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Chapter 2                                  Byway Committees 
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Chapter 3                                               Inventory and Assessment 
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Chapter 4                                    Public Outreach & Engagement 
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Chapter 5                           Goals, Objectives & Strategies 



Heritage 23 
Goals, Objectives & Strategies 
 

 

Attractions 

Objective 1: Work with local communities 
to preserve, maintain, improve and expand 
attractions along the route.  
  

 
1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

 

Goal: Attractions 

 

“Encourage the 

preservation, 

maintenance, 

improvement, and 

expansion of natural, 

recreational, 

historical and 

cultural attractions 

along the US 23 

Heritage Route.” 

 



Highway Safety & Multimodal 
Transportation 

Objective 1: Ensure that US 23 is an 
enjoyable driving experience for the 
automobile traveler.  
  

1. 

2. 

3. 

4. 

5. 

 

Objective 2: Ensure that alternative forms of transportation are 
available along US 23.   
 

1. 

2. 

 

Goal: Highway 

Safety & 

Multimodal 

Transportation 

“Ensure that the US 

23 Heritage Route 

remains safe and 

inviting for all modes 

of transportation.” 



3. 

4. 

5. 

6. 

Community Development 

Objective 1: Work with local communities 
to improve gateways, reduce blight, and 
investigate local mechanisms to 
implement improvements.  
  

1. 

2. 

3. 

4. 

5. 

6. 

 

Goal: Community 

Development 

“Encourage the 

communities along 

the US 23 Heritage 

Route to continue to 

improve their 

attractiveness.” 



7. 

8. 

9. 

 

Forests, Open Space & Scenic 
Views 

Objective 1: Protect and preserve forests, 
open spaces and scenic views along the 
route.  
  

1. 

2. 

3. 

4. 

 

 

Objective 2: Facilitate the public’s enjoyment of forests, open 
spaces and scenic views along the route.  
  

 

Goal: Forests, 

Open Spaces, & 

Scenic Views 

“Encourage the 

preservation and 

enjoyment of the 

forests, open spaces 

and scenic views 

along the US 23 

Heritage Route.” 



1. 

2. 

3. 
 

The Environment 

Objective 1: Ensure US 23 is a clean and 
beautiful highway.  
  

1. 

2. 

 
 

Objective 2: Protect environmentally 
sensitive areas along the corridor.  
  

1. 

2. 

3. 

 

Objective 3: Preserve and protect the native vegetation along 
the Route.  
  

1. 

 

Goal: The 

Environment 

“Encourage the 

preservation of the 

natural environment 

along the US 23 

Heritage Route, 

including: air, water, 

native vegetation, 

wildlife and wildlife 

habitat.” 



2. 

 

Objective 4: Protect wildlife and wildlife corridors along the 
route.  
  

1. 

2. 

 

Objective 5: Support education activities on the natural 
environment that target both landowners and visitors.  
  

1. 

2. 

3. 

 

Objective 6: Ensure good air quality in the coastal region.  
  

1. 

 

 

 

 

 



Merchandising 

Objective 1: Offer products for sale online 
and in local establishments.   

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Goal: 

Merchandising 

“Develop logo 

products to promote 

the route and provide 

income to the 

program.” 



Sponsorships 

Objective 1: Implement Heritage Route 
Business Sponsorship and Corporate 
Sponsorship program. 
 

 

 

 

 

 

 

 

 

 

 

 

Goal: 

Sponsorships 

“Utilize sponsorships 

to increase exposure 

to heritage sites and 

to generate revenue.” 



Michigan Byways Program 

Objective 1: Work with MDOT to develop 
and maintain a comprehensive Statewide 
Michigan Byway program.   

  

 

 

 

 

 

 

 

8. 

  

 

Events 

Objective 1: Promote and take part in 
events along the corridor.   

  

 

 

 

 

Goal: Michigan 

Byway Program 

“Participate in the 

Michigan Byway 

Program to offer 

visitors unique 

corridor destinations 

in Michigan.” 

 

Goal: Events 

“Ensure the US 23 

Heritage Route has a 

visible presence in 

events along the 

corridor.” 

http://www.michigan.org/


 

 

 

 

 

 

4.   

 

Outreach 

Objective 1:  Utilize successful and 
adaptive public outreach methods to keep 
the program “fresh” in the eyes of the 
local communities and to engage local 
stakeholder groups to participate in all 
strategies contained within this plan. 

  

 

 

 

 

 

 

Goal: Outreach 

“Increase public 

awareness of the US 

23 Heritage Route 

among the local 

communities and 

engage local 

organizations, 

business, youth and 

other stakeholders in 

the program.” 



 

 

 
 

 

 

 

 

Branding 

Objective 1:  Ensure that the brand of the 

program is established and protected.  

 

 

 

 

 

Goal: Branding 

“Establish a well -

recognized brand for 

the route and coastal 

area.” 



