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ABSTRACT 

The problem addressed is the public's lack of awareness of the contributions of 

landscape architects and other natural resource professionals to the practices of land 

stewardship. One solution is a travel guide to be developed using marketing and 

interpretive principles. The research question is: what should be the content of the travel 

guide such that it would increase public awareness about landscape architecture and related 

natural resource professions and their role in land stewardship? The scope included 

research for planning the guide: it excluded collection of specific project information. 

A questionnaire was administered to landscape architects at two professional 

meetings. The major findings include which topics best explain the profession, and the 

types of projects that should be selected. These findings are valuable to natural resource 

professional societies and to publishing industry marketers, and for use in pursuing grant 

funding to continue the guide's development. 
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INTRODUCTION 

Few people know how natural resource professions including landscape 

architecture affect the landscape and the health of its ecological communities. Travelers 

may not be aware of the effects of natural resource planning on a large regional park, nor of 

the collaboration of a landscape architect, a hydrologist, and a wildlife biologist to create an 

inviting river-front resort or to conserve a wetland area. What are the contributions of these 

specialists? What trade-offs do they make to accommodate people while protecting the 

environment? How does a landscape architect mediate between the people and the natural 

resources? 

Perhaps the best way for people to explore such questions is to experience well-

planned or well-designed spaces first-hand. Where are these places, and how can the 

traveler reach them? What specific information would be interesting and educational to a 

traveler visiting such a place? 

Finally, how can travel suggestions and information about exemplary planning and 

design projects be combined to promote awareness of the contributions and significance of 

landscape architecture and natural resource management, and the resulting successful land 

stewardship practices. 

Statement of Problem 

The problem to be addressed in this research is the public's lack of awareness of the 

contributions of landscape architects and other natural resource professionals to the 

complex and interrelated processes of land stewardship. The visibility of the contributions 

of these specialists is lacking due to the very nature of effective public land management 

and resource conservation and preservation. The natural components are not often visible 

separately, and even viewed collectively their interrelated nature is not obvious. When one 

views a healthy riparian habitat or catches a glimpse of a reintroduced animal species it is 
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seldom obvious what has caused these components of the ecosystem to thrive. These 

experiences may be the work of a wildlife biologist, hydrologist, or landscape architect. 

These products are not visible, however, like the products of an architect or a civil 

engineer. A visitor center building or a highway built to access this building have an 

unmistakable visibility to the public and are easily attributable to the professionals who 

created them. 

Examples of the work of a wildlife biologist, however, are exactly the opposite: it 

has little visibility. A look at the variety of responsibilities of a USDA Forest Service 

biologist with the Coronado National Forest illustrates well this low public visibility 

dilemma She is responsible for providing all wildlife input so that the agency, its 

permittees, or visitors do not cause the decline of any plant or animal species. An example 

of this is a current county highway reconstruction project near Tucson. The highway 

widening will remove thirty percent of the population of a rare plant endemic to the Santa 

Catalina and Dragoon Mountains. This action could cause it to be federally listed as 

threatened or endangered. She must develop options to reduce these impacts and create a 

conservation agreement to avoid any effects which would cause the plant to be federally 

listed. None of this work is visible to the public visiting the Coronado National Forest. 

Also, totally invisible to the public, would be her work in planning and budgeting. 

She is responsible for the current budget of the wildlife program plus a five year wildlife 

budget for her District, including all wildlife projects fitting into the agency's ecosystem 

management goals (which have not yet been determined in detail). Also, she needs to be 

adept at grant writing to seek private or public grants and other sources of funding for 

wildlife projects. In the Forest Service, volunteers make up a significant part of the work 

force. She must recruit, train, and supervise these volunteers. Each volunteer is likely to 

have very different interests, training needs, and abilities; therefore each requires 

individualized attention and monitoring. Projects that volunteers are involved in are: 



1 1  

migratory bird inventories, Black Bear, Peregrine Falcon, and Bighorn Sheep educational 

patrols, and Mexican Spotted Owl monitoring. 

Recent projects include repair of a Bighorn Sheep water catchment, promoting 

education on riparian management, providing input on the design of a hummingbird and 

butterfly garden in a recreation area, and planning a Ponderosa Pine restoration project for 

the Santa Catalina Mountain range. She is a group leader for Neotropical Migratory Bird 

Day and is currently completing all planning and arrangements for Senior Citizen Fishing 

Day. Over a longer time frame, she is the Regional Coordinator for the Arizona Breeding 

Bird Atlas, a seven-year project requiring the supervision of forty volunteers birding 

throughout southeast Arizona. She also coordinates with all other land management agency 

biologists in the area as well as engineers and other Forest Service specialists, and often 

specialists with other agencies such as the Federal Highway Administration. Certainly only 

a small percentage of this variety of responsibilities is visible to National Forest visitors. 

