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MARKETING PRIMER FOR MUNICIPALITIES 
In years past, consumers had fewer choices than they do today. Today, with the Internet, the whole world is literally at their 
fingertips. Today’s consumers have been courted and wooed by corporate giants from infancy. They’ve had their wants, 
needs, habits, and interests analyzed by experts and then told exactly how product XYZ will make them happier, stronger, 
sexier, healthier, or any thing else they might desire. Everyday another opportunity or option presents itself. As a result, 
consumers have become dependent on marketing messages to ferret through all the options and help them find the best 
products or services to meet their needs. 
 
A strategic marketing plan is needed to cut through all the noise and reach the most profitable target market with the most 
effective message. You can build a better mouse trap, but the world will no longer beat a path to your door if you don’t get the 
message out about what you’ve built and how it is better. You’re also wasting your time if you try to sell your mousetrap to 
someone who has a house full of cats. You need to get the right message to the right market. That is what a marketing plan 
helps you do. 
 
Although the “product” the DREAM municipalities are selling is their downtown, many of the basic rules of marketing still 
apply. The following are some basic marketing concepts and rules. Understanding and applying these concepts can help 
DREAM cities achieve better success from their marketing efforts. 

 

SIX CARDINAL RULES OF MARKETING: 
• Do an honest and accurate assessment of your product. 

This can be accomplished through a SWOT analysis, focus group studies, surveys, and other research methods. 
It’s important that your assessment is realistic. You may see your product through rose-colored glasses, but the 
consumer won’t.  Also, since this assessment will provide the foundation for your marketing plan, it imperative 
that it reflect the true aspects of your product—your downtown. For this reason, it is often more effective to use a 
consultant from outside the area to help with the assessment. A non-local consultant will see things from a 
different perspective, and won’t be inhibited by community relationships and connections. 

• Know your objectives and goals and state them clearly. 
What do you want to accomplish? If you can’t put it into words, you can’t achieve it. Also, your goals must be 
specific enough that they will mean the same thing to whoever reads them. For instance, a goal of “Improving 
your downtown” is too vague because its meaning is totally subjective. Define what improving your downtown 
looks like. Does it have more shoppers in it? How many more? Does it have fewer empty buildings? How many 
fewer? Once you’ve clearly identified what you want to accomplish, you’ll have a better idea of how to go about 
accomplishing it. 

• Identify your target markets and what connects your product to their needs and desires. 
Identification of your target markets will be based on your goals and objectives, which is why your goals and 
objectives must be determined first. After you’ve done an accurate assessment of your product and determined 
your goals and objectives, consider which target market would be most likely to find your product appealing and 
would provide you the best return on investment (ROI) for your marketing efforts and dollars. This will be your 
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primary target market. Ask yourself, “What about my product connects me to this target market?” The answer or 
answers to that question will tell you the messages you want to communicate to that target market. Find out as much 
as you can about the wants, needs, habits and attitudes of this target market, then tailor your messages and 
communication channels accordingly. 

 
Most likely there will be aspects of your product that will appeal to other target markets as well. Don’t ignore these 
secondary and tertiary markets. You won’t want to spend the majority of your time and money on them, but they 
can fill in gaps. In addition, as the market climate changes, some of these second- and third-level target markets 
and could eventually develop into primary markets. 

• It’s all about them, not you. 
Target markets are selfish—they want to know, “What’s in it for me?” You can’t just say, “Shop downtown” without 
telling them why it benefits them to do so. You have to sell your product to them by showing them how you can 
make their lives easier or more secure, save them money, provide them enjoyment, or give them a sense of 
achievement toward a goal they perceive as worthy. Communicate that message to the target market in ways that 
will appeal to that market. You have to fit the message and communication channel to the target market. To 
effectively reach a target market, put their desires and convenience above your own. Don’t just tell them what you 
want them to know and in the way you want to tell them. Find the connection between what they want to hear and 
what you have to offer, and communicate that in ways they prefer to receive messages. 

• Get feedback from the plan and monitor its progress. 
To know what parts of the marketing plan is working and what needs to be adjusted, set up a regular schedule and 
method of monitoring the results the plan achieves. Questions to ask include: did you achieve your stated goals; if 
so, to what degree; what problems emerged and how were they addressed or should have been addressed; could 
the problems have been avoided and if so, how? Monitoring the results of the marketing plan will also help you 
keep an eye on changes happening in the marketplace. Where are new opportunities emerging for new markets or 
expanding secondary markets into primary markets? What markets are waning and why? Are there corrective 
measures that can be taken to put target markets back on track with your goals?  

• Make adjustments.  
The marketplace is constantly evolving. When conditions and market attitudes change, you have to change your 
marketing strategies along with them. If you’ve been monitoring the achievement progress of your plan, you’ll be 
aware of changes and be able to make strategic adjustments. These adjustments can help you keep pace with the 
changes needed to keep your product viable. Without monitoring and adjustments, your marketing plan will 
eventually become obsolete and ineffective. 
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COMMON MARKETING MISTAKES: 
Shotgun approach—trying to be everything to all people. Lack of market segmentation 
Unrealistic assessment of the product and what it offers the target market 
Fuzzy or unrealistic goals 
Incorrect identification of primary target market and missed opportunities with potential target markets 
Not putting the consumer’s wants and needs first 
Failure to monitor and adjust the marketing plan 

 
BRANDING: 

The term “branding” has become a buzz word in marketing, but exactly what it is, how to do it and why it is important is 
somewhat nebulous. Below are points that attempt to provide a clearer perspective on branding and how it fits within a 
marketing plan. 
 

• What it is.  
Branding originally related to burning a significant, identifying mark on something. In marketing, branding 
connotes burning an image into the minds of your target market. That image identifies your product with set 
qualities, characteristics, and emotions. Branding is based on the relationship you build with your target market. 
 
There are two aspects of branding—the experiential and the psychological. The experiential is the sum of all 
contacts your market has with your brand—the market’s brand experience. The psychological, which is also 
known as the brand image, is the expectations and information your target market associates with your product. It 
is the brand image that sets your product apart and makes it unique in the minds of your target market. When 
your target market encounters your product or the name of your product, these characteristics and attributes 
immediately come to mind. 

• Why it is important.  
Once you have established a brand image in the minds of your target market, you have a springboard from 
which to launch promotions of the product. An established brand image provides a shortcut into your target 
market’s positive emotions and experiences. It makes your product familiar and therefore more readily accepted. 

• How to do it. 
To achieve brand image, you have to know your target market and what your target market wants, values and 
needs. Determine how your product connects with those wants, values and needs. Then make that connection 
obvious in every way possible. 

• Consistency and frequency are key ingredients.   
You can’t be everything to everyone. What is your core message? Determine it and repeat it, repeat it, and repeat 
it again. If one time you’re the capital of widget production and the next time you’re the utopia of outdoor 
recreation, your target market won’t know what to think of you. You might be both, but you can’t effectively 
promote yourself as both to the same target market. It goes back to who is your target market and how do you 
want to be perceived by that target market. 
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• Achieve momentum. 
Branding provides momentum. It takes more gas to go 100 miles if you’re starting and stopping every 5 miles. It 
takes a lot less if you cruise the entire way. Branding helps you build momentum, which is why you want to be 
careful that you build the correct brand with the correct target market. Know your target market, build your brand 
with them, and then continue to ride on the momentum it generates.  

 
BROCHURE DEVELOPMENT WORKSHEET 

To maximize the effectiveness of a promotional piece, it’s important to first define things like the purpose; target market; 
core message; distribution method and frequency; shelf life; if it is part of a series; existence of text/graphics that can be 
used and what needs to be created/revised; and budget for the piece.  Below is a list of questions that need to be 
answered before even starting on the promotional piece. By answering these questions before you begin, you are more 
likely to end up with a piece that achieves your desired results. 

 
• Purpose: 

What do you want the piece to accomplish? For instance, do you want it to increase the number of local visitors 
to the down town or visitors from surrounding communities? Do you want to promote an overall list of events for 
the year, or the downtown as a whole? Or do you want to interest investors in the downtown? A single 
promotional piece needs to have a basic focus on purpose and from that you will move to the appropriate 
target market. Pieces that attempt to be everything to everyone lose their effectiveness on all target markets. 

• Target Market: 
Based on your purpose, what is your primary target market for the piece? You can have secondary target 
markets that the piece may be useful for, but you need to define the primary target market since the piece will 
be designed to specifically address their needs, desires, and motivators. You’ll also look at the demographic 
factors for this target market—income level, education level, and technological-sophistication level. 

• Core Message: 
What is the core message you want to deliver? Once you have identified your purpose and target market, you 
need to look at what that market’s needs and desires and what you can offer that market that ties their needs 
and desires to you. You need to identify their key motivators and concerns. You are going to develop your core 
message to address these things. 

• Distribution Method/s: 
How will the piece be distributed? Based on the information you’ve developed for what your purpose is, who 
you’re trying to reach, and what their needs are, you can then decide on the most effective method or methods 
of distribution. If you want be able to mail the piece as a stand-alone piece, you’ll need to have a mailing panel 
designed on it or plan on enclosing it in an envelope. If you’re using a printed piece with an interactive CD 
included, it will need an envelope, but you’ll also need to be sure your target market is computer savvy enough 
to use the CD. Most of the time you’ll want to design the piece to do double duty—can be mailed, but can also 
be placed in strategic places. In the case of the latter, a piece that is only designed to bring new people to 
downtown is ineffective when its primary distribution location is downtown. It can be an effective rack-
distribution piece, however, if it is placed in areas outside the community where travelers frequent. 
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• Distribution Frequency and Timing: 
How often and when would be the optimum times to distribute the piece? For instance, if you want to bring 
people to your downtown, when is the most likely time they will be thinking about trips? For non-local people, 
that would probably be in late spring or early summer. If your piece is promoting Christmas events, you’ll want 
the piece to reach them in mid to late November. These things could affect how you will want your piece 
designed and the text content. You also need to decide if the piece is something you will distribute once a year, 
more often, or less often. 

• Shelf Life: 
How long do you expect to use the piece? One year? Two to five years? Longer than five years? The longer the 
shelf life, the more generic the content should be. For instance, if you want to use the piece for up to five years 
and are mentioning different events, you’ll want to only make general references to times. (i.e. summer, winter, 
fall, spring) You’ll also want to be careful not to list specific businesses, elected officials, committee members, 
etc., because those things can change and make the whole piece obsolete. There are a couple ways around this 
problem, however. One is to have a special Web site for the downtown. The printed piece can remain fairly 
general but reference people to the Web site for “more and up-to-date” information. The Web site then 
becomes your dynamic part of the marketing mix. Another approach is to only print as many pieces as you 
would use in about a year’s time, and never more than two-year’s worth. Then, if things change, you can go 
back to the original files for the piece, just make minor revisions to them for future printings, and you don’t 
have several thousand wasted brochures that you need to discard. 

