; 

• summarize and clarify Service 
policies, plans, and program 
developments; and/or 

• reinforce the professional and per­
sonal ties that bind present and former 
employees of the National Park Service. 

Goals: 
• to print articles that are both timely 

and relevant to the interests of Courier 
readers; 

• to maintain a high standard of 
stylistic and substantive excellence 
through the selection of clear, objective, 
and carefully researched articles; 

• to provide a forum for thoughtful 
and impartial discussion of Service-
related matters; and 

• to present articles in a visually inter­
esting and entertaining format. 

On the cover: annual opening at Wolf Trap 
Farm Park, 1978; photo by Don Cabrera. 
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Audience: The diversity of the 
Courier's audience requires the publica­
tion to be equally diverse. For that 
reason, clear, concise, informative articles 
will be sought to meet the needs of the 
following groups: 

Park, Regional, and Service Center 
staffs: Courier seeks to inform all field 
employees, irrespective of grade, specialty 
or location, of systemwide developments 
in their fields of expertise, as well as 
developments in other professions 
throughout the Service-

Washington office staff: the publication 
serves as a means of communicating 
policy, personnel, and program 
developments Servicewide, and seeks to 
keep Washington employees abreast of 
developments in the field; 

E&AA members: Courier seeks to keep 
both active and retired employees in 
touch with long-time friends and col­
leagues through news on their current 
activities and accomplishments. 

The structure of the Courier reflects the 
needs of these groups by apportioning 
space as follows: approximately half of 
each issue will be devoted to general-
interest articles of an informative and 
entertaining nature, appealing to both 
employees and alumni; one quarter of 
each issue to park activities and per­
sonalities; and one quarter of each issue 
to the business and informational needs 
of the E&AA. 

Since general-interest articles are the 
heart of the publication and are meant to 
convey a good deal of current informa­
tion, the editor actively works with pro­
spective contributors to determine the 
proper length, focus and timing of 
articles. Issue plans are developed in 
advance in order to provide thematic 
unity and topicality to Courier features; 
therefore, authors should discuss articles 
with the editor well before submitting 
them for consideration. 

Responsibility and authority: The 
editor is responsible for: 

• establishing the editorial tone and 
determining the contents of each issue of 
the Courier; 

• planning and developing each issue; 
• coordinating informational needs 

with E&AA; 
• overseeing production; and 
• approving the final product for 

printing. 
The editor may reject articles that are 

inappropriate or incompatible with the 
publication's format and focus, postpone 
the printing of articles until a later date, 
edit articles for style, syntax, and gram­
mar, and, when necessary, rewrite arti­
cles to improve clarity and focus. The 
editor consults with authors on changes 

that may affect the content of a manu­
script. The Courier does not guarantee 
publication of each article submitted; 
however, authors will be notified 
whenever their material is not selected. 
Should disputes arise between an author 
and the editor, the Chief, Public Affairs, 
is the final arbiter. 

Contributors: The Courier depends on 
articles submitted from the parks, 
regions, service centers, Washington 
office, alumni, and similar sources. Its 
material comes from unsolicited submis­
sions by NPS authors as well as from 
manuscripts solicited by the editor. For 
unsolicited material, a query letter or a 
brief phone call to the editor, to discuss 
the content of the proposed article, is 
requested. A query simply defines the 
main idea of the article (generally in an 
attention-getting manner) and summarizes 
the contents. The importance of the topic 
and its impact on NPS management or 
other areas of interest may be included. 
Letters detailing topics the writer would 
like to research also could serve as a 
starting point for editorial assistance in 
developing submissions. 

A phone call or query letter early in 
the development of a manuscript idea is 
strongly encouraged. In the long run, it 
can save both the editor's and the 
author's time. Upon publication of sub­
mitted material, authors will receive from 
one to three copies of the issue in which 
their materials appeared. 