A landscape architect employed by a federal agency has responsibilities that are 

equally as varied in scale and in complexity. This is, however, an example of another 

natural resource professional who makes many invisible (as well as visible) contributions. 

When a visitor drives along a curving mountain road that lies gently on the land he is not 

aware of the communication, negotiation, planning, and design skills that maintained the 

outstanding scenic experience throughout the reconstruction of the highway. He does not 

know that engineers, landscape architects, wildlife biologists, and hydrologists created new 

and visually subtle methods to blast rock, gently contour road cuts, provide efficient 

subsurface wildlife crossings, and remove future drainage water. He also does not know 

that the grasses and flowers along the roadside were hydroseeded onto the rock outcrops 

and road cuts and fills to quickly restore the visually mitigating effects of native vegetation. 

A federal agency landscape architect is responsible for the visual resource mitigation of all 

projects occurring on that agency's land. This may include timber sales, mining activity, 
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electronic sites, recreation developments, power line corridors, or water developments. 

The intention of these design contributions is that visitors to the area do not notice the 

project—the exact opposite of project visibility. 

This research refers to the visibility of ALL natural resource professionals but will 

be using only wildlife biologists, landscape architects, and hydrologists for discussion. 

They are just three of the natural resource specialists who (intentionally) do work so subtle 

that the public is not aware of it. These contributions to conservation and land stewardship 

go unnoticed so are not attributable to a natural resource professional. This is the problem. 

These professional contributions need increased visibility not only for the current 

successful management of federal land, but to set an example for the future of exemplary 

land stewardship practices for state, local, and private land owners and managers. 

What would understanding and appreciating the role of natural resource 

professionals and their contributions toward land stewardship do? Public land management 

would benefit from members of the public, who appreciate and enjoy the resources, having 

a better understanding of the specific contributions made by professionals toward this 

management. This appreciation would cause actions, from personal to political, and from 

local to global, that would contribute to the understanding of land management and the 

protection of the resources by using the appropriate land stewardship practices. 

One way to increase the visibility of natural resource professionals and their 

contributions would be to reveal these contributions in a popular publication such as a 

travel guide to natural resource projects in the United States. 

Assumptions 

In undertaking this research three assumptions were made: 
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1) That currently, visibility and appreciation by the public of natural resource 

professions including landscape architecture is not what it could or should be. Many 

natural resource professionals would probably say this visibility is very low. 

2) That the effectiveness of the natural resource professions would be well-served 

by raising their visibility to the public, while at the same time the opportunities of resource 

professionals would be increased. Ultimately, natural resource management, land 

stewardship practices, and people's quality of life would be enhanced through raising the 

awareness and visibility of these professions. This is because their increased participation 

would raise the quality of the projects involving natural resources. 

3) That publishing a travel guide spotlighting successful exemplary natural 

resource-related projects would be an effective technique to increase visibility and public 

awareness of the many contributions of landscape architecture and other natural resource 

professions. This guide would also raise the public's understanding and appreciation of 

the land and its ecological communities, thus causing them to raise their expectations 

regarding conservation of natural resources. They would then be more likely to take 

actions that would raise the quality and quantity of professional interaction in research, 

management, planning, and design involving the nation's natural and cultural resources. 

Purpose 

The purpose of this study is to do the initial research to begin the process of 

publishing a travel guide to the landscape architecture of the United States. This guide 

would focus on the landscape architecture profession and on projects one could visit that 

have benefited from involvement by a landscape architect. It would also describe the 

participation and contributions of other natural resource professionals to such projects. 

Discussing the unique challenges of a specific plan or design would incorporate the 

contributions of the professionals who needed to be involved. The activity of visiting 
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landscape architectural projects would be the recognizable and salable vehicle used to 

deliver a message to the public concerning the role and value of all natural resource 

professionals. Landscape architecture projects were chosen as the focus of the guide 

because many are visible: there are also some that are not. Also, it is believed that the 

public would relate best to people-oriented projects. The goal of this publication is to raise 

public awareness of the natural resource professions and their contributions to successful 

land stewardship. It would be an interesting, even intriguing, method to educate and 

interpret for the public the essence of these professions and their diverse contributions to 

the health and stewardship of the environment and to our quality of life. Natural resource 

management, including design, could be better understood and appreciated by those outside 

its own small community. In the words of Freeman Tilden: 

Through interpretation understanding. 