 

 

 

Finances  

Objective 1:  Generate program income 
sufficient to provide full-time staffing and 
financial resources to implement other 
strategies of the Corridor Management 
Plan.  
 

 

 

Goal: Finances 

“Develop a program 

income to implement 

the Corridor 

Management Plan.” 



 

1) 

2) 

 

1) 

2) 

 

1) 

2) 

 

1) 

2) 

 

1) 

2) 

 

1) 

2) 

 

 

 

 

 

 



 

 

 

 

Services 

Objective 1: Provide service support to 
private and public sector attractions. 

1. 

 

 

 

 

 

2. 

3. 

                                                           

 

Goal: Services 

“Encourage tourism 

related public sector 

attractions and 

private sector 

businesses to provide 

quality services to 

Heritage Route 

travelers.” 



4. 

5. 

 

Product Development 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Objective 1: Develop interpretive information for the US 23 
Heritage Route. 

 

Goal: Product 

Development 

“Provide visitors with 

quality information, 

guiding, and 

wayfinding along the 

US 23 Heritage 

Route.” 



1. 

2. 

3. 

4. 

5. 

6. 

 

Objective 2: Continue the “Stories of the Sunrise Coast”. 

1. 

2. 

3. 

 

Objective 3: Develop guided and self-guided tours. 

1. 

2. 

3. 



 

 

 

 

 

 

 

 

 

 

 

 

4. 

5. 

6. 

 

 



Objective 4: Develop site signage and wayfinding signage along 
the US 23 Heritage Route. 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

Objective 5: Provide visitor information in a variety of formats. 

1. 

2. 

3. 

4. 

5. 

6. 



Objective 6: Manage visitors, energy, products and safety in a 
responsible manner. 

1. 

2. 

3. 

4. 

Objective 7: Ensure visitor information is readily available 
across the State and along the route. 
 
Strategies: 

1. 

2. 

3. 

4. 

 

 



Website 

 

Objective: Ensure that the US 23 website 
meets the needs of the US 23 program and 
visitors.  
  

1. 

 

 

 

2. 

 

3. 

 

 

4. 

 

 

5. 

6. 

7. 

 

Goal: Website 

“Maintain and 

improve the US 23 

Heritage Route 

website.” 

http://www.heritage23.com/


 

8. 

 

9. 

10. 

 

 

 

d. 

. 

e. . 

 

11. 

12. 

13. 

 

 

 

 

 

14. 

15. 

 

Blogs Additional 
Info: 

The main aim of a blog is to 
share thoughts with the rest of 
the world. Just like websites or 
customer reviews on 
TripAdvisor, they get indexed 
by search engines. 

If people visit a blog and are 
interested in the content, they 
will subscribe to receive 
regular updates using the 
universal feed icon. A feed 
simply is a list of recent 
articles in a machine-readable 
format. A program known as 
feed reader or feed aggregator 
will go and collect the updates 
on behalf of the user and 
present the content in a user-
friendly layout. Google Alerts 
is a very easy way to subscribe 
to what the world is saying 
about Heritage 23.  

Since each blog post is made of 
short, judicious and topical 
content, a blog boost search 
engine rankings. Search engine 
crawlers (or robots) 
continuously visit the site for 
more relevant content. A site’s 
online popularity will grow 
and more and more people are 
going to link to it. 

 



16. 

 

 

 

 

 

 

 

 

 

 

 

17. 

 

 

 

 
 

 
 
 
 
 
 
 
 
 

 

Meta Descriptions 
Additional Info: 

The description is the snippet 
of text displayed below a listing 
in the search engine results 
page. Search engines do not use 
it to rank your page but it is a 
chance for you to stand out 
from your competitors on the 
search engine results page. 

Use it as a teaser for the 
webpage content. It will 
encourage the visitor to click on 
the listing. Ensure it also holds 
the page’s keywords as the 
keywords used by the user in 
the search field will be bolded 
in the description, thus drawing 
the user’s eye. The description 
tag, just like the title tag, is also 
part of the page header. It is 
referred to as the Meta 
description tag. It is generally 
located in the same area as the 
title tag within a website’s 
content management system. 

 

Search Engines 
Additional Info: 

Search engines operate by 
sending their robots to crawl a 
website in order to understand 
what a website and business is 
about, index all its pages in 
their database, list the 
website’s pages on the first 
pages of results when a 
potential visitor enters 
keywords that describe an 
offer, and increase targeted 
visitation to a website. 

Having an optimized website 
means that it is growing its 
online visibility. Accompanied 
with quality content, the 
online visitor will be enticed to 
contact you and book your 
product. With an optimized 
website, relevant inbound 
links and a sustainable 
strategy you can expect to 
rank on the first pages of 
search engines for the 
keywords your target market 
uses to search for you and be 
visible on other sites that are 
often used by your target 
market to research and share 
vacation experiences. 



