
Luverne, Minnesota 
Assessment Findings & Suggestions

1

You’ve been secret-shopped! 
No interviews, no “heads up” 

No input on things to see, do, places to stay, eat…

What the heck is an assessment?

2

As a place to live and raise a family 
As a place to work, invest in, or bring a business 
As a place to visit - for more than a day trip

Three hats

3

More than 1,500 communities 
45 states, across Canada, Western Europe, Scandinavia

Experience?

4

The assessment process:
• Marketing effectiveness

• On-site assessment

- Visibility (finding information)
- Effectiveness: Ability to close the sale
- Competitive analysis
- Convenience

- Signage, gateways, wayfinding
- Overall appeal
- Critical mass
- Amenities: parking, restrooms, information
- Attractions: things to see and do
- Customer service, cross selling

5

First impressions

6



7

No more than eight words. Leave for 20+ seconds.
1

   

Suggestion

8

9 10

Great job! We LUV the gateways, pole banners, etc.

11 12



The Grand Stay

13

Note: The top 15% of accommodations - in quality - command 85% of the 
leisure travel business.

14

Getting a feel for the Luverne area

15 16

A beautiful park!

17

Nice amenities - too bad about the water situation. Four years????

18



19

Good information about the bison herd.

20

Are there any bison in the park?

21

Add a trail map here. Include distances. Where is the Blue Mound Trail?
2

22

Park concessionaire? Bike rentals, Segway tours?
3

23

Touch the Sky Prairie. Where is it? Add a wayfinding sign!
4

24



Add some info about wildlife. After all, this is a wildlife refuge.
5

25

Add the “Very Best of Luverne” brochure here. Let this work for you!
6

26

Where are these trails? Add more information here.
7

27

Add a sign here letting us know which trail this is.
8

28

Which trail is this? Mark each one. Where is the third one?
9

29 30



31 32

Good news: Pipestone has nothing over Luverne!
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35

The Very Best of Luverne

36



10 Create the  
“Very Best of Luverne, Minnesota” brochure

37 38

39

Sample criteria: 

• Must have good curb appeal 
• Must be open year round 
• Must be open until at least 7:00 pm 
• Must be open six days a week (they can be closed on Mondays) 
• Must be unique to the area (no chains, sorry) 
• Must be highly regarded (80%+ positive peer reviews,  
   regional publications, TripAdvisor, Yelp, etc.)

40

Market your best: 
• Restaurants (4) 
• Retail shops and galleries (6) 
• Activities & attractions (12) 
 - within a 45-minute drive (or less) 

Don’t let local politics kill this effort!
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The Very Best of Luverne: 
- The Wayside Chapel

42



Perhaps an Eagle Scout project? Redevelop the sign and groundhog.
11

43

Nice new fishing pier! What do you catch? Fishing license? INFO!
12

44

How about “Welcome!” Really, spear fishing is a problem here?
13

45 46

47

Put the sign BEFORE the turn, not after!
14

48



Whoa! Add more signage! Where’s the country club?
15

49

Looks very nice!

50

Open to the public? 9 or 18? Cart & club rentals? Restaurant?

51

If there’s public play, add some signage!
16

52

53

Holy smokes! Reduce the text by about 80%.
17

54



55

Make sure your Best Of Luverne guide is available here.
18

56

Side trip: leakage & tourism

57

Fact #1 
Tourism and economic development

Tourism: Purest form. 
Helps offset leakage.

58

Fact #2 
Tourism and economic development

Tourism is the front door to your non-tourism 
economic development

59

Fact #3 
Tourism proves your brand

“Love the life!”
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