Through understanding appreciation. 

Through appreciation protection. 

(Tilden, cited in Walker, 1991) 

To solve the problem of lack of awareness and visibility of the contributions of the 

natural resource professions to land stewardship and the ultimate goal of conservation, 

environmental interpretation can be used. "Ask any conservationist to list the top three 

problems facing the world today, and one of them is certain to be the lack of public support 

for conservation ... If only people were made more aware of the values of their 

environment, then they would rally to the cause" (McNeely, cited in Ham, 1992, p. xiv). 

Speaking of interpretation as one answer to lack of knowledge by the public, Machlis 

states, "Its special importance lies in the economic, environmental and political crises that 

threaten the quality of life and landscape over much of our planet. If these crises (from 
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local issues like preserving a neighborhood stream to global issues like ozone depletion) are 

to be solved, they will be solved in place by empowered and informed citizens who 

understand their relationship with nature. The craft of environmental interpretation can 

contribute to this empowerment" (Machlis, cited in Ham, 1992, p.xi). 

Natural resource interpretation is most commonly used at locations, either private or 

public, where visitors are interested in learning about the natural and cultural heritage of the 

area. "Thousands of naturalists, historians, archeologists and other specialists are engaged 

in the work of revealing, to such visitors as desire the service, something of the beauty and 

wonder, the inspiration and spiritual meaning that lie behind what the visitor can with his 

senses perceive. This function of the custodians of our treasures is called Interpretation" 

(Tilden, 1967, p.4). In his writings in 1957, he refers to interpreters as "middlemen". He 

labels interpretation a "public service". Today, landscape architects have taken on the role 

of "middlemen" in many situations as mediators between people and the land. The 

members of this profession, collaborating with other natural resource professionals, can 

and should borrow aspects of the role of "revealer". According to Harry Emerson Fosdick 

"There are two kinds of greatness. One lies in the genius of the gigantic individual who ... 

shapes the course of history. The other has its basis in the genius of the revealer —the man 

or woman who uncovers something universal in the world that has always been here and 

that men have not known. This person's greatness in not so much in himself as in what he 

unveils... to reveal the universal is the highest kind of greatness in any realm" (Fosdick, 

cited in Tilden, 1967, p.5). 

A closer look at the meaning and principles of interpretation will explain its use in 

raising awareness about natural resource professionals and ultimately about their land 

stewardship contributions. 

Tilden writes the definition of interpretation "for the dictionary." It is "an 

educational activity which aims to reveal meanings and relationships through the use of 
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original objects, by firsthand experience, and by illustrative media, rather than simply to 

communicate factual information" (Tilden, 1967, p. 8). He goes on to say "Interpretation 

is the revelation of a larger truth that lies behind any statement of fact... Interpretation 

should capitalize mere curiosity for the enrichment of the human mind and spirit" (p.8). 

Another kindred explanation of interpretation is from On Interpretation: Sociology 

for Interpreters of Natural and Cultural History (Machlis, 1992). "Interpretation is largely 

a service for visitors to parks, wildlife refuges, museums, zoos, aquariums, and other such 

leisure places" (p. 2). Its objectives are to assist the visitor, to accomplish management 

goals, and to promote public understanding and appreciation (Sharpe, cited in Machlis, 

1992). Its techniques reflect the range of communication media, from simple storytelling to 

complex computerized visual displays (p. 2). 

"We are clearly engaged in a new kind of group education based upon a systematic 

kind of preservation and use of national cultural resources. The scope of this activity has 

no counterpart in older nations or other times (Tilden, 1977, cited in Machlis, 1992, p.3). 

'"If the work of revealing' was interpretations method, its vocation revealed a higher 

purpose... Interpretation is for the enrichment of the human mind and spirit" (p.3). 

Using one attribute of the land, scenic quality, Tilden discusses the role of the 

interpreter. "The appeal for a renaissance of the appreciation of Beauty—in the abstract and 

in its particular aspects—must not be allowed to falter. It is vital to our moral growth. It is 

a program of education. Perhaps it is truer to say that it is a program of re-education, for 

we have always known, in our innermost recesses, our dependence upon Beauty for the 

courage to face the problems of life. We have let ourselves forget. It is the duty of the 

interpreter to jog our memories" (Tilden, 1967, p. 115). 
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Tilden's Principles of Interpretation 

I. Any interpretation that does not somehow relate what is being displayed or 

described to something within the personality or experience of the visitor will be 

sterile. 