• Series Piece: 
Is the piece going to serve as part of a series? For instance, you might want one piece that would be the initial 
piece sent to a target market, and then have several others that would be sent later at specific intervals. In that 
case, all pieces would build on a core message, but each might present a different aspect of the message. (i.e. 
one piece feature beauty of area, another convenience, another unique aspects, etc.) Even if it’s not part of an 
actual series, the piece still should reinforce the city’s branding/marketing message. 

• Existing Text, Graphics, etc.: 
What other printed pieces, Web content, etc., already exist that can either be used or adapted to the new piece? 
Also, what photographs and other graphics exist that can be used? Using parts of existing pieces not only saves 
money on the project, it helps with continuity of the city’s marketing. Even if text can’t be used as it is, it 
generally can provide an outline of information. Photographs and graphics need to be clear and of high 
quality. Digital files that are suitable for Web-site use usually aren’t high enough quality to use for printed 
information. Actual photographs can be scanned, but must be scanned at a high dpi and saved as a high-
quality JPEG. 
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• Budget: 
How much can you spend to have the piece created and distributed? Budget will include the graphic design, 
concept and content development, printing, envelopes/packaging if needed, and postage or other distribution 
costs. Things to consider when setting the budget will be the shelf life of the piece, the target market you are 
trying to reach, and how many pieces will be needed. A highly sophisticated target market with a potential high 
return on investment of development of the piece will warrant a higher budget. A long shelf life will also warrant 
more for development of the piece. Get a rough idea of what you think the budget should be for the piece, 
develop a preliminary idea for the layout design specs you want (i.e. size of piece,  paper weight, full color, ink 
coverage to edge of piece, etc.), then get some estimates on printing and postage. You can always adjust either 
your budget or the development of the piece from there. 
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EXECUTIVE SUMMARY 
 
The following marketing 
action points are based 
on the SWOT analysis 
provided to downtown 
Hermann as part of the 
DREAM Initiative. In 
addition to action 
points/strategies taken 
from Hermann’s SWOT 
analysis, there are 
additional strategies 
that in the course of 
marketing work done 
for the DREAM Initiative, 
the consultant has 
found to be fairly 
universal with other 
DREAM communities. 
For that reason, these additional action points 
have been included and are worth consideration 
for downtown Hermann as well.  
 
These action points will provide downtown 
Hermann with strategies that can be incorporated 
into current and future marketing plans. In order 
to provide better long-range planning, more 
strategies have been included than can be 
reasonably implemented right away. With limited 
resources, it is important to identify which of these 

strategies are the 
most feasible for 
immediate 
implementation.  
The list should then 
be reviewed 
annually to 
consider pursuance 
and 
implementation of 
additional 
strategies.  
 
An important point 
to remember is that 
as new special 
events and 
initiatives are 
implemented, they 
may not be 

particularly successful the first time they are tried.  
Time is needed for the target market to discover 
and accept something new.  Time is also needed 
to refine and make adjustments to the new 
strategies.  If an idea or event is thrown away too 
quickly, you could be throwing away some of your 
best chances of revitalization.   
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MARKETING ACTION POINTS FOR DOWNTOWN 
HERMANN 

 
 

• Create a printed brochure for downtown that is concise, 
easily scanned, and includes a list of shops organized by 
interest areas and a map with the shops noted—very 
similar to the types of maps you see at large shopping 
centers/complexes. (see example to right and following 
pages) To keep the shop listings current, it will be neces-
sary to print the brochure once a year, or every two years 
at the very least. Producing the brochure in only one or 
two colors will probably reduce the printing costs. The 
difference in cost, however, from a 4-color may not be as 
a significant as you might imagine, so it would be advis-
able to check on the price difference every so often. If 
color production is chosen, the map color coding can be 
used to identify different types of shops/businesses.  

 
 Make the brochure available at most/all of the shops in 
town and at the Amtrak station. Work with shop owners 
to ensure the brochure is prominently displayed. It’s inef-
fective if visitors have to ask for it. That way, even if visi-
tors don’t stop by the Welcome Center, they will have an 
easy-to-use piece acquainting them what Hermann has 
to offer.  
 

• Ensure that the above promotional brochure is at all of 
the wineries at Hermann, the living history farm, and any 
other location that attracts visitors. This can help channel 
the visitors from these locations into the downtown. If 
possible, also place it at gas stations, convenience stores, 
and fast-food establishments at the edges of town, where 

The city of Clayton has a multi-page piece with a foldout page for the map. (above) 
The piece breaks the Shops down according to category, and has sections for 
Services, Restaurants, Hotels and Special Events (following). While attractive and 
very useful, this type of a promotional brochure could be too expensive to make 
available at all shops in the downtown. If it can’t be made available to all shoppers, 
it loses it’s effectiveness. 
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The Soulard Market promotional brochure (above and right) is probably more 
similar to what would be appropriate for downtown Hermann. The piece is 
only 8.5” x 11” and doesn’t include a listing for special events, however. By 
increasing the size to 8.5” x 14” it might be possible to have room for a list of 
special events. 
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Pages from Clayton promotional piece. (above) 
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The city of St. Louis uses a large (24” x 18.5”) promotional piece (shown 
above) that folds down to a 4.25” x 9.5” brochure. The brochure includes 
multiple maps, lists of services, shopping area, dining options, attractions, 
etc.   
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While the full foldout is more encompassing than what 
is needed for downtown Hermann, the Downtown St. 
Louis portion of the St. Louis brochure (right) offers a 
good example of how a downtown map and listing 
can be handled. 



Downtown Revitalization and Economic Assistance for Missouri 
Marketing Plan Hermann, Missouri 

 17 

visitors are likely to stop before they get into Hermann. Es-
pecially place it along highways 19, 100, and 94. 

 
• Create a brochure that lists the regular special events that 

Hermann has throughout the year. It should not only list 
the event, but also include a couple sentences describing 
each event. Also, include the month or particular week-
end/week of the year when the event is held. If there is 
room, thumbnail pictures of events add interest to the bro-
chure. A brochure of this type provides an excellent oppor-
tunity to encourage visitors to come back to Hermann. (see 
example to right and following page) This brochure should 
be prominently displayed and made available at most if 
not all of the shops or business locations in the downtown 
along with the primary promotional brochure. It should 
also be placed at the wineries, the living history farm and 
other locations throughout Hermann that attract a consid-
erable amount of foot traffic. 

 
• Take steps to ensure street-side, second-story windows in 

the downtown don’t give the impression vacancy. All 
street-side windows should have appropriate window cov-
erings/dressing. Curtains, blinds or shades that are in 
good condition make the area seem more vital and give a 
better impression of the area than dark empty windows or 
windows covered with tattered shades, paper, or boards. 
Some businesses may opt for promotional signs in their 
upper-story windows. Visitors feel more comfortable 
when upper floors don’t look vacant. 

 
• Fill vacant street-level store windows with large, colorful 

posters promoting the downtown. Another possibility would 
be to rent out the window space in vacant stores as ad 
space for other downtown businesses to place displays. 

The special events panel 
in Clayton’s Visitors 
Guide (on right) is a 
good example of the 
kind of description and 
information needed with 
an event list. Visitors can 
easily see if there is an 
event coming up of 
interest. 
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The  special events pages in St. Charles, Missouri’s 
Visitors Guide include good descriptions of events 
along with other important information.  (to left and 
below) The presentation would hold more appeal if 
more pictures of the events listed could be included 
next to the event information.  
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This would make the area seem more vital, even if there 
are several vacant shops. When there are a considerable 
number of vacant store fronts in an area, it’s difficult to 
draw visitors down the street to shops that are open. This 
makes it more difficult for the remaining shops to stay in 
business. Displays in the windows of vacant stores can 
help draw people along the street and give less of a de-
serted atmosphere to the area. 
 

• Create a “history” tour of Hermann. It can be set up as a 
self-directed tour with a map that includes pictures and 
information about the historic buildings/houses and points 
of interest. A good addition would be to have CDs and 
portable CD players available for rent. The CDs could tell 
a bit more about the history than what is included in the 
pamphlet/booklet. On the CDs, have local actors and ac-
tresses do the voice-overs, portraying the people con-
nected with the different points of interest. On weekends 
and during special events there could also be a guided 
version of the tour. If some of the points of interest along 
the tour require an admission fee, such as the Deutsch-
heim House or the German School Museum, these admis-
sions can be added as part of the tour package. The map 
by itself could be free, or have a very minimal cost. The 
tour can be broken into one- and two-day tours, with map 
and directions. This kind of a tour leads visitors throughout 
all of Hermann. Also, include suggested places to eat, re-
lax, etc. along the route.  Placing the tour booklet on the 
Web site in PDF format so people can download and print 
it would be a good way to entice people to visit Hermann. 

 
• Create a bullet list of talk points on different aspects of 

Hermann. The talk points should be divided into different 
topics: e.g. historic, downtown, arts, recreation, etc. If the 
bullet points are collected and kept in a notebook, volun-

teers at the Visi-
tors Center can 
refer to it when-
ever visitors ask 
questions about 
what there is to 
do in Hermann. 
Also distribute 
the list to all B&B 
owners, shop-
keepers, restau-
rants, etc. in 
Hermann. In this 

way you can increase the number of people who can help 
visitors find out what there is to do in Hermann and hope-
fully extend their visit. 
 

• Have volunteers at the Welcome Center make more of a 
push to have visitors fill out the visitor survey.  (shown be-
low) Also, make it more apparent that the surveys are 
drawn once a month and a prize awarded. Enter the sur-
vey results into a database at least once a month. Results 
should be reviewed every six months, or once a year at the 
very minimum. Track changes in demographics, likes, dis-
likes, suggestions, etc. Use the information to structure fu-
ture marketing strategies. Also, share this information with 
downtown merchants, restaurants and businesses. 

 
• Use the video that has already been shot in Hermann for 

video vignettes on the Web site, promotional DVDs for de-
velopers, and a DVD loop to play at the Welcome Center. 
The video might also be used for short promos with a 
“Discover Hermann” campaign on the city’s cable chan-
nel, targeting area residents. Possibly an arrangement can 
be worked out with the communications department at a 
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local college to create a historical documentary of 
Hermann. If so, a DVD of the documentary can be sold at 
the Visitors Center, the German School Museum, and vari-
ous gift shops in the downtown.  

 
• Create a system to ensure B&B owners always have a 

good supply of informative, user-friendly pieces about the 
city that they can distribute to their guests. Work with to 
owners to help them understand the importance of provid-
ing all their guests this information, not just ones who are 
assertive enough to ask for it.  