 
 
 

 

Inbound Links 
Additional Info: 

Search engines also use 
inbound links to a website to 
gauge its popularity and 
importance. Links are the 
online version of word-of-
mouth. 

Editorial links express the 
opinion of the editor. In this 
instance, it is the opinion 
person linking to you from 
their website.  Editorial links 
take time to get because they 
are earned as a reward for 
providing good, citation-
worthy content. They are the 
links that search engines will 
favor and therefore have the 
biggest link value. 

Acquired links are other links 
(paid or unpaid). Getting these 
links necessitates making 
contact with another 
organization to entice them to 
link to you. Participating in 
online discussion forums or by 
leaving comments on Blogs 
can create links as well.   

Acquired links have less 
search engine value than 
editorial links because they 
bypass the feeling of trust that 
editorial links have. 

 

The Value of the 
Inbound Link 

There are a number of things 
that influence the value of an 
inbound link:  

Popularity - If a website is 
popular, in search engine 
terms, it means that it already 
has relevant and high quality 
links pointing to it. This infers 
that links from popular 
websites will provide the site 
with a better link value than 
least popular sites. 

Relevancy - Sites that are 
related to the industry or 
sector provide greater link 
value than non-related sites. 

Trust - Trust refers to trusted 
domain names and extensions. 
Obtaining a link from a trusted 
domain generally positively 
increases the page’s placement 
amongst search engine results. 

Number of links on the page 
- The value of the link will be 
diminished if the page linking 
to the site has many other 
links. This demonstrates that 
the link value from a directory 
is demised as directories, by 
definition, list many 
businesses on each page. 

Hyperlinks - When possible, 
ensure that the site linking to 
you uses your keywords in the 
hyperlink to your page. 

 

Keywords 
Additional Info: 

Keywords are words used as 
reference points for finding 
other relevant information. In 
the online space, they become 
the link between users and 
search engines. Search engines 
determine how relevant 
webpages are to user queries 
by looking at how keywords 
are organized on each 
webpage. It is vital to ensure 
that keywords are used in 
appropriate places throughout 
a webpage, as this is 
fundamental to how search 
engines rank a site. 

“The Long Tail” theory, when 
applied to search, highlights 
that the majority of the world’s 
demand for information 
through search engines 
originate on rare, unique 
keyword combinations. 
Successful online businesses 
use these Long Tail keyword 
combinations to their 
advantage by researching their 
target market and using the 
information to create content-
rich websites that cater to 
specific needs. 

Popular Keywords: 
“Accommodation Harrisville” 

Long tail keywords: “Weekend 
escape in Harrisville” 

Pinpoint what is being offered 
and have no more than 3 or 4 
keyword combinations for 
each offering 

2Can use the Google Adwords 
keyword tool to extract the 
keywords held in competing 
websites. 



Advertising 
 

 

 

 

Objective 1: Advertise to Target Markets 

 
1. 

. 

 

 

 

 

Objective 2: Engage in Cooperative Advertising 

 

 

 

Objective 3: Advertise in print publications. 

 

Goal: Advertising 

“Engage in an 

advertising campaign 

in order to increase 

visitor awareness of 

the US 23 Heritage 

Route.” 



 

a. 

 

 

 

 

 

 

Objective 4: Advertise on the ground.  
 

 

 

 

 

 

 

 

Travel Michigan 

Travel Michigan recommends 
the three-tiered approach to 
marketing.  

Protection of existing visitor 
markets. Marketing activity 
needs to be continued through 
coordinated and effective 
campaigns that provide a 
distinct Sunrise Coast message.  

Identify and target the 
“preferred visitor”. Preferred 
visitors are a select group of 
market segments that, through 
their pattern of expenditure, 
collectively provide economic 
benefits beyond their number. 
Economic benefits include 
increased visitor expenditure 
across all Sunrise Coast 
destinations. By specifically 
targeting the “preferred 
visitor”, the Sunrise Coast will 
increase its ability to maintain 
and grow the benefits of 
tourism across the region. A 
strategy will be implemented 
to identify source markets and 
market segments with the 
highest potential to increase 
visitor expenditure. A detailed 
picture must be developed 
which delivers the 
characteristics, expectations 
and demands of preferred 
visitors.  

Develop tourism product 
that aligns with the 
“preferred visitors’” desired 
experiences. Prepare 
marketing strategies built on 
the outcomes of the preferred 
visitor research. 



 

 

Objective 5: Advertise with television and 
radio using Pure Michigan.   

 
1. 

. 

 

 

 

 

 

 

Objective 6: Issue media releases to travel 
and tourism journalists.  