II. Information, as such, is not Interpretation. Interpretation is revelation based 

upon information. But they are entirely different things. However, all interpretation 

includes information. 

III. Interpretation is an art, which combines many arts, whether the materials 

presented are scientific, historical, or architectural. Any art is in some degree 

teachable. 

IV. The chief aim of Interpretation is not instruction, but provocation. 

V. Interpretation should aim to present a whole rather than a part, and must 

address itself to the whole man rather than any phase. 

VI. Interpretation addressed to children (say, up to the age of twelve) should not 

be a dilution of the presentation to adults, but should follow a fundamentally 

different approach. To be at its best it will require a separate program (p. 9). 

Tilden discusses visiting the shrines and treasures of our country "in which may be 

seen and enjoyed the story of our natural and man-made heritage" (p.3). "In most of such 

places the visitor is exposed, if he chooses, to a kind of ele-ctive education that is superior 

in some respects to that of the classroom, for here he meets the Thing Itself—whether it be 

a wonder of Nature's work, or the act or work of Man. 'To pay a personal visit to a 

historic shrine is to receive a concept such as no book can apply,' someone has said; and 

surely to stand at the rim of the Grand Canyon of the Colorado is to experience a spiritual 

elevation that could come from no human description of the colossal chasm" (p.3). He 

speaks of a visitor to Crater Lake, "where the interpretation takes the visitor beyond the 
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point of his aesthetic joy toward a realization of the natural forces that have joined to 

produce the beauty around him" (p.6). 

According to Machlis (Machlis, 1992, p. 283), in discussing human ecology and 

interpretation, "the last decade of the 20th century and the first years of the next are exciting 

times to be an interpreter of natural and cultural history. New technologies promise to 

revolutionize the way people communicate... Environmental concern is spreading 

throughout the globe, and there is a growing awareness of the interdependence between 

preservation and development, between ecological health and quality of life... what this 

affords the interpreter is the opportunity to participate in a critical societal task: the sharing 

of a crucial form of knowledge about our world." 

This current research applies Tilden's principles of interpretation and Machlis's 

concept of an interpreter's "critical societal task" to the creation of a travel guide. To 

increase awareness and visibility of landscape architecture and other natural resource 

professions through use of a travel guide is the purpose of this research. This is, in a way, 

a "new technology" as mentioned by Machlis. Using a travel guide to learn about natural 

resource management in the United States is a new concept. People would visit "the Thing 

Itself' and learn about land stewardship. The role of natural resource professionals would 

be clarified by seeing the results of their exemplary projects. The featured landscape 

architecture projects in the guide would all be natural resource oriented. The spectrum of 

featured projects would run from wildland recreation and wildlife developments, through 

state cultural treasures, to the unique and choreographed Lawrence Halprin fountains in 

San Francisco and Portland. These well-designed fountains bring the flowing, gushing, 

raucous resource of water into locations in cities where even grass and trees are often rare. 

Urban residents and travelers who experience these fountains can now appreciate natural 

resources in an urban location, illustrating that nature can be "revealed" nearly anywhere. 
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Identification of these exemplary projects would raise the public's understanding 

and appreciation of the land and its ecological communities, thus causing them to raise their 

awareness and expectations regarding conservation of natural resources. The role of the 

natural resource specialists as land stewards would be clarified and their valuable 

contributions as proponents and effectors of conservation and preservation would be more 

understood and appreciated by the public. This awareness would increase the demand for 

natural resource professionals involved in the creation of these projects. These specialists 

would increasingly be called upon because of the public's raised awareness and 

understanding of the value of their past successes. 

Research Question 

The main research question is: What should be the content of this travel guide such 

that it would increase public awareness about landscape architecture and related natural 

resource professions and their role in land stewardship? More specific questions to answer 

are: What types of projects should be in the travel guide? What kinds of information about 

the landscape architecture profession should be included? Which professionals should be 

included in the text describing the research, planning, or design of the projects, and is it 

important to discuss their role as collaborators? 

Subsidiary research questions are: To what audience should the travel guide be 

addressed? What is the demand for a travel guide of this type, and how would the guide be 

used? What should be the title and appearance of the guide? 

Scope 

The scope of the present study is to conduct the research necessary to make 

recommendations for the planning, design, and general content of the travel guide. Neither 

choosing specific projects for inclusion in the guide nor collecting information on these 
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projects is part of the scope of this study. Also, this study does not include a business plan 

or a marketing plan for pricing, promotion, and distribution of the travel guide. 