Submission format: All manuscripts 
should be typed and double-spaced, with 
generous margins to the left and right of 
the page as well as the top and bottom. 
Number every page and include author's 
last name in upper right hand corner. 
The first page of the manuscript should 
contain the suggested title of the article, 
the author's full name, title, duty station, 
address and phone number. Requirements 
for individual departments follow: 

Features: There are several kinds: a) 
those that profile a program (such as 
cultural resources in a region) or a sub­
ject (the way a region is accomplishing 
accountability for its museum collec­
tions); b) a current events feature dealing 
with a timely NPS event (the dinosaur 
discovery at Petrified Forest, or a press 
briefing held by the Director)—these can 
be hard news stories, but care must be 
taken to consider the two-month produc­
tion lead-time required by the Courier; c) 
a profile of an individual who has an 
interesting job/hobby, or is an expert on 
some topic, or has reached a significant 
career benchmark—retirement, important 
award, new assignment with major 
responsibility, or other accomplishment 
worthy of recognition—these stories 

should give readers a clear profile of the 
person being discussed; d) general/human 
interest might be classified as "soft" news 
stories that develop around a general sub­
ject like surviving winter in the parks or 
how to handle isolation; e) policy/opin­
ion pieces might take the form of ques­
tion and answer columns (interviews) or 
regular features explaining new admin­
istration policy (such as a change in RIF 
regulations). Unsolicited opinion pieces 
are subject to close scrutiny. 

As a rule, feature articles should be a 
minimum of three and a maximum of 
eight pages long. Illustrations are 
extremely important, and should be sub­
mitted for all feature articles (see the sec­
tion on illustrations). Footnotes and 
bibliographies are acceptable for technical 
articles. Remember that what distin­
guishes feature material from material for 
departments like Park Briefs is its general 
interest and applicability to those outside 
the park or region where the subject mat­
ter originated. For example, a park 
clean-up day or community celebration is 
interesting to a more limited number of 
readers than information on Servicewide 
fee legislation. 

In all cases, be sure to check the facts 
of the story. Inaccuracies reflect not only 
on the publication but also on the 
originating author. Be thorough. The 
editor cannot be expected to catch 
everything. 

Park Briefs: The Courier always needs 
material for this department, but make 
submissions concise, focused, and 
snappy. Content can range from park 
projects to interpretive events, from the 
who/what/when/where of critical park 
activities (for example, discussions of the 
status of the Cape Hatteras Lighthouse) 
to innovations in visitor services. Keep 
material for this section to one type­
written page, double-spaced, or less. 
Photographs are appreciated. 

Awards, Retirements, Deaths: There's a 
story lurking in everything, but finding 
that story and telling it effectively 
depends on the writer's perceptions as 
well as his or her skills. This department 
has the potential for featuring fully 
developed articles, as well as shorter, 
more pithy announcements. Keep in mind 
that information must be timely. This is 
one department where the Courier 
depends principally on unsolicited con­
tributions. Therefore, each NPS employee 
or alumnus is responsible for seeing that 
pertinent information reaches the editor. 
Don't wait for news to drift up through 
channels because it may not reach the 
editor in time. Remember, this depart­
ment can represent the personal side of 
the Service. It needs contributors. 

See EDITOR, page 36 
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Tourism and the National Parks: An Overview 
Priscilla Baker 
Special Assistant to the Director, 
Tourism 

As tourist interest in publicly-managed 
lands increases, the need of land-
managing agencies to understand and 
influence use patterns becomes more 
acute. We must better determine how to 
anticipate visitation levels in order to 
allocate park staff and equipment effi­
ciently. We must design facilities such as 
parking lots, rest rooms and auditoriums 
so as to meet demands during peak 
visitation without increasing operating 
costs during periods of low visitation. We 
also need to know more about the effects 
of human activity on the natural and 
cultural environment, as we try to pro­
vide for the enjoyment of the former 
while protecting the latter. 

How can we accomplish such a variety 
of tasks? 

One way involves ongoing communica­
tions with the organizations that market 

our parks, forests and waters as travel 
destinations. These organizations can be 
an important source of data contributing 
to solutions of park problems. 

Since 1981, the National Park Service 
has supported projects designed to change 
park visitation patterns where such 
change was needed, to strengthen the 
data base pertaining to park public use, 
and to improve the flow of current, accu­
rate information to prospective park 
visitors. To accomplish this, the Service 
has developed cooperative relationships 
with industry organizations and with 
public sector agencies involved with 
tourism. It formed a travel industry 
working group consisting of executives 
from 42 organizations interested in the 
public use of national park areas. 
Although this group meets infrequently 
and irregularly in plenary session, its 
members work closely with the NPS on a 
one-to-one basis. 

As an agency that manages 337 of the 
world's most attractive travel destina­

tions, the NPS is concerned with issues of 
interest to private sector groups respon­
sible for large numbers of visitors— 
restaurateurs, hotel and motel owners, 
tour and bus operators, to name a few. 
Through its tourism program, the Service 
has solicited and received advice on 
numerous public-use policy issues that 
affect these groups as well as the Service. 
Such information has helped the NPS 
modernize procedures as well as save 
money. 