 
• Encourage downtown merchants to use discount cards that 

entitle the bearer to either a free product or a percentage 
discount once they reach a certain cumulative expenditure 
level. If the discount card can be made a cooperative ef-
fort between several merchants, it will make it more ap-

pealing for shopping in the downtown as a whole. Accu-
mulating discounts of this type is a good way to build cus-
tomer loyalty, especially among shoppers who live rela-
tively close to downtown. It becomes more effective as 
more merchants participate in the program. It would be 
especially beneficial if downtown restaurants could also be 
included. 
 

• Another version of the above strategy would be to provide 
small gifts (i.e. tote bags, special stuffed animals, etc.) or 
gift certificates for shoppers who spend a set amount at 
participating downtown merchants and present their re-
ceipts at a Visitor’s Center or another designated location. 
This is similar to what many shopping malls do. Purchases 
could be required to be made on the same day, or over a 
set period. 

 
• Create a printed city/downtown newsletter that goes 
out to residents at least three to four times a year. This can 
be supplemented with an e-newsletter, but a printed news-
letter is important because it places information directly 
into the hands of local residents. Use the newsletter to 
keep residents informed on what is happening in down-
town, encourage them to shop and dine in Hermann and 
promote upcoming events to local residents. It can also 
provide a familiar, trusted source of information on city 
budget and ballot issues. (if the newsletter is financed with 
city funds, be careful not to advocate voting one way or 
another on ballot issues) 
 
Possibly the newsletter could include coupons and ads for 
downtown/local businesses. This would reduce costs to the 
city, remind the public what is downtown, and give mer-
chants another connection to their target market. The cou-
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pons should be prominently displayed on the outside, or 
there should be a prominent message on the outside di-
recting users to look inside for “valuable money-saving 
coupons.” If the newsletter is financed by the city, it’s ad-
visable to work with the city’s attorney to develop appro-
priate criteria on the type of ads that can be placed in the 
newsletter, ads that won’t be accepted, and know the 
city’s rights concerning ad refusal and placement. 

 
In addition to mailing the newsletter to residents, make it 
available at special news stands at different locations in 
Hermann, especially areas that attract heavy foot traffic. 
The newsletter can also be used to direct people to a 
downtown Hermann Web site. The Web site would then 
provide more dynamic information. The current and past 
newsletters should also be available for downloading as 
PDF files from the Web site. 
 

• Launch a “Shop Hermann First” campaign. To change 
attitudes and behaviors, however, it needs to be ongoing 
and will require more than a few news releases and post-
ers. The campaign should utilize newsletter articles, post-
ers, ads, Web site, and cable programming. One point 
that should be stressed is the actual cost of purchases 
made in other towns. With gas prices heading for the $4-
a-gallon level, travel expenses add a significant amount. 
At $4 per gallon, and assuming a vehicle gets 20 miles 
per gallon of gasoline, the round-trip cost of going to 
Washington would be about $11.  Jefferson City would 
cost $20 and a trip to St. Louis would cost about $33.  
Shoppers often neglect to include this amount when trav-
eling for better sales or a wider selection. If they are regu-
larly reminded to figure in these costs and also made 

aware of shopping, dining and entertainment options avail-
able in Hermann, they may decide to forego some of these 
out-of-town trips. 

 
Use articles in the city newsletter to remind area residents that 
tax money collected in other cities goes to repair their roads 
and provide services for their residents. Most people don’t 
take that aspect into consideration when they shop in 
neighboring communities rather than their own. The correla-
tion should be drawn that needlessly shopping in another 
community is like going next door and fixing your neighbor’s 
house with your money. 

 
In addition to the above messages, a general “pro Hermann” 
message should be part of the campaign. Communicate 
these messages to local and area residents strongly and con-
sistently. 

 
• Encourage outdoor dining in downtown. When visitors see 

others outside enjoying something to eat or drink, they are 
much more likely to make an impulse decision to stop and 
have something also. 

 
• Clearly mark public parking lots with signs and place signs 

throughout downtown, directing motorists to these parking 
lots. The signs need to be prominently enough for visitors to 
easily spot them. If the lots are not directly accessible for the 
primary routes (Hwys 100 and 19), signs should be placed 
along these routes, directing motorists to “More Public Park-
ing.” 

 
In addition to marking the parking lots more clearly, beauti-
fication of the parking lots will make them more appeal-
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ing for people to use. Work with businesses and offices 
located in downtown to encourage their workers to park at 
the lots rather than taking up street-side parking spaces. 
 
Place signs in the downtown indicating where public park-
ing lots are located.  

• Create a discount coupon book/brochure for participating 
downtown shops and restaurants. (similar to what is found 
at outlet malls) Make the booklets/brochures available at 
the Visitor Center. 

 
• Create a “Top 10 Things to Do in Hermann” brochure. 

The brochure should include a map that shows the loca-
tions of the points of interest listed, pictures of the sug-

gested places to visit, and several sentences about each 
place. It should be available at the Visitor Center, B&Bs as 
well as online as a PDF. A full booklet version of the “Top 
50 Things to Do in Hermann” would also be desirable 
and could be sold at shops in the downtown. While the 
things to do can take visitors outside of Hermann for short 
excursions, be careful not to send them far away. Always 
promote Hermann as the “home base” for the trips. This 
type of information is also good to place in the hands of 
area residents, so as to encourage them to “be a tourist in 
their own town” and also know local entertainment op-

tions when they have guests come for a visit. Once a suffi-
cient number of things to do have been developed, it 
would be good to run them as a regular feature in the city 
newsletter. The newsletter could highlight one thing with 
each newsletter issue. 

 
• Build family appeal into all special events to bring more 

area families into downtown. This can be attained through 
providing inflatable slides, moon-bounces, clowns, magi-
cians, balloon sculptures, and other types of activities and 
entertainment that would appeal to children. Collaborat-
ing with youth and school organizations are also ways to 
provide a better family draw for events. Adding perform-
ances by youth theater groups, dance studios, vocal en-
sembles, or gymnastic groups can provide family appeal, 
and these groups bring their own built-in audiences. 
 

• Make Christmas Time in Herman into an experience visi-
tors would want to visit and recommend to friends by play-
ing on a historic German and European theme. Use ap-
propriate decorations, and an old fashioned, German-
style Santa Clause. Music, food, activities, everything 
should give visitors the impression they are experiencing 
Christmas in Germany/Europe a hundred years ago. Pos-
sibly special “passports” could be purchased by visitors, 
which would entitle them to particular German holiday 
treats, meals or desserts at restaurants, or admission to 
concerts/plays. It would be important that the majority of 
the shops are open on specific evenings—particularly Fri-
day and Saturday.  

 
Also, set a theme that tells a story relating to Christmas 
(i.e. A Christmas Carol, Gift of the Magi, The Little Match 
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Girl, etc.), and then position character actors from the 
story at different locations around downtown. Create a 
flyer with a map to show where the different characters are 
located. Have the characters each tell their part of the 
story through interaction with visitors. Visitors can collect 
“trading cards” from the different characters at each loca-
tion or have their pictures made with them. 

 
Visitors could also be given a card that must be stamped 
at different shops or locations around the square. Once 
shoppers have collected all the stamps, they would be eli-
gible to drop the card into a drawing for a prize. 

 
• Take advantage of every opportunity during special events 

to inform visitors about other events and amenities the city 
offers. Accomplish this through flyers, brochures, Kiosks, 
etc. Also, provide teasers to upcoming events. For in-
stance, during Oktoberfest there can be an old-fashioned, 
German Santa Klaus inviting people back for the Christ-
mas celebrations at Hermann. Banners could also be used 
to promote upcoming events. 

 
• Before adding new events, expend maximum efforts on 

broadening the appeal of current events. Because these 
events are already established, chances are you’ll see a 
better return on investments with these events. It is impor-
tant to keep in mind that when developing a new special 
event, it may take several attempts before they are very 
successful. Time is needed for the target market to dis-
cover and accept them. Time is also needed to refine and 
make adjustments to them. If you throw away an event too 
quickly, you could be throwing away a valuable tool for 
downtown revitalization. 

 
• Market Hermann to leisure bicyclists from the Katy Trail. 

Place a visitor information kiosk at the trail. The kiosk 
should have the basic promotional brochure mentioned 
earlier, which contains a map of downtown and a list of 
the different shops and points of interest. It would be ad-
visable to also create a special “bike tour” brochure for 
placement at this kiosk. While a stationary “You are here” 
map can be helpful at the kiosk, there has to be pieces 
visitors can take away with them to help them know what 
is in Hermann once they get into the downtown. It’s also 
important to mark clear and safe access routes into down-
town for bicyclists, and provide bike racks for them to lock 

A local author produced this 
booklet of “100 Things to do In 
& Around Historic St. Charles.” 
The book is sold in gift shops in 
St. Charles downtown.   
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up their bikes while they stroll through town. Also place 
ads on Web sites, such as www.pedaling.com, that pro-
mote bicycle routes. Articles about Hermann and the bicy-
cling opportunities it presents would be good to promote 
to magazines that are read by leisure cyclists. 

 
• Promote Hermann’s outdoor recreation opportunities 

more to area residents and the mid-thirty, athletic, up-
wardly mobile tourist market. Promote this aspect through 
the Web site, newsletter articles, news releases, and the 
suggested “Things to Do in Hermann” brochure. 

 
• Hermann is already seeing more visitors who are in their 

mid thirties and upwardly mobile. These consumers are 
looking for a place to relax. An upper-class winery atmos-
phere appeals to them. Promote the beauty and relaxed 
atmosphere of Hermann. Ads placed on TV or in print 
should all portray that type of an image. Good places to 
advertise would be cable channels, such as HDTV, DYI, 
and TLC, ESPN, etc. that appeal to that age group; radio 
stations that feature music from the 80s and 90s; also, 
Web sites and publications that appeal to that age and 
types of consumers. Be sure to check the demographics of 
the typical audience for the media outlet to ensure it fits 
the market you are trying to reach. (advertising sales ex-
ecutives should be able to readily supply you with the 
demographics of their audience) 

 
• Promote the relaxed-atmosphere and beauty of Hermann 

to the post-50 and retirement-age market. Promotion 
should include ads and articles featuring these aspects, 
and placed in periodicals that target that age group. Ca-
ble channels and radio stations that attract the same tar-
get market would also be appropriate for ad placement. 

(suggested cable channels would be AMC and the History 
Channel; easy-listening, soft-rock, and oldies radio sta-
tions would be good choices for radio) 

 
• Work with downtown shops, the German school, and B&B 

owners to gather zip code information about their custom-
ers/visitors. Collect the zip codes during a couple months 
out of the year when more visitors typically come to 
Hermann—possibly once in summer and once in fall. 
Track which zip codes are yielding the most visitors and 
research the demographics of those zip codes. Use this 
information to do more promotion in these areas, and 
determine the type of promotions that would appeal to 
these demographics. In addition, find out what other zip 
codes within a 90-minute drive of Hermann have similar 
demographics. These will be good areas to start mining 
for new visitors. It is important to understand where your 
market is coming from so you can better target marketing 
dollars. 
 