 

 

 

 

 

Pure Michigan 
Partnership 
Program 

Travel Michigan offers 
advertising packages for both 
in-state and out-of-state 
markets. The Pure Michigan 
program is a dollar for dollar 
matching fund program. The 
Instate marketing program is 
intended to keep Michigan 
residents in-state, extend stays 
and further promote 
destinations by leveraging 
Travel Michigan and industry 
marketing dollars.  

The out-of-state marketing 
program extends the limited 
marketing reach of the 
Michigan travel industry to key 
awareness target markets in 
Chicago, Cleveland, 
Indianapolis, Cincinnati, 
Milwaukee, Dayton, Columbus, 
St. Louis, and southern 
Ontario. Feeder markets are 
Toledo, Green Bay/Appleton, 
South Bend, and Fort Wayne.  

Based on a financial 
commitment from Travel 
Michigan and potential 
partners, a specific strategic 
promotional campaign is 
jointly created utilizing 
television, radio, digital and 
print advertising, website and 
online promotion, public 
relations, and social media 
efforts. Specifically, Travel 
Michigan offers a Pay-per-Click 
partnership program, 
advertising opportunities in 
Michigan Travel Ideas, an 
eNewsletter campaign, 
monthly eSpecials, fall color 
updates eMail campaign, social 
media campaigns, public 
relations, website listings, and 
Michigan Welcome Center 
opportunities. 

http://www.michigan.org/


 

 
 

 

 

 

Objective 7: Engage in Familiarization (FAM) tours to enable 
trade and media contacts and partners to experience the US 23 
Heritage Route first-hand.  

Strategies: 

 

 

 

 

 

 

 

 

 

 

 

Objective 8: Develop a PR Kit for the US 23 Heritage Route.  



 

 

 

Objective 9: Ensure the US 23 Heritage Route is represented at 
Trade and Consumer Shows 

 

 

 

 

 

 

 

 

Objective 10: Engage in Direct Marketing including mail and 
email. 

 

 

 



 

 

 

 

 

Objective 11: Advertise on the internet to 
reach target markets. 

1. 

.  

 

 

 

 

 

Objective 12: Engage in effective social media 
to increase brand awareness. 

Pay Per Click 

Additional Info: 

1. PPC is cost effective: 
you will only pay a predefined 
amount when someone clicks 
on your ad. Your ads will 
therefore be displayed for free. 
In PPC jargon, the number of 
times your ads are displayed is 
called the number of 
impressions. 

2. Immediate - There is 
no need to work with a third-
party such as an agency or pay 
per click consultant: you can set 
up your campaign yourself and 
it will be live as soon as you 
press “ok”. You can also make 
all the changes you like to your 
campaign. 

3. Flexibility - Pay per 
click is a form of advertising that 
can be set up, left running for as 
long as you want, paused, re-
started, altered, cancelled, etc. 
The campaign can be accessed 
and changed at any time using 
any Internet-enabled computer 
as the majority of PPC services 
are online-based and fully 
automated. 

4. Tracking - Because 
everything is based online, you 
will be able to know exactly 
which ads were clicked, which 
ads converted, and which 
keywords your target market is 
using to search. Basically you 
will gain market intelligence on 
what works, what doesn’t and 
will be able to use the keyword 
information within the content 
of your website to naturally 
increase its search engine 
rankings. 

 

 



 

 

 

 

 

 

Objective 13: Use other online tools to increase brand 
awareness. 

 

 

 

 

 

 
 
 
 
 
 
 
 



Appendix 5-A: County Team Projects 

Cheboygan County 

 

 

 

 

 

 

Presque Isle County 

 

 

 

 

 

 

 

 

Alpena County 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

Alcona County 

 

 

 

 

 

 

 

 

 

Iosco County 

 

 

 

 

 

 

 

 

Arenac County 

 

 

 



 

 

 

 

 

 

 

 

 



 

Appendix 5-B: US 23 South Bay Corridor Redevelopment Plan 

  

 

 

 

 



 

  

 

 

  

 

 

 

 

  



 

  

 

  

 

  

 



 

  

  

 

 

  

 

 

 



 

  

 

 

 

  

 

 

 



 

  

 

  

  



 

 

 

 

  

  

 

 



 

  

 

  

 

 



 

  

 

 

 

 

 

 

 

 



 

 

  

 

  

 

  

 

 

 

 

 



 

 

  

 

 

 

  

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 



 

Appendix 5-C 

Profile of a Northeast Michigan Tourist 

PrizmTM 
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A l-A r- Io Other M I

January 16.4% 5.6%

February 0.0% 4.5%

March 0.9% 5.2%

April 4.0% 4.8%

May 7.3% 7.2%

June 12.3% 14.1%

July 18.0% 14.7%

August 6.9% 15.0%

September 9.6% 8.0%

October 9.1% 5.4%

November 6.6% 7.3%

December 8.9% 8.2%

TOTAL 100.0% 100.0%
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Chapter 6                                                Support Documentation 
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