The clear channels of communications 
that have developed between federal and 
private sector groups also have sparked 
the travel industry to take a new and 
constructive interest in the parks. As a 
result, the industry has helped with a 
variety of park-specific projects. 

For example, in 1984, when the NPS 
organized an international conference on 
the management of cultural parks, two 
travel industry organizations helped 
defray the cost. Also, when a south­
western Texas park organized a fund-
raising event, for which the U.S. Army 
offered to provide a band if transporta­
tion could be found, a member of the 
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National Tour Association came through. 
The band made its park engagement, and 
was the hit of an extraordinarily success­
ful occasion. 

The continuing work of the NPS 
tourism office involves communications, 
marketing and other programs designed 
to provide long-term assistance to park 
management, while supplementing the 
efforts of the tourism industry to pro­
mote travel to and within the United 
States. Some of the long-term projects 
include: 

• In 1982, the NPS conducted a 
marketing program designed to 
increase public use of a lesser known 
national park. The park selected was 
Voyageurs N P in Minnesota. For this 
project, the NPS tourism office 
developed a methodology now being 
emulated by several travel industry 
organizations. The Travel Industry 
Association of America gave the 
Park Service its 1983 Industry 
Marketing Award in recognition of 
this effort. 

• In 1984, the Service spearheaded a 
tourism development and marketing 
project for a central Pennsylvania 
area that included Allegheny Portage 
Railroad NHS and Johnstown Flood 
NMem. A volunteer task force of 
industry executives visited the area 
to make recommendations for pro­
motional activities based on existing 
facilities. The task force's report was 
well received by local interests in the 
public and private sectors. Its recom­
mendations now are being 
implemented. 

• The tourism office's newest industry-
sponsored publication is a folder 
called "Travel Tips. ' ' Produced as a 
public service by the Recreation 
Vehicle Industry Association, it p ro­
vides comprehensive park-related trip 
planning information. 

• In April of this year, private sector 
organizations sponsored a conference 
on "Tourism and the Parks," 
designed to help park managers and 
small businesses focusing on tourism 
to acquire new information and 

skills, and to develop new ideas for 
cooperative, mutually beneficial 
projects. 

As the NPS tourism office works with 
private sector groups to influence visita­
tion patterns at park areas, its goals are 
two-fold: (1) to reduce damage to 
resources in the better-known parks and 
(2) to change existing visitation patterns, 
where a high percentage of the annual 
visitation rate takes place within the same 
three-month period each year—June, 
July, and August—and in the same hand­
ful of parks that comprise only one-third 
of those in the system. Just as churches 
cannot be designed only with Easter and 
Christmas in mind, so the Park Service 
must design facilities and use staff, with 
the need to handle peak crowds in mind. 
Building strong bonds with the tourism 
industry that has faced this issue for a 
number of years is not a bad place to 
start. 

3. J to r: Don Castleberry, Regional Director, MWRO, Mac Berg, 
Superintendent, Herbert Hoover NHS, Governor Terry E. 
Branstad of Iowa 

2. Hon. Donna F Tuttle, Under Secretary of Commerce for Travel 
and Tourism 

3. Michael Frome and Gerald Schnepf 

4. I to r: Steve Tedder, TW Recreational Services, Yellowstone; 
John Olson, also of TW recreational Services; Priscilla Baker, 
NPS Tourism Director; Tom Benson, Publisher, Midwest Living 
Magazine 

5. Travel industry trade show 

6. Gerald Schnepf, Executive Director, Iowa Natural Heritage 
Foundation 

7. Tom Benson, Midwest Living Magazine 

8. Paul Pritchard, President, National Parks and Conservation 
Association 

(Photos by Priscilla Baker, taken at the Midwest Tourism and 
Parks Conference held in Des Moines, Iowa, recently) 
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Aiding the Tourism Industry: A New Destination 
for Cooperating Associations 
George Minnucci 
Eastern National Park & Monument 
Association 

Cooperat ing associations are always 
looking ahead, trying to find new ways 
they can continue to aid the historical, 
scientific, and educational activities of the 
National Park Service. At the same time, 
travel agents and potential park visitors 
are increasingly looking to cooperating 
associations to provide interpretive infor­
mation about America's national parks. 
Because of the array of products they 
offer and produce, cooperating associa­
tions have found varying ways to fill that 
need for park information. 