• Until more restaurants begin to stay open on Mondays, 
several B&Bs might want to join together to have a ban-
quet hall available where a special dinner would be 
served by a local caterer/chef; or have a chef/caterer 
come to their establishments to prepare special meals. 
Another option would be to negotiate with a local restau-
rant to make its facilities available and provide a limited 
menu exclusively for B&B guests on certain Monday eve-
nings. 
 

• Provide incentives for business owners to stay open some 
evenings and on all weekdays.  Two incentives could be 
extra ads and promotions in the newsletter and on the 
Web site, featuring businesses that stay open some eve-
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nings. Possibly the city could offer some kind of a break on 
business license fees or other incentive. 

 
• Coordinate with retailers to specify at least one night per 

week when visitors can find most of the shops and restau-
rants open downtown. A good start would be to have “Hot 
Summer Nights” or “Downtown Nights” on either Friday or 
Saturday nights, from May through September. 

 
Also, during the summer months, if there could be music 
in the downtown or other entertainment options on these 
nights, it would make a trip downtown more of an enter-
tainment activity and draw more people. Friday or Satur-
day evenings might be good evenings to start this practice, 
especially if there will be entertainment options included. 

 
On these nights, retailers can offer special sales or promo-
tions to further lure shoppers into downtown. Once retail-
ers and shoppers have caught on, the special downtown 
night can be extended throughout the year, rather than 
just in the summer. Later, when shoppers begin to catch 
onto visiting downtown in the evening, the evening hours 
could be expanded to a second evening of the week. 

 
• Position signs at the main entrances to town from Hwy 100 

and Hwy 19, directing motorist/visitors to where they can 
obtain “Visitor Information.” This is especially significant 
from Hwy 100, because that is the route from Washington, 
MO and part of the Wine Trail. Even though the Welcome 
Center is located on Hwy 19, visitors entering the town for 
the first time via Hwy 19 don’t know the Welcome Center 
with visitor information is straight ahead of them. Also 
place signs in the downtown directing visitors to where 
they can find “Visitor Information.” 

 
• Make the sign at the Welcome Center more prominent by 

increasing its size and possibly changing the colors used 
so that they stand out more. Also, it would be good if the 
words “Visitor Information” were used, to make it com-
pletely clear to visitors that they can obtain information 
about Hermann at that location. 

 
• Increase the visibility of the box in front of the Welcome 

Center that holds visitor information. There should be a 
prominent sign over the box indicating that it holds visitor 
information. It might help if the sign is a different color 
than the building or at least the box is painted a brighter 
color. The box should contain a good supply of the pri-
mary promotional brochure (discussed earlier), and a spe-
cial events brochure (discussed earlier). The sign above the 
box can also note there is “More information inside” so if 
visitors are there during office hours and want additional 
information, they will know they can find it inside. 
 

• Organize the information at the Welcome Center into in-
terest areas—i.e. restaurants, historic attractions, antique 
shops, art, etc. This makes it easier for visitors to browse 
and find exactly what will be of most interest to them. 

 
• Make better use of the city cable channel for promoting 

Hermann. New equipment that runs programs off of com-
puter hard drives would make automated loading and 
running of programming possible.  Thirty-second promo-
tions and short video vignettes can be run on the cable 
channel to promote “Be a tourist in your hometown” to 
local residents. Also, a tourism component that would ap-
peal to guests at Hermann’s B&B establishments would be 
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a good utilization of the channel. Work with univer-
sity/college communications departments to see if it 
is possible to have students create documentaries 
about Hermann as class projects. 

 
• Develop an employee newsletter to keep employees 

up to date on what is happening in Hermann, espe-
cially in the downtown. The city has 50 employees, 
which includes gas and electric. Residents often trust 
information from employees more readily than other 
sources. Well-informed employees can be an excel-
lent communication tool with the local public. 
 

• Add features to special events that will appeal to lo-
cal and area residents and bring them into down-
town. A good focus would be German heritage, 
since it is important to local residents. Also, since lo-
cal residents do seem to attend summer concerts at 
the amphitheater, possibly a “Dinner & Dancing Un-
der the Stars” event would appeal to them. A plat-
form could be set up in one of the streets that has 
several restaurants located on it, and the street can 
be closed off for the evening. The restaurants could 
then provide outdoor dining, with space set aside for 
couples who would like to dance. 

 
• In addition to its German heritage, there are over 20 

countries represented by early and later settlers of 
Hermann. Use this aspect as an opportunity to show-
case Hermann’s heritage as a microcosm of Europe. 
An International Festival that features music, food, 
art, etc. of the different cultures that helped shape 
Hermann would hold appeal for both area residents 
and tourists. 

 
• Place signs in the downtown, directing visitors to the 

locations of public restrooms. Although there are a 
few public restrooms in downtown, there are no 
signs directing visitors to them. 

 
• Put up signs throughout the town that direct people 

to where the shops are located. Since the shopping 
areas are spread out, it is difficult for visitors to know 
where to go next. It would be nice if the signs looked 
somewhat European/German. 
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• Place a kiosk or two at strategic locations throughout the 
downtown. The kiosks should have a “You Are Here” 
map on them as well as a place to stock one or two 
printed pieces about Hermann, such as a map with a list 
of shops and the special events brochure. It is important 
that visitors have access to a take-away piece at the ki-
osks. Otherwise, they will only be able to remember one 
or two points of interest once they leave the kiosk. If they 
have something to take with them, it is more likely that 
they will visit other locations and remain longer in the 
downtown. 

 
• During special events, provide carriage rides or trolley 

tours of the historic buildings and attractions in 
Hermann. This would be especially beneficial if there are 
off-and-on privileges with the trolley. That way people 
could park once, ride the trolley around to the different 
sites and get off and on to shop, dine, etc. The trolley 
tours could be offered in tiers, with some of them taking 
the visitor to wineries a little farther out of town, or to the 
living history farm that is planned. There could even be a 
tour of all seven of Hermann’s wineries. 

 
With tiered tour packages, there could be enough 
planned for visitors to spend a couple or so days in 
Hermann. The tour packages could also include dinner 
at a particular restaurant or even at a location exclu-
sively for the use of the tour groups. In that case, the 
meal could be catered by either a local caterer or a res-
taurant. 

 
• Develop a Web site for downtown Hermann that is dy-

namic and provides information target audiences (i.e. 

visitors, current and potential residents, current and po-
tential investors) would seek. All ads, printed materials, 
and promotions of any kind should include the Web site 
address and promote visiting the site. To provide infor-
mation for downtown’s multiple target markets, the Web 
site needs to have several levels so specialized informa-
tion can be presented in easy-to-access ways. 

 
For local and area residents, there should be informa-
tion specific to the plans for downtown and what revitali-
zation projects are currently underway or have been 
completed. There should also be tourism-type informa-
tion for people interested in coming to Hermann as well 
as to provide area residents with suggestions on things 
they can do or places to take visitors. Special-event in-
formation with pictures and descriptions as well as enter-
tainment and cultural arts highlights would also be use-
ful information for both local and area residents, and for 
regional tourists considering a visit to Hermann. An up-
to-date and comprehensive calendar of events is also an 
essential part of the Web site. 

 
It is important that the Web site contains the address of 
all the major points of interest in and around Hermann 
including parks, trails, and outdoor recreation amenities. 
It would also be advisable to include the GPS coordi-
nates of these points of interest, since so many travelers 
today depend on those systems when they are visiting 
areas unfamiliar to them. To give a quick snapshot of 
the points of interest through downtown, the Web site 
could include an Interactive Google Map that pinpoints 
the locations of points of interest and has a link from 
each pinpoint to a PDF brochure with information about 
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that specific location. 
 

For current and potential business owners, there should 
be an area with information about operating a business 
in a historic downtown and suggestions on ways to make 
businesses in these areas more profitable. There should 
also be information on financial assistance available for 
façade and building revitalizations. It might also be ad-
visable to list businesses that the community has identi-
fied it would like to see opened in the downtown (i.e. a 
coffee and pastry shop). 

 
Articles on historic home and building renovations would 
provide a good draw for potential developers and his-
toric-home enthusiasts. The Web site should also include 
a list of available properties in downtown Hermann.  
 
Coordinate with downtown businesses so that certain 
days and evenings of the week everyone would be open, 
allowing the downtown Web site to post the best days to 
visit. For potential shoppers in downtown there should 
be a list of businesses and shops located in downtown, 
hours of operation, and links to the Web sites of these 
businesses, if they have one. The site should also be 
linked to the city Web site, the Chamber of Commerce 
and any other site that would typically attract one of 
downtown’s target audiences.  
 
In order to track what information is of primary interest 
to target markets as well as changes in the attitudes and 
habits of target markets, the Web site should provide the 
ability to track hits and usage of the site and ongoing 
surveys. 

 

• Since the Gasconade County Courthouse is located 
downtown, many visitors to downtown are going there 
on business. It would be advisable to place promotional 
information about downtown businesses at or near the 
courthouse. Possibly news stands could be placed there 
that would hold a publication that carried sale and ad-
vertising information about the different downtown busi-
nesses. The publication could be a Hermann Downtown 
Shoppers Guide and be published at least once a 
month. Keep in mind that these visitors are generally 
from Gasconade County and offer the potential of more 
frequent return visits than tourists. It’s worth working to 
gain their interest. 

 
• Create an advertising cooperative with downtown small-

businesses to cut the advertising cost for small shops and 
broaden the appeal of the downtown. Members of the 
cooperative would receive special banner ads on a 
Downtown Hermann Web site. They could also be part 
of a coupon booklet that would be made available 
online and at different locations in the downtown area. It 
will be important that the merchants feel they are direct-
ing the cooperative, not that it is being directed for them. 
If merchants don’t feel that they are in control, fewer of 
them are likely to buy in. A board made up of merchant 
representatives and officials or staff from the city and 
Chamber of Commerce will be needed.  
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Attachment 1 
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HERMANN STRENGTHS 



 



HERMAN STRENGTHS 

 1

• There are nice awnings in front of the shops through most of downtown. There are also quite a few benches in front of the 
shops along Hwy 100. Although there were benches here and there through other parts of downtown, more benches would be 
nice. Benches provide visitors a good place to linger and stay longer in the downtown. 

 
• Overall the facades of the buildings look good. Some problems, however, in a few areas. 

 
• Window displays at the street level are generally attractive. Encourages visitors to come into shops. 

 
• Sidewalks in front of stores along Hwy 100 are wide and easy to navigate. 

