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Interpretive signage

e A good interpretive sign acts
as an eye-opener, making
visitors excited about
something they hadn’t
noticed or thought about
before

e Presents site-specific HOW can interPFEtiVE
information into a theme or Signage benefit your park?

experience to help visitors
feel part of the story

Communication link: between your
organization and area of service (e.g.

community, province) for the purpose of

informing, educating, promoting and
recruiting

Community engagement: Can generate
interest that leads to repeat visitation,
volunteerism, donations, partnerships and
local initiatives




Other benefits?

Accessibility: Convey a consistent message to
many people at one time — signs are in place
at all times and available 24 hours a day

Stewardship: Can help guide or modify visitor
behavior to reduce visitor impacts to sensitive
features and habitats

Supporters: Can drive potential donors and
volunteers to your website to learn more
about your organization and other parklands




Possible problems or disadvantages?

Non-personal: In-person contact can be more effective, so consider
enhancing visitor experience with guided hikes and other on-site activities

Damage: Signs are vulnerable to damage by weathering, decay and

vandalism
Conservation Risks: May draw unwanted attention to a fragile resource

(rare flowers, endangered species) and result in depreciative behavior




Produce successful
signage that
delivers your
message

Quality not quantity: Plan for the

minimum number of signs needed to
convey the appropriate message —
too many signs detract from their
effectiveness and clutter natural areas
Learn from others: Review signage
from other parks and pick out the
points and techniques that attract you
Good design isn’t free: Hire a graphic
designer and look at samples of their
work




Trailhead sign —

possible content

e Park map
e Entrance identification

e Points of interest, facilities,
recreation opportunities

e Visitor safety
e Permitted and prohibited uses

e Natural heritage including
wildlife viewing and ecology

e Historic use; natural and cultural
features

e Associations/partners/funders

e Always include your logo,
website







Signage content

for trails and
points of interest

e Focus on a specific theme or
message

e Site, feature highlights
* Wildlife viewing and ecology
e Natural and cultural features

e Fun facts (trivia, flora/fauna,
etc.)

e Always include your logo,
website
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Map content

e Always include an easy-to-spot “You
Are Here” marker and indicate the
direction of North

¢ Include surrounding areas and
facilities for safety and wayfinding such
as: parking, first-aid station, payphones,
roadways and exits, garbage disposal,
park centres/information buildings

e Describe trails and indicate difficulty
level (e.g. beginner, intermediate)

e Note areas that are steep, prone to
flooding, etc.

* Include a legend




Text — keep it brief:

e Write your text before you start designing

your brochure, then edit, edit, edit!

e Fun & positive: Writing should be active and
enthusiastic — use vivid language and active verbs

* Brevity: Keep paragraphs short (45-60 words) and break up text with bullet
points. Most people look at images first, then headlines and then body copy,
so don’t cram in text — people won’t read it!

e Simplify technical language and make it people-friendly (7th to 9th grade
level)

e Headlines should aim to entice the reader or create curiosity
* Remove gender-specific language, clichés
e Font size: minimum point size for the various levels

Titles — 72 point
Subtitles — 48 point
Body Text — 24 point
Captions — 18 point




Text cont’d:

e Timeless words: Remember, someone may be reading the same sign in
a decade. Content should be written so that it will still be current in the
future (e.g. “The new wetland restoration project was completed this

past spring”, could be changed to “The wetland restoration project was
completed in the spring of 2012")

e Avoid TMI: Don’t overload the reader with Too Much Information.
Many visitors will only skim a sign for information of interest before
continuing on their way, especially since they are there to walk and

enjoy the outdoors!

BLAH, BLAH.

ZONING OUT WHILE READING BUSINESS LITERATURE
IS AN EPIDEMIC.




Proofreed

Ahem...I mean, proofread!

e Your hard work is wasted if your signage has spelling errors,

poor production, design mistakes, or incorrect information

e Get a good writer with eagle eyes to proofread and inspect
your text and layout before producing your signs

e Triple-check: you don't want to pay for mistakes!




Images
Get the picture

e Outdated, low-quality photos are no substitute
for professional photography

e Sharp, vibrant, high-resolution digital images
are the best way to ensure a professional-looking
result

Do use

e Recent, high-resolution digital photos
e Captions: include captions with all photos to provide extra educational
opportunities (e.g. identify species)

Don’t use

e Cliché or cheap-looking clipart or stock photos

e Low-resolution graphics or images

e Old photographs (like that dusty box of grainy slides from the late 80s)




Photos
The good, the bad and the grainy

Left: Bright, sharp, high-resolution photo with a clear focal
point/subject and realistic colours

Right: Overexposed, grainy, dull photo that lacks a clear focal
point/subject. Viewers will not readily see the butterfly.