There are more than 60 non-profit 
associations cooperating with the 

National Park Service to enhance the 
educational and interpretive programs in 
the 337 parks throughout the U.S. 
Together, through the Conference of 
Cooperat ing Associations, they can assist 
the Service in educating the public and 
promoting travel to national parks. 

One goal of Director Mott 's twelve-
point plan is easily identified with the 
association's interest in tourism. In an 
effort to increase the public's understand­
ing of the role of the National Park Ser­
vice, cooperating associations open up 
the avenues of communication, allowing 
interpretive material conveying educa­
tional messages to reach visitors. By sup­
porting park publications and offering 
interpretive material to visitors, associa­
tions continue the educational process 

long after the visitor leaves the park. 
Many products, such as the Passport to 
Your National Parks, increase the public's 
awareness of the scope of the park 
system. The passport provides visitors 
the opportunity to learn about park areas 
before their visit and to discover other 
parks that they can visit during their 
travels. 

One of the greatest benefits of the 
Passport program has been in introducing 
visitors to the many lesser-known sites. 
The Passport program has also given 
visitors the opportunity to become 
involved in park areas. By cancelling 
their passports at visitor centers, they 
record their visits. In the process of col­
lecting these cancellations, they visit 
many new park areas—and the educa-

Artist and former NPS employee Mike Burgoon created the official poster for the Passport to Your National Parks program. The Passport to Your 
National Parks and the annually issued commemorative stamps, as well as the Passport cancellation marks received at park visitor centers, are part of 
a five-year program designed to inform the public about the historic and natural wonders found within the national park system. Photos courtesy of 
Eastern National Park & Monument Association. 
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tional process continues. Sue Rigney, 
Chief of Interpretation at Frederick Law 
Olmsted NHS, tells us that they've had 
visitors discover their site through the 
Passport program, and often these 
visitors end up spending the next couple 
of hours learning more about the park. 
This type of enriching experience should 
have a great impact on the visitor's view 
of park areas. In general, the passport is 
the first product available that helps 
visitors perceive and appreciate the 
national park system as a whole and not 
as individual entities. 

Since national park areas are travel 
destinations for millions of visitors each 
year, cooperating associations have 
helped promote tourism to park areas by 
sponsoring information booths at travel 
and tourism shows. In partnership with 
the Conference of National Park Conces­
sioners, associations presented an 
"America's National Parks" booth at the 
1987 Pow-Wow in Atlanta, GA. The 
Pow-Wow is an annual international 
travel trade event sponsored by the 
Travel Industry Association of America. 
Convention delegates—all purchasers of 
travel services—were provided with infor­
mation on national park areas and 
available services. Each of the 3,000 
delegates could, conceivably, pass on this 
information to 10,000 or more potential 
visitors to national parks. 

By participating in these shows, 
cooperating associations inform travel 
industry members of the vast diversity 
within the park system, and provide 
them with basic information and sources 
regarding visitor services and facilities at 
each site. Associations are filling a need 
the Service is unable to meet on its own. 

Herb Kahler, vice chairman of the 
Conference of Cooperating Associations, 
has attended several tourism trade shows. 
Kahler feels that "these travel shows 
provide tour operators with basic infor­
mation about national park areas. In 
addition to making them aware of field 
seminars and educational programs spon­
sored by the cooperating associations and 
other organizations, travel shows assist 
operators in planning thematic tour 
packages (such as bird watching, etc.)." 

A national park can be appreciated 
fully only by visiting and exploring the 
area. But if potential visitors aren't aware 
of the site and all of its offerings, they 
often miss out on this experience. 
Associations have reviewed the benefits 
of providing basic park information to 
the general public outside park areas. In 
an effort to promote this concept, Eastern 
National Park and Monument Associa­
tion and Jefferson National Expansion 
Historical Association have joined 
together to form an America's National 
Parks information facility that is outside 
any park area. Opened May 1st in the 

historically renovated Union Station in 
St. Louis, the information center makes 
park-related literature and items available 
to visitors in a high-visibility urban area. 
Each month a natural area, a historic 
area and a recreational or lesser-known 
area are featured. The center features 
products and publications highlighting the 
ten themes of the service, an a-v area 
featuring park videos and slides, and a 
limited selection of fine art prints by 
noted artists and photographers. 