 
• Distinctive characteristics of Hermann that can be built on include the Missouri River, Steamboats, Railroad, Wineries, and 

German heritage. 
 
• Hermann’s downtown is primarily made up of historic buildings, and is an integral portion of the Hermann Wine Trail. It 

reflects the city’s historic German heritage. 
 

• There are actually many places to eat in Hermann, with a lot of variety of types of food. The only problem is with short hours of 
restaurants and the fact many are closed on Mondays, it can leave visitors with no place to eat at times. 

 
• There are several historic sites in the area, including the German School Museum. A lot of the advertising has been focused on 

the history aspect of Herman. Might want to do a “history” tour of the town. Could be set up as a self-directed tour with a map 
that included pictures and information about the historic points of interest. If some of the points of interest along the tour 
require an admission fee, such as the Deutschheim House or the German School Museum, that could be an add-on to the cost 
of the tour. The map could be free, or have a very minimal cost. The advantage is it would take visitors throughout Hermann.  

 
• Have some jobs coming to Herman with bank, apparel manufacturer and the industrial park 

 
• Herman is the County seat for Gasconade County. This regularly brings people into Hermann on business. Effort is needed to 

encourage people to extend their business trips to Hermann to include shopping, dining, and entertainment. This promotion 
would be centered on residents of Gasconade County. 
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• Hermann is conveniently located to both remote, rural areas and metropolitan centers. In addition, emerging commerce 
opportunities provide conveniences close to home. This positions Hermann for “country living in town.” 

 
• Natural beauty of the area. Herman was named the most beautiful town in Missouri. 

 
• Entertainment options Hermann offers are wineries, downtown amphitheater, festivals, biking and hiking, and walking down to 

the river. Locals, however, don’t frequent the festivals. 
 

• The city has begun an arts and entertainment district called the Gutenburg Corridor, which includes an outdoor amphitheater. 
It will offer concerts and performances throughout the summer. Amphitheater brings residents downtown on Friday nights for 
shows. 

 
• The friendliness of the merchants was fair overall. Many were very friendly once they were engaged in a conversation, others 

were very aloof.  
 

• People have good work ethic and high expectations of themselves and the community.  
 
• The median home value in Hermann is slightly below the state level and significantly below the national level. This makes 

Hermann an attractive place for people who want to relocate and are not tied to a specific area due to employment. (i.e. 
entrepreneurs who use the Internet to conduct their business, retirees, etc.) Also, in 2007, the median home value in Hermann 
was more than $10,000 lower than communities that were 60-minutes driving time from Hermann. This makes Hermann 
attractive to homebuyers who could still commute to their places of employment. 

 
• Locals come to downtown for some of the specialty shops, the amphitheater, and the one grocery store located there. 

 
• Residents take a lot of pride in their German heritage & history. Can become a problem, however, if it results in tunnel vision 

concerning what visitors find appealing about Hermann. 
 

• Overall the community’s feelings about the downtown area are favorable. Residents feel Hermann is moving slowly in the right 
directions. 
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• It seems like a large percentage of the population has access to the Internet. There are already quite a few people working 
from home via the Internet.  

 
• Hermann is perceived by its residents as beautiful, friendly, safe, and a great place to raise a family. These attributes all need to 

be promoted to potential residents. It is also important to ensure these are the attributes that readily come to mind when current 
residents describe Hermann to friends and family. Current residents who are excited and enthusiastic about where they live can 
be your most effective sales tool for the city. Problem might be that there doesn’t seem to be anything for families/youth to do in 
Hermann. Will make it hard to keep growing families there and shopping there. 

 
• Welcome Center is open 7 days a week, and open until 5 p.m. Mon.-Sat. On Sun., the Center is open from 11 a.m. to 4 p.m.  
 
• There is a box in front of the Welcome Center with the Visitor Guide, special event list, MO Wine Trail brochure, and city map 

of the down town in it. This makes it good for people who arrive after hours or who would rather just get information on their 
own and look at it, without going inside. 

 
• The lady working in the Welcome Center is very friendly, knowledgably and helpful. She readily suggested things to see and 

asked about the visitor’s interests. However, it would be a problem if she is not the one working the Center and another person 
is less knowledgeable or proactive with suggesting opportunities to visitors. It would be good to create a bullet list of talk points 
on different aspects of Hermann. The bullet points should be divided into different topics: i.e. historic, downtown, arts, 
recreation, etc. If the bullet points are collected and kept in a notebook, volunteers can then refer to it whenever visitors ask 
questions about what there is to do in Hermann. 

 
• There is a visitor survey distributed at the Welcome Center. This would be a very useful tool if it is used. At this time, however, 

there doesn’t seem to be much of a push to have visitors fill it out or an analysis of the information obtained from the surveys. 
 

• Antique dealers in downtown had a brochure with a list of the antique shops in Herman, addresses, owners, phone numbers, 
some listed hours, and a little bit about the type of items they stocked. The brochure also had a map of the town with shops and 
points of interest noted. This is a very good piece for visitors to use. 

 
• The Hermann Advertiser Currier is a local paper that is widely read by locals, and is very supportive of the city.  
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• The city sends out news releases on all events, most are related to tourism. Business wire is used for national distribution of 
releases. Wineries do a lot of releases and public relations. 

 
• There is already a lot of video that has been shot in the town and can be used for various promotions. Possibilities include video 

vignettes on the Web site, promotional DVDs for developers, and DVDs for the Welcome Center. 
 

• Have done some targeted cable advertising. Have also done pay-per-click on the web.  
 

• People go to the lodging page the most often from the web site. Nee to work with B&Bs to ensure they have an informative, 
user-friendly piece about the city that they can distribute. 

 
• Hermannmo.info is the official visitors’ web site. Hermannmo.com is the city site with city information. Both sites link back and 

forth. The calendar generally only has what would interest visitors. .info also has web reservations for B&Bs.  
 

• City has an e-newsletter with a 60% open rate on it. However, citywide email use is not high. Need to place information directly 
into the hands of local residents to encourage them to shop and dine in Hermann. 

 
• The Official Visitors Guide publication has list of events, restaurants, shops, B&Bs and hotels. It also has a map, but 

unfortunately the map doesn’t show the shops on it. It does show several points of interest and tells a bit about each of the 
special events. Attractive piece and good for visitors with a little more time to peruse the contents. Not as user friendly for 
visitors who have less time or are less inclined to read much information. 

 
• There was also a seasonal publication, the “Hermann Area Visitor”. Appears to be primarily an advertising piece, with articles 

about different events, shops, attractions. Not easily scanned at all. Good for visitors with quite a bit of time to peruse the piece, 
or to take home with them. Could be good to generate return visits. It has a map with several points of interest marked on it, 
but does not have shops listed or noted on the map. Interesting fact is there was an ad for the city of Washington, MO and a 
list of their events in the publication. 

 
• Direct mail has been the most successful means of advertising for some local businesses, with others relying on the Internet. 

Some businesses place ads in national publications, which gives Hermann national exposure. The Chamber of Commerce site 
has good pages with shop and attractions listings.  
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• There was an eat-in bakery close to the Welcome Center and a restaurant that served coffee and pastries/pie near the German 
School Museum. Both are good locations for those types of shops and encourages impromptu lingering. It would be even better 
if a few tables could be moved outside at these locations. These types of food purchases are often impulse purchases and are 
more likely to occur when visitors see other people enjoying these things outside. 

 
• There is a fair mix of shops and services downtown that would appeal to locals—grocery store, drug store, auto parts, hair 

salon, etc. Need more promotion to local residents about the convenience of shopping in Hermann. Local residents currently 
don’t shop downtown much, and they can provide a stable base for local businesses. Currently, it seems more effort is being 
expended to bring visitors to Hermann than to keep locals shopping in Hermann. 

 
• Hermann is a hub for smaller towns in a 30-mile radius. People come to Hermann from these towns to shop. It has a fairly 

strong business base with 3 banks, 2-3 auto dealers, 3 grocery stores, small shopping centers, 2 pharmacies & 2 clinics. 
 

• Hermann is centrally located for St. Louis & Rolla. This not only makes it appealing for a weekend getaway, but also for the 
vacation home market. Reporter from New York Times is coming to Hermann to do an article on the second-home market. 

 
• Have seven wineries in and near Hermann, which provide a major draw for visitors. Hermann Wine Trail now collects a 

voluntary fund for its own promotion. (comes from wine sales at the 7 wineries in the area) In addition, the Wine Trail has its 
own set logo. The wineries are always having events and are pushing them. The Taste of Arts Festival is going to be big and the 
wineries are bankrolling it. It is important to have a good promotional brochure about Hermann at all of the wineries. This 
could help channel the visitors from the wineries into the downtown. 

 
• Visitors to Hermann tend to be relatively affluent, with discretionary dollars to spend. In general, they are in their mid 30s and 

40s; white middle class, dual family income—95-120K; well educated. This has opened up a market for more upscale lodging, 
such as the Hermann Hill Village and Inn, with rates ranging in the area of $300 per night.  

 
• Hermann has a lot of tourist appeal with more than 50 B&Bs,  wineries, and a number of specialty shops for antiques, German 

items, gift shops, restaurants and bars, and a micro brewery. Tourism industry is strong spring through beginning of fall. From 
spring through the fall, there is generally some kind of entertainment every weekend—bands, poetry readings, etc. 
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• Hermann seems to have good name recognition in Missouri and is receiving more recognition nationally and even 
internationally. In addition, Amtrak provides service to Hermann from quite a few cities in Missouri. The St. Louis metro area is 
huge market pool for Herman. Kansas City, mid Missouri (i.e. Jefferson City & Columbia), Springfield, IL & MO are also big 
draw areas. Have added directions from Ft. Leonard Wood & Springfield, MO on the Chamber’s web site map & directions 
page. 

 
• Repeat business is huge for B&Bs. Many B&B owners are past customers. 

 
• Hermann has a good school system, which services four counties. This provides an opportunity to bring parents of students into 

downtown for youth-oriented events. Efforts should be made to provide events that will appeal to local families. Currently, local 
residents generally don’t attend downtown events, and there are very few events with family appeal. 

 
• Hermann hosts lots of events. All wine trail events are doing well—Chocolate wine trail sells out, BBQ & Brats, Octoberfest, 

Christmas events. Events are marketed to within a 200-mile radius. St. Louis metro is a huge draw. Since these events already 
have a large measure of success and bring thousands of people into the city, it’s important that the city takes advantage of 
every opportunity during those events to inform visitors about other events and amenities the city offers. This can be through 
flyers, brochures, Kiosks, etc. In addition, because these events yield the highest return in terms of bringing visitors to the city, 
maximum efforts should be expended on them to make them as appealing as possible. 