Signhage design
Yes, you need a

professional!

e Ensure consistent use of colours,
shapes and sizes

e Use graphics, boxes and colour to
improve readability and visual appeal

e Limit use of bold, capitalization,
underline, etc.

e Don't crowd elements on the sign

e Less is more: 1-3 fonts, 2-5 colours

e For the average person, a
conservative design is boring, a more
busy/active design (but not too busy!)
can often work better because it keeps
the viewer involved




Signage fabrication

e Consider panel, stand, tactile elements,
installation, supervision, etc

Materials

Frame or plinth: made of metal, wood or stone

Sign panel: made of embedded fiberglass, baked
enamel, vinyl, plastic or aluminum

Text and images: may be hand-painted, silk-
screened or computer-generated, depending on
the technique used







Embedded fiberglass

e Popular type of permanent outdoor

signage used in many parks
e Process that produces a screen print

substrate encapsulated into layers of

fiberglass
e Attractive sign that is very resistant to

shattering, weathering, fire, and
vandalism and can be applied to virtually
any surface




Design & installation

Reduce fading & deterioration

e |Install out of direct sunlight when

possible (or construct a roof — even a green roof!)
Discourage vandalism

e Set posts in cement buried in the ground

¢ Repair damage from vandalism as soon as possible to reduce the risk of
repeated acts (set aside funds to cover maintenance and repair)

Mounting height & angle

e Trail signs should be placed low, about hand level

e Consider wheelchair users and visually impaired visitors

e Tilt signs at an angle of about 45° for ease in reading and rain runoff



Print media on the go

Brochure or map

If your budget allows, consider including print media with your signage to
provide visitors with ‘take home’ material

e Signage construction can include a weather-roof brochure or map box

e Keep in mind that staff will have to allocate time to regularly restock

e Large trailhead signage should ideally be designed with an overhanging
roof to further protect the box while also protecting the sign from fading

due to sun exposure
P Maple Nature Reserve

Vaughan, ON

Pilliga National Park,




Brochure/map printing

e Use a professional printer
e Get 3 quotes and look for printers that offer

environmentally-friendly printing methods and
paper

e Print in small batches (e.g. 250-500): if there
are future changes to your contact info or other
details, your print material will go to waste




Green printing

What to look for

» Vegetable-based inks (e.g. soy)
e Chlorine-free process

e Water reduction/efficiency in printing process

e Reduced greenhouse gas emissions (e.g. use of renewable biogas
energy)

e Your printer can put the appropriate recycled paper logo and
phrasing on your brochure/map based on the paper and printing
process used




Recycled paper types

Post consumer fiber: Paper, paperboard and
fibrous wastes from retail stores, office buildings,
and homes that have been diverted from the
waste stream

Pre-consumer waste: By-product of the production
process such as paper off-cuts and rejected or
surplus printed matter

De-inked material: Waste paper that has had the
ink, fillings and coatings removed before being
recycled (e.g. magazines and newspapers that
were printed but never sold)




Forest Stewardship Council (FSC)
Canada

e Certification and labeling system for paper from responsibly managed
forests and verified recycled sources
e FSC forests are certified against a set of strict environmental and social

standards
e Fibre from certified forests is tracked all the way to the consumer through

the chain of custody certification system

e Voluntary and market-based mechanism for ensuring that our forests are

healthy
e Independent third-party auditors conduct all FSC certification audits

e Use of logo on your print material requires FSC approval which your printer
can obtain for you




Connecting people with parks
through social media

e People of all ages, from all walks of life, are engaged in social
media, and the numbers are only going to grow

e Most social media applications are free so it is a cost-effective
(and paperless!) option for organizations to promote their parks

and greenspaces




The social media link

e Help attract donations, volunteers, media coverage and future
employees

e Keep park visitors up-to-date on park events, guided hikes, etc.
e Community members can connect and collaborate informally on
park activities (e.g. tree planting day, garbage clean-up)




Use QR codes to target visitors

at points of interest




Blog

Start a blog to use as on-line newsletter to keep park visitors up-to-date with
events and activities

The Land Conservancy of BC




Facebook

Start a Facebook group page for your park to post news, photos and links to
upcoming events

Georgian Bay Land Trust




Twitter

Tweet your latest volunteer events and park activities to your community

Greenways Land Trust (BC)




Flickr

Open a Flickr account to post photos of your parks, conservation lands,

events, volunteers, etc.
The Land Conservancy of BC




YouTube

Create a YouTube channel to post videos of events, nature hikes, etc.

The Nature Trust of BC




Park signage, print
media & social
media

e Use these tools in conjunction with in-
person communication

e Evaluate your staff, volunteer and
budget resources to determine how
much you can realistically take on

e Consider who you are trying to reach:
local community, potential volunteers
and donors, province-wide, nation-wide
e Experiment, have fun and learn from
others!




Thaek you!

President

Orland Conservation

519 829 2281
robert.orland@orlandconservation.ca
www.orlandconservation.ca

-
S
—_—

ORLAND

conservation

new horizons in sustainability
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