Herb Kahler sees the uses of 
cooperating associations as ever-changing. 
He contends that "there are three steps a 
visitor goes through: the pre-visit plan­
ning, the visit itself, and the post-visit. 
While the Park Service handles the visit 
itself, it isn't always able to meet the pre-
and post-visit needs. Associations can 
assist in these areas. Travel shows and 

conveniently located out-of-park informa­
tion centers are ways in which 
cooperating associations can make pre-
and post-visit information readily 
available to potential visitors. 

Recognizing the Service's limited ability 
to promote itself, cooperating associa­
tions are uniquely qualified to fill the 
role. "Not only can we promote park 
areas," Kahler states, "but we can also 
promote the services offered at these 
sites." 

Through the Passport to Your National 
Parks program, sponsoring travel and 
tourism shows, bringing park information 
to the visitors outside park areas, and 
setting up national distribution of park 
publications, associations will continue to 
help the Service educate the public about 
the national park system. 

Tourism: The Neverending Cycle 

Tourist—The visitor 
Attraction—The park or site 
Transportation—To, from and within 
Services/Facilities—Visitor services and facilities available. 

Much of this is handled by concessioners. 
Information—What the visitor receives during, before and after the visit. 

Much of this is handled by Cooperating Associations. 

All of these aspects are dependent upon each other and must be met for the 
cycle to exist. 
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Forging Partnerships in Marketing the Outdoors 

Joseph Alexander 
Commissioner of the Minnesota 
Department of Natural Resources 

Editor's Note: These remarks were 
taken from Mr. Alexander's address at 
the Minnesota Conference on Tourism, 
held this past February. 

All of us have a common interest in 
marketing the out-of-doors. People don't 
come to visit Minnesota just because we 
have good resorts, nice hotels, and clean 
campgrounds. They come because we 
have a resource—our forests, lakes and 
rivers, fish and wildlife, parks and a 
colorful history. Minnesota's natural 
resources are the very foundation of its 
tourist industry. 

Between thirty and fifty years ago, the 
reputations of our recreation areas and 
our natural resources spoke for them­
selves. We provided the product, and 
people came. Times change; people 
change; tastes change; even public agen­
cies have to change. The old formula of 
providing the product and letting people 
find us doesn't necessarily work. Today's 
recreation needs and wants are far more 
complex, and result in increased pressure 
on the resoures. The challenge of the 
Department of Natural Resources (DNR) 
is to preserve environmental quality and 
maintain existing opportunities while 
addressing new recreational demands. 

Marketing is a strategy to help us bet­
ter understand our users, our customers. 
Marketing is not synonymous with pro­
motion. Marketing is two-way com­
munication. It's using research to identify 
programs and facilities that the public 
wants, and to evaluate current programs 
and facilities. Also, marketing is a 
strategy; it's a strategy for using informa­
tion gathered through research to respond 
to public interest and to make changes. 
In this way, marketing encompasses pro­
motion, informing people of what Min­
nesota provides. 

Marketing is an increasingly important 
function of both public and private out­
door recreation providers. With proper 
marketing, we can satisfy diverse recrea­
tion demands while protecting the state's 
natural resources through redirecting use 
to currently underused facilities. 

Let me give you some examples of how 
marketing techniques are being applied at 
DNR. Our Division of Parks is nationally 
recognized for the steps now being taken. 
Last year we created the State Parks 
Passport Club: posters, embroidered 
patches, and free camping are given as 
incentives to people visiting 8, 16, 32 or 
all 64 of our state parks. These incentives 
are merely tokens of recognition for those 
who have made it their personal goal to 
visit all the parks. 

So far, nearly 1,000 families have 
registered in this program. We have a 
mailing list, and send two mailings a 
year. The passport club encourages these 
families to travel throughout the state, 
visiting, in the process, our lesser known 

and underused parks. Greater familiarity 
with our park system makes these people 
stronger park supporters. Their enthu­
siasm is contagious—word of mouth 
advertising is always the best. 

Only ten percent of our park visitors 
are campers. The rest stay elsewhere, and 
that's a benefit to the local economies 
across our state. 

Another example of our marketing 
efforts is the state's festival program. Last 
year the Fort Ridgely Historic Festival 
attracted 8,500 people over one weekend. 
The park benefited since one fifth of its 
annual income was generated in two 
days. Local businesses benefited from the 
visitors, too. One nearby restaurant 
experienced a 42 percent increase. For 
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