 
• There are a number of amenities that have outdoor appeal. For instance, Hermann is two miles from Katy Trail and there will 

be a protected bicycle path across the new Highway 19 Bridge. Once the bridge access is available it will be important to 
market Hermann to visitors from Katy Trail. It will also be important to mark clear and safe access routes into downtown for 
bicyclists, and provide bike racks for them to lock up their bikes while they stroll through town. Other outdoor amenities include 
Riverfront Park, kayak races, and the city’s RV and tent camping area. The outdoor recreation appeal of Hermann needs to be 
promoted. That will provide more family-oriented appeal. 

 
• Parks are nice, well-maintained and provide an entertainment option for families. Good places for family reunions. 

 
• The city already has hired a Director of Tourism and Economic Development. This will help focus the marketing efforts and 

implementation of strategies. In addition, a tourism marketing plan has already been developed 
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• The city’s tourism commission has provided leadership and direction. The result is everyone interested in promoting tourism 
seems to be on the same page. Also, the different groups have begun to share advertising. 

 
• Funding for tourism marketing has already been established thorough a lodging tax, which brings in about $75,000 per year. 

In addition, the Chamber of Commerce provides approximately $150,000 per year for tourism. The Hermann Wine Trail has a 
surcharge it can use for marketing.  

 
• The city has a good mix of organizations that work to promote the city, including 3 historical & preservation societies, Arts 

council, Chamber committee 
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• They do some tracking, but not a lot. Need to understand where the market is coming from so can better target marketing 
dollars. 

 
• Have developed a bad image due to bad press 10-15 years ago about drunkenness during Octoberfest. The negative 

perception still exists with some people. Have tried to address that problem. During Octoberfest there are a lot of different 
groups coming to Hermann. Police meet the buses and explain the expectations of behavior while visiting the city. Have 
instituted an open container ordinance. Need to be very proactive and aggressive in getting the message to the public that 
Hermann is a place to go and relax and enjoy the atmosphere of the town, not a place to party hardy. Since the negative 
image exists most predominantly in nearby markets such as St. Louis and Columbia, those would be good markets to target 
first with the image change. 

 
• Not lot of family attraction destination orientation. Most overnight lodging establishments in Hermann don’t take kids. Not 

family friendly. Local residents complained there are not bowling alleys, movie theaters or other entertainment options kids and 
teenagers enjoy, so they often go to Washington for entertainment. Are losing a lot of local and close-by potential consumers. 

 
• There is a local theater, but it doesn’t allow children. It would be good if some of its productions could be something that would 

appeal to children and families, especially around the holidays. It would be even better if a youth community theater group 
could use the theater at times, or obtain a theater. Any youth-oriented event is well attended in Hermann, and youth 
productions always come with built-in audiences—parents, grandparents, relatives, etc. 

 
• Shops generally close around 4:00-5:00 p.m. Most open on Saturday. Without evening hours, market draw is limited to people 

who are available for browsing through shops during day and aren’t looking for entertainment in the evenings. Makes 
Hermann a poor choice to hold business gatherings. Also are losing local business because people can’t get to the shops 
during the day. Is fair mix of shops & services that would appeal to locals—grocery store, drug store, auto parts, hair salons, 
etc. Would provide good local draw, but have generally short hours. B&B owners report that Sunday is their 3rd busiest day for 
stay-over guests, but on Sunday evening there is no place for them to shop or eat.  

 
• Hard to find a restaurant open on Mon. Want to bring in traffic and get business open more hours. Until can get more 

restaurants open on Mondays, B&Bs might want to look at having a local caterer/chef come to their establishments to prepare 
special meals. Another option would be for several B&Bs to go together to have a banquet hall available where a special dinner 
would be served. They might also be able to negotiate with a local restaurant to make its facilities available for rent on certain 
Monday evenings. 
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• Are some restaurants that close before their posted business hours if they don’t have any customers at the time. 
 
• Didn’t see any outdoor cafes. That would make going downtown more of an experience. 

 
• There is a lack of places for people to sit and relax in the downtown. The few places that exist aren’t promoted. This is a missed 

opportunity to get people to linger longer in the downtown. 
 

• Is some peeling paint and missing mortar on some shops along Hwy 100 and immediately off Hwy 100. Problem seems to 
exist more at eastern end of Hwy 100. As you enter Hermann on Hwy 100, from the east, the grain elevator (across from 
Hermannhof Winery) looks run down. Gives a bad 1st impression of the town. This is a particular problem since Herman is 
promoted as part of the Wine Trail in Washington, and Hwy 100 would be one of the main routes a visitor would take to get to 
Hermann. 

 
• Some second-story windows show obvious vacancies. Others okay with curtains/blinds or shades in good condition. Gives 

better impression, makes area seem more vital, and visitors feel more comfortable when upper floors don’t look vacant.  
 

• Are quite a few vacant store fronts. Largest concentration seems to be along 4th street. Some of the windows in these store fronts 
have paper covering them, others are just vacant. Would make those areas appear more vital if vacant store windows had 
large promotional poster ads for the city, or other such displays. Also, the considerable number of vacant store fronts makes it 
more difficult to draw visitors down the street to shops that are open. In turn, it becomes more difficult for the remaining shops 
to stay in business. Displays in the windows of vacant stores might help draw people along the street. 

 
• Notable deterioration of sidewalks near the Deutschheim State Historic Site. Is not good when have visitors to that site. 

According to guide at the Site, sidewalk maintenance is the responsibility of the property owner, not the city. Creates a problem 
to make sure sidewalks surrounding all the areas of interest in the city are in good repair. 

 
• Overhead electric lines in historic district 

 
• Lighting in the downtown at night is described as very dim. This will become more significant as shops begin to stay open later. 
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• Saw no signs directing visitors to the Welcome Center and visitor information as you enter the town from Hwy 100 or from Hwy 
19. Most significant from 100, because that is the route from Washington, MO and part of the “Wine Trail”. Even though the 
Welcome Center is located on Hwy 19, visitors entering the town for the first time via Hwy 19 don’t know the Welcome Center 
with visitor information is straight ahead of them. 

 
• The Welcome Center sign is very small and easy to miss. Would be nice if it were more prominent, and if the words “Visitor 

Information” were there also.  
 
• Although there is a box in front of the Welcome Center with information available after hours, the sign on the box is small and 

easy to miss. 
 

• Information at the Welcome Center would be easier to browse if it was divided into interest area—i.e. restaurants, historic 
attractions, antique shops, art, etc. 

 
• Although most shops had copies of the “Hermann Area Visitor” displayed and available for visitors to take, it’s probably not the 

best piece to encourage visitors to go to another shop or “see one more thing”. That would be better accomplished with a piece 
that is concise, easily scanned, and included a list of shops organized by interest areas and a map with the shops noted—very 
similar to the types of maps you see at large shopping centers/complexes. Would be nice to have that type of a brochure 
available at most/all of the shops in town. That way, even if a visitor didn’t stop by the Welcome Center, they would have an 
easy-to-use piece acquainting them what the town has to offer.  

 
• Didn’t find any shops with promotional handouts that encouraged return visits. (i.e. discount/free gift after a certain number of 

purchase or upon reaching a set dollar amount) Possibly there were some, but I didn’t happen to find them. 
 

• It’s questionable how much the B&Bs encourage visitors to go to the Welcome Center. When in Hermann I talked to a couple 
staying at a B&B and who were unaware of some of the attractions I knew of because I had visited the Welcome Center. When I 
mentioned the Welcome Center to them, they said they didn’t think they needed to because the owner of the B&B had provided 
them a lot of suggestions. They also weren’t aware of where the Welcome Center was, even though they were just a couple 
blocks away from it at the time. Maybe there could be a small souvenir offered at the Welcome Center, but to get it you need a 
coupon from the B&B. That would encourage the B&B to send guests to the Welcome Center. It’s also important that 
hotel’/B&Bs are supplied with a good promotional piece that highlights all that Hermann has to offer. Visitors rely on the 
hotel/B&B to give them information on what there is to see and do in a city.  
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• Many of the people who manage or work in the shops in Hermann don’t know how to direct visitors to other points of interest 
in town, or what there is to do. A good promotional piece that included a map, and placed in all shops would help alleviate 
this problem. 

 
• Parking can be difficult, especially if it is a weekend or a special event is going on in town. It would be good to encourage shop 

owners and their employees to use the off-street parking lots in order to save the street parking spaces for customers. Also, the 
additional off-street parking areas are not marked prominently enough for a visitor to find them and it’s questionable if there 
are enough of them to accommodate parking needs during festivals. Possibly the city could convert some other properties to 
parking. It would be important, however, not to destroy historic properties to do so. That would not only be a loss to part of 
Hermann’s biggest appeal, but would also cause problems with residents who are very proud of the town’s historic heritage.  

 
• Shopping area and attractions are spread out and would most likely require people to park several times if they stay in town for 

more than an hour or so. The more people have to get into their cars and move them from place to place, the less likely they 
are to extend their visit—they finally decide to just leave rather than getting in and out again. It would be nice if a trolley or tram 
could run along a route that covered different points of interest. The trolley/tram should have on-off privileges, and maybe 
make it so the pass would be good for several days. That would encourage longer stays.  

 
• Problem with using city cable channel for promotions. Is a scheduling problem because someone must physically be in the 

building to start a program.  
 

• No newsletter at this time –looking at inserts in utility bills.  Email is not a good option at this time because citywide email use is 
not high. A city newsletter would be a good tool to remind locals of everything there is to do in Hermann. It is important to 
bring the locals back downtown.  

 
• Washington, Owensville, Columbia, etc. stations will come on occasion. Not routinely covered. 

 
• City has 50 employees  which includes gas & electric. No employee newsletter. Residents, however, trust information from 

employees more readily than from probably most other sources. A well-informed staff of employees can be an excellent 
communication tools with the local public. 

 
• Public is generally not aware of any advertising or marketing campaign for downtown as a whole. 
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• Locals don’t shop Hermann. 
 

• Locals don’t generally attend festivals. Need to look for festivals that appeal to the locals in order to bring them back 
downtown. Focus on German heritage and other things that are very important to locals. Also, some locals say they stay out of 
downtown during festivals because the police don’t control the crowds. If that is the perception of locals, it is probably the 
perception of visitors also. Since Hermann is trying to correct the perception that its festivals are full of rowdy, unmanageable 
crowds, it will be important to increase the police presence during festivals. This could mean bringing in extra help during these 
times if the current size of the police force can’t handle the larger crowds during festivals. 

 

• According to the focus group discussion, a business owner stated Hermann had a tendency to shun outsiders coming to the 
community, especially at the business level. This tendency can discourage outside investors from coming to Hermann. There 
has also been a past tendency to be closed to new residents in the community until they proved themselves. Although that 
attitude is beginning to fade, it can still creep into the way visitors and new comers are treated. It is important that people in the 
community be educated on the benefits of visitors and new infusions into the community. 

 

• There is a lack of adequate handicapped access in the downtown. Would not only service visitors with disabilities, but also 
young families with strollers. 

 

• No public restrooms throughout most of the town. Although there are public restrooms by the river, there are no signs directing 
visitors to them. There are also plans to put in more public restrooms in places like the brewery, but without signs directing 
visitors to them, they won’t help the situation very much.  

 

• It’s hard to generate a living income, especially for a family, from a small shop in a small town like Hermann. More shops are 
needed, however, to make Hermann a more appealing place to shop and to boost the viability of the downtown overall. 

 

• Antique shops seem to be having a problem with people only going in to look at items, but not buying anything. This can be a 
significant issue if the clientele is predominantly older, because those clients are often in a downsizing phase of their life. 
Younger shoppers that might be more inclined to buy, however, have different tastes than older shoppers and many antique 
dealers don’t stock the items that appeal to Gen Xs & Gen Ys. It will be important for antique dealers to adjust their stock to 
include items that appeal to the younger generations. Often, antique dealers don’t like to stock those items, however, because 
in their mind those things are “junk”.  

 

• High utility rates in the downtown are making it hard for businesses to stay there. 
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• Ad idea is “Germany on ½ tank of gas Considering “Most beautiful town in Missouri” tag. 
 

• Missouri Press runs most of the small daily papers in the state—around 1K. Want to get into the Katy Trail. Already put ads in 
German Life & Preservation magazine. Will put something in the Get Out section of the Post. Also putting ad in Missouri Life. 

 
• Looking at advertising in the Missouri Meetings & Events Magazine. Are working on a list of where meetings can be held in 

town. 
 

• Thinking about doing some cooperative marketing with smaller-market cities. 
 

• Looking at doing a news release on the different businesses in the town so can get exposure in the St. Louis market 
 
• Tourism side use Katy Charles to do e-newsletter and Hermann wine trail. Have lots email addresses. Gives potential to do 

online surveys. Maybe open to suggestions to add functions and reaching select group developers. 
 

• Create a cohesive identity and advertise downtown as a whole. Would cut the advertising cost for small shops and broaden the 
appeal of the downtown. 

 
• There is a living history farm coming to Hermann. Living history farm will bring a little more appeal for families. Need more 

family-friendly activities and shops to keep people in Hermann. Ice-cream shops would be good to draw families.  
 

• Lot of people make last-minute decisions to come to Hermann. 
 

• Want to tap into the senior citizen market. Looking at retirement communities. 
 

• Want people to stay overnight. It’s a challenge since it takes such a short time to get there. 
 

• Want to promote Hermann as destination for bus tours, meetings, and other events. Challenge is positioning Hermann as a 
week-long and year-long destination site 
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• Wide age; higher income to history and wineries; well educated. Market within 200-mile radius. St. Louis metro huge draw. 
Mid 30s & 40s. dual family income. 95-120K White middle class With Hermann hill village and inn have upscale. $300 per 
night. Area that’s picking up. Owners do marketing.  

 
• Promote the low-stress, relaxed atmosphere of Hermann. 
 
• With more affluent visitors coming to Hermann, it’s possible the downtown could support a few shops with higher-end products, 

such as hand-made clothing, accessories, etc. These shops would have to be open hours convenient to visitors, however, and 
would most likely be dependent on tourist trade since the median income of locals wouldn’t support shops with higher prices. 

 
• The wedding market is growing. Will be a wedding chapel at Hermann Hill. Stone Hill also offers weddings.  

 
• A new bridge over Hwy 19 is near completion, and will include pedestrian/bicycle lanes. This will make the entrance to 

Hermann more attractive and accessible from the Katy Trail path. It will make it easier for bike riders to take a detour into 
Hermann. Once new Hwy 19 bridge has opened, it’s important to be sure directions to the Visitor’s Center are clearly marked 
as motorist and cyclists approach Herman via the bridge. If a Visitor’s Center can be placed so that it is more accessible and 
visible from the bridge, that would be better. The historic firehouse that sits in the median immediately to the south of the bridge 
would provide an easily visible Visitor’s Center if parking and safe access to and from it can be engineered.  

 
• If more bike riders from the Katy Trail are encouraged to visit/tour Hermann, it will be important to provide safe biking lanes 

for them and bike racks at different locations around the city so they can lock up their bikes while they shop. It might even be 
good to have a special bike tour map of Hermann. 

 
• If parks were connected to downtown, it would make it easier for tourists to access the parks and open more activity 

opportunities for tourists. It would also make it more convenient for locals to visit downtown shops and restaurants when they 
go to the parks. According to focus-group discussions, locals use the city’s park system for recreational entertainment, but go 
out of town for other types of entertainment. Making it appealing and convenient to do both in Hermann could help encourage 
locals to spend their entertainment dollars in Hermann. There have been past discussion and plans to connect the parks to 
downtown, but the project was never funded. 

 
• Hermann is already seeing more visitors who are in their mid thirties and upwardly mobile. Many are coming as a result of the 

Katy Trail. Once access to Hermann from the Katy Trail becomes more convenient, this would be a good market to pursue. 
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These consumers are athletic, healthy, and looking for a place to relax. An upper-class winery atmosphere would appeal to 
them. Ads placed on TV or in print should all portray that type of an image. Good places to advertise would be travel and 
history channels on cable, easy-listening/soft rock radio stations, publications that appeal to those types of consumers. 

 
• Need to check on the kind of festivals that are held in Napa Valley. Would be similar to what might work well in Hermann. 
 
• Festivals draw a lot of people into town. Chamber is trying to back out of the festivals and events. Maifest is coming back. The 

first & second weekends in December they are marketing as Christmas Time in Hermann. Need to be sure to promote 
upcoming events during earlier events. (i.e. in Oct. promote Christmas events) Banners could also be used to promote 
upcoming events 

 
• Christmas Time in Herman can be created into an experience visitors would want to visit. Play on the historic German and 

European theme. Use decorations appropriate to that theme. Use old fashioned, German-style Santa Clause. Music, food, 
events, everything should give visitors the impression they are experiencing Christmas in Germany/Europe a hundred years 
ago. Possibly special “passports” could be purchased by visitors, which would entitle them to particular German holiday treats, 
meals or desserts at restaurants, or admission to concerts/plays. It would be important that the majority of the shops participate 
on specific evenings—particularly Friday and Saturday. 

 
• Have 3 weekend events per year 

 
• Some businesses becoming more flexible to accommodate crowd with special events. 

 Moving toward having special events where merchants open longer. 
 Had discussions with restaurants and shops to try and get stay open longer. If demand increases will solve problem. 

Could maybe stagger opening days with shops. 
 Would be good to have some restaurants in the downtown offer outdoor dining during nice weather. It makes it more of 

an experience to go downtown, and encourages spontaneity for people deciding to stay and dine in the downtown.  
 

• Need to get merchants/businesses to recognize that when there is a festival or event, visitors can do everything there is to do 
and still have time on their hands. Need to get other businesses to have activities and keep people in the area and spend the 
night 
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• Looking at “be a tourist in your hometown”; museums, tours, train merchants and convenience store clerks to provide tourist 
information. Lot of potential to work with employees of shops to be ambassadors. See where Amtrak service is easy and target 
those areas. Maybe work with Amtrak for promotions. 

 
• Hermann is a hub for smaller towns in a 30-mile radius. People come to Hermann from these towns to shop. 

 
• Encourage locals to come to downtown through events that create entertainment for them. Locals do seem to attend summer 

concerts at the amphitheater. Possibly a “Dinner & Dancing Under the Stars” event would appeal to them. A platform could be 
set up in one of the streets that has several restaurants located on it, and the street can be closed off for the evening. 
Restaurants could then provide outdoor dining and there could even be space set aside for couples who would like to dance.  

 
• The most frequently requested shops were clothing stores. At this time it would be hard for one to be successful and compete 

with the variety of shops in St. Louis County. One way to fill that need and still compete could be with an upscale women’s 
clothing consignment shop. These types of shops for both women and children’s clothing are becoming more popular in urban 
areas. They typically won’t accept clothing that is more than a couple years old and anything that shows any amount of wear. 
The appeal is high-quality clothing at dramatically reduced prices. They also offer women a place to sell something that they’ve 
decided just doesn’t work for them. With children’s clothing, children often outgrow their clothes before they’ve been able to 
wear them very much, especially dress clothing. 

 
• In 2000 the median age in Hermann was 41.8, which is significantly higher than the median age in Missouri and the U.S., 

which were at that time 36.1 and 35.3, respectively. In 2007 the median age in Hermann was 43.7, and by 2012 it is 
forecasted to be 45.1. An aging population will necessitate a change in the types of products local businesses need to offer 
their customers. Today’s 50-plus adults account for more than 2.5 times the average per capita discretionary spending power 
and represent 80% of all luxury travel. Businesses that cater to the spending patterns and desires of older adults are more likely 
to be successful in the changing environment. However, many older adults don’t want to buy more things, since they either 
have or are getting ready to downsize their housing. They tend to spend more readily on entertainment and consumables. They 
are looking for experiences. Restaurants, bakeries, hand-made candy’s, spas, carriage rides, river cruises, and theaters are 
good options for that age group, as well as appealing to younger visitors. 

 
• Hermann has roots beyond German heritage. There are over 20 countries represented by early and later settlers of Hermann. 

Gives opportunity to showcase its heritage as a microcosm of Europe. 
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• Lot of loft opportunities in Hermann 
 

• Have lot of people working from home with I-Net commute 
 

• Making wireless Internet available throughout the downtown would appeal to visitors as well as people who might be 
considering locating in loft apartments in the downtown. Two markets that would be good to target for these type of apartments 
are Baby Boomers who have retired and are considering second careers, and young urban professionals who can work from 
anywhere.  

 

• Put together a brochure that is concise, easily scanned, and includes a list of shops organized by interest areas and a map with 
the shops noted—very similar to the types of maps you see at large shopping centers/complexes. The piece should be at 
most/all of the shops in town and at the Amtrak station. That way, even if a visitor didn’t stop by the Welcome Center, they 
would have an easy-to-use piece acquainting them what the town has to offer. The map could be color coded to quickly identify 
different types of shops. Also, it should identify where public restrooms are in Hermann. 

 

• It would be nice if at the Welcome Center there was a self-guided tour of Hermann printed that had pictures of historic 
buildings/houses and told a little bit about each one. Each historic building should have a picture in the tour pamphlet/booklet 
along with a paragraph about it. The tour could be broken into 1- & 2-day tours, with map and directions. Also, include 
suggested places to eat, relax, etc. Would be nice to put that on the Web site also. It might also be nice to have CDs available 
and portable CD players for rent. The CDs could tell a bit more about the history than what is included in the 
pamphlet/booklet. 

 

• Put up signs throughout the town that direct people to where the shops are. Since the shopping areas are spread out, it is 
difficult for visitors to know where to go next. It would be nice if the signs looked somewhat European/German. 

 

• A kiosk or two at strategic locations throughout the downtown would be good. The kiosks should have a place to stock one or 
two printed pieces about Hermann, such as a map and listing of shops and events. Also, the kiosks should have a “You Are 
Here” map on them. 

 

• A trolley/tram with on-off privileges and maybe a multiple-day pass would encourage longer stays. It would be nice if a trolley 
or tram could run along a route that covered different points of interest. The shopping area and attractions are pretty spread 
out and require people to park several times if they stay in town for more than an hour or so. The more people have to get into 
their cars and move them from place to place, the less likely they are to extend their visit—they finally decide to just leave rather 
than getting in and out again.  



HERMANN OPPORTUNITIES 

 6

• Carriage ride tours and trolley tours of the historic buildings and attractions in Hermann would be good. Especially if there 
were of-and-on privileges with the trolley. That way people could park once, ride the trolley around to the different sites and get 
off and on to shop, dine, etc. The trolley tours could be offered in tiers, with some of them taking the visitor to wineries a little 
farther out of town, or to the living history farm that is planned. There could even be a tour of all 7 of Hermann’s wineries. With 
tiered tour packages, there could be enough planned for visitors to spend a couple or so days in Hermann. The tour packages 
could also include dinner at a particular restaurant or even at a location exclusively for the use of the tour groups. In that case, 
the meal could be catered by either a local caterer or a restaurant. To add variety, it could rotate which caterer/restaurant 
serves on different days. That way the visitors would be sure to have a place to eat and the restaurant would know how many 
customers to prepare for and when to expect them. 

 
• Have cable channel; city council meetings carried on PEG channel. Can be more done with it. Maybe 30-second promotions. Is 

a scheduling problem because someone must physically be in the building to start a program. Currently have the agenda 
running. Could have a tourism component with the bed & breakfast establishments. 

 Have historic presentation can be run on cable—maybe partnerships with colleges 
 

• In a good position to build on an arts component of the community. Already have a few art galleries and a potter. Currently 
have several different artists in town, artist workshops are held, the Gutenberg Corridor, Clara Messmer Fine Arts Pavilion, and 
Showboat Theater are good venues for performing arts, and the Hermann Arts Council is very active in bringing arts to the 
community. Possibilities include bringing in art galleries and other art-related stores. (i.e. glass, sculptures, etc) If there are a 
number of empty stores near each other (such as on 4th Street), it might be a good idea to create something of a mini “art 
district” by steering art-related stores into the same general area. Artist supplies might be another good possible business to 
bring in once the area has attracted attention as an art hub. 

 
• Web site development—already have developer and need help with content, or need help with development and content? 

 City web is hermannmo.com. 
 Primary service is to residents.  
 Main visitor site is chamber site. Hermannmo.info.  
 Hermannmissouri.com is run by impersonator.  
 Hermann wine trail has hermannwinetrail.com. 
 Interested in taking look at city site overall. Tourism site upgraded.  
 Most important relating to dream initiative opportunities is to list buildings in historic district to see what uses and 

potential uses are.  
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 Promote historic district to developers. Is a priority need.  
 Wanting specialty pages to make it more complete maybe in other sites. 
 City of St. Joseph has good place where can go to find properties, also Liberty, MO  
 If someone had a historic building need info on what can and can’t do in historic district in rehabbing building 
 Living history farm not really begun yet. 
 Would be good to include all 10 components of Hermann tourism as sections on the web site: German History, 

Wineries, B&BS, Natural Beauty, festivals, arts, restaurants, shops, quality of life, people in the town. 
 City currently doesn’t have video streaming on web site. Would be good to add 

 
• City currently doesn’t have video streaming on web site 

 
• Hermannmo.info is the official visitors’ web site. Hermannmo.com is the city site with city information. Both sites link back and 

forth. The calendar generally only has what would interest visitors. .info also has web reservations for B&Bs.  
 
• There is a question as to how functional tourism site is—downtown promotions, maybe need to look at pages for the city site 

that are for economic development and investors. Might want to do a 30-second video stream on the site. 
 

• Might want to do different addresses that apply to that kind of information 
 

• Have a lot of video ads can place on the site. Maybe have different video options available on the site. 
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• In 2000 the median age in Hermann was 41.8, which is significantly higher than the median age in Missouri and the U.S., 
which were at that time 36.1 and 35.3, respectively. In 2007 the median age in Hermann was 43.7, and by 2012 it is 
forecasted to be 45.1. While a slightly higher median age can be beneficial to Hermann due to the fact that much of 
Hermann’s goods and services appeal more to mature adults, if this trend continues there could be a point where a large 
percentage of Hermann’s population will be on fixed incomes and tend to consume less. If that happens, it will become more 
difficult for local businesses to remain viable. 

 

• A significant difference is forecasted for Hermann in the percentage of family units. Since families tend to be heavier consumers 
than one- and two-person households, fewer family units will make it harder for local businesses and restaurants to survive. 
Currently there are few things for young families to do in Hermann, which could possibly account for the current and predicted 
decrease in family units.  

 

• The 2007 to 2012 trend forecast for Hermann is that is will lag behind state and national averages for owner occupied 
households. While an aging population and a need for more rental units may provide an opportunity for the development of 
loft apartments in the downtown area, it will be imperative that housing codes be implemented and enforced to ensure the 
stability of Hermann’s housing stock. Occupancy inspections can help ensure the interior of rental housing doesn’t deteriorate. 

 

• 70% of the 3-5 year olds in a local preschool meet high-risk criteria in one way or another—low-income, single parent, health 
issue, etc. 

 

• Had bad press 10-15 years ago about drunkenness during Octoberfest. Have tried to address that problem. During 
Octoberfest there are a lot of different groups coming to Hermann. Police meet the buses and explain the expectations of 
behavior while visiting the city. Have instituted an open container ordinance. 

 

• A prominent resident in south Gasconade County is working to keep the county seat in Hermann. The courthouse fits into the 
whole downtown. It has a unique history in that it was built completely from donated funds. It’s the only privately-built 
courthouse in Missouri, maybe in the United States. 

 

• Gas prices seem to be hitting Hermann’s tourist market. Need to increase focus on the close-by market. Also, show locals the 
benefit of staying in Hermann for shopping and entertainment. 

 

• Hermann residents go outside of Hermann for much of their shopping to Washington or St. Louis. Patronize large chains such 
as Lowe’s, Macy’s and Wal-Mart. Many of the newer residents feel the appeal of Hermann is its close proximity to these towns 
and admit to going there for shopping and entertainment at least once a week. It is important to educate the population on the 
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cost to them of shopping in other towns—gas prices, time lost, city revenue lost. When they realize that the dollars they spend in 
Washington or other neighboring communities is enhancing other towns’ downtowns and paving other city’s roads, they might 
make more of an effort to shop at Hermann. It will require an ongoing educational campaign, however, and that can’t be 
effective if the city is dependent on having the paper pick up stories. A regular communication avenue with residents in needed.  

 

• Residents go outside of Hermann fairly regularly to entertain guests. 
 

• Farmers who used to come into town to buy supplies are now going out of town for those commodities. This has decreased the 
activity in the town. 

 

• Some residents have said Hermann is too sleepy of a town. 
 

• A number of important services have been moved out of the downtown, including city hall and the post office. Sets a negative 
example for businesses the city wishes to keep in the downtown. 

 

• Stores have begun moving out of the downtown area within the past few years. One that had general appeal was Dollar 
General. As stores of this type move out, what is left are specialty and tourist-focused shops and some “low-end” shops 
residents perceive as undesirable. Result has been locals don’t patronize downtown as much now as they did just a few years 
ago. 

 

• Higher traffic rates and lower utility rates are causing some businesses to decide to locate outside of downtown. 
 

• Most of the stores that carry basic necessities have moved away from the downtown. Currently there is one grocery store in the 
downtown. It will be a major blow if it also moves away from the downtown area. 

 

• Many antique shops have closed down. There currently are about 6, but there used to be 2-3 times that many. It could, 
however, be than many of the independent dealers have moved into antique mall settings. Since a large number of antique 
shops can provide destination appeal for many people, a loss of antique shops is a trend that needs to be watched. 

 

• There was a disagreement earlier between the antique dealers, the tourism group and the Chamber of Commerce, which 
resulted in the term “antique shops” being dropped and covered under “specialty shops” in much of the promotional pieces 
about Hermann. Since antique shops offer a particular draw for many tourists, it would be good to put “antique” back into the 
promotional pieces. It could be covered under “antique and specialty shops” or “antique shops” set apart on their own. 

 



HERMANN THREATS 

 3

• Many Hermann residents are extremely proud of the town’s self-sufficiency. While that encourages Hermann to find its own 
solutions to its problems, it can also lead to a lack of understanding of the dependency a tourism-based economy has on 
people outside the community and the importance of meeting the needs and desires of “outsiders.” It is important that local 
business owners and even residents are continually educated on the benefits tourists bring to the community. 

 
• Some of the focus-group participants said residents of Hermann like the status-quo and also described them as self sufficient 

and able to make do with what they have. While this can create a certain amount of stability, it can also foster stagnation and 
make change difficult to introduce. 

 
• There were several statements made during the focus group study of Hermann’s downtown not having anything to promote. It 

will be important that Hermann is seen and promoted as a whole, not as a collection of small downtown businesses. Hermann 
as a whole already has a lot of tourist appeal. To capitalize on Hermann’s popularity with tourists, it will be important for 
downtown businesses to collectively take whatever steps are necessary to meet the desires and expectations of visitors who 
come to Hermann.   

 
• There have been discussions about not allowing a left from Hwy 19 at the bridge onto Hwy 100. This would create a hardship 

on businesses located along Hwy 100 since visitors who approach Herman from the north via Hwy 19 would be forced to 
weave their way through town to get to shops on Hwy 100. 

 
• Firehouse sits in the median on Hwy 19, immediately to the south of the Hwy 19 bridge. It blocks a clear entrance into town 

and creates a traffic hazard for motorists entering from north Hwy 19. 
 

• There are few jobs in Hermann that pay well. If this trend continues, fewer of Hermann’s residents will have discretionary 
dollars to spend.  

 
• It appears property owners are not required by maintenance codes to keep up their buildings. Since most of the population in 

the past were self motivated to maintain high standards for their property, this may not have been a significant problem before. 
As new people continue to move into the community, it could become more of a problem and the city could end up losing 
some of its appeal if historic buildings are torn down due to neglect. 

 
• Need to be careful with discounts so don’t cheapen the product. Have a military and mid-week discounts. 