Organization of Research Report 

This report is organized into four sections: related literature, methods, results and 

discussion, and conclusion. 

The LITERATURE REVIEW is a review of related research. The review 

begins with a summary of the marketing process and terminology used in this research. 

There is little available research concerning the use of marketing methods to promote the 

awareness and visibility of natural resource professions. Information regarding efforts to 

make natural resource professionals visible to the public was gleaned from telephone 

interviews of natural resource professional society staff members. To determine the extent 

of dialogue within the professions, current professional journals in three natural resource 

fields were reviewed. 

The METHODS section discusses the methods employed in data collection 

and analysis. A questionnaire was administered to landscape architects to gather 

information regarding travel guide contents plus prospective use and sales forecasting 

information. The survey RESULTS AND DISCUSSION follow. Also, findings that 

were not anticipated are included in this section. 

The CONCLUSION provides a summary and recommendations, and makes 

suggestions for additional research. 

APPENDICES and REFERENCES follow the conclusion. 
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LITERATURE REVIEW 

The literature review first discusses marketing principles, assembled from current 

marketing textbooks, that pertain to the research. Information is then presented that was 

collected from the professional societies and popular journals of hydrology, wildlife 

biology, and landscape architecture. 

Review of Marketing Process and Terminology 

To develop specifications for this publication, some techniques were borrowed 

from the field of marketing. This well-established area of business management has been 

successful not only in the area of business products and services, but also in politics, health 

care and many other fields. "While great devices are invented in the laboratory, great 

products are invented in the Marketing Department.. .The job of marketers is to 'think 

customer' and to guide companies and non-profit organizations into developing offers that 

are meaningful and attractive to target customers" (Davidow, cited in Kotler, 1988, 

p.xvii). Marketing is also a valuable tool for natural resource management. What can 

challenge the natural resource professions with a product more unique and exciting than 

healthy ecological communities that many times also provide exemplary spaces for people? 

Stated in marketing terms, the goal of this study is to conduct the initial market 

research and use this research to develop product specifications. The product is the travel 

guide. Marketing methods are essential to the development and success of a popular travel 

guide of this nature. The remainder of this section summarizes the marketing process and 

shows where the present research fits into the process. Additionally, relevant marketing 

terms will be defined. 

Marketing. "Marketing is a social and managerial process by which individuals and 

groups obtain what they need and want through creating and exchanging products and 

value with others. This definition of marketing rests on the following core concepts: 

needs, wants, and demands; products; utility, value, and satisfaction; exchange, 

transactions, and relationships; markets; and marketing and marketers" (Kotler, 1988, p.3). 

"The starting point for the discipline of marketing lies in human needs and wants" 

(p.3). People need food, air, water, clothing, and shelter to survive. Additionally, they 

desire recreation, education, and other services. 

There is a distinction between needs, wants, and demands. "A human need is a 

stale of felt deprivation of some basic satisfaction. " These needs "exist in the very texture 
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of human biology and the human condition" (p. 4). A person may need to escape the city 

and wants to experience the mountains. "While people's needs are few, their wants are 

many. Human wants are continually shaped and reshaped by social forces and institutions 

such as churches, schools, families, and business corporations" (p. 4). 

"Demands are wants for specific products that are backed by an ability and 

willingness to buy them. Wants become demands when backed up by purchasing power" 

(p.4). Many persons may want to ski the Alps; only a few are able and willing to purchase 

the trip. Do natural resource professionals know how many people are actually willing and 

able to "buy" healthy ecological communities that integrate people to varying degrees from 

not at all to intense urban experiences? Do enough people understand the processes of 

ecological communities and the management and design options available? 

Purchase-decision process. The purchase-decision process comprises the thought 

processes and behaviors that occur between the time a person becomes aware of a product 

or service and the time he or she chooses to buy it. Much of marketing research involves 

the modeling of this process. The concept of the purchase-decision process is easiest to 

grasp if one is thinking of purchasing a compact disc player or seeking a contractor to lay 

bricks at a construction project. However this process also occurs in the marketing of 

ideas, called social marketing (Fine, 1990). Common areas where the marketing of ideas 

occurs are health care, political campaigning, and government programs. According to 

Fine, "the products (programs) marketed by governments fall into three categories-

informational, educational, and political... Educational marketing is used to disseminate 

public interest programs such as those concerned with promoting energy conservation or 

increasing seat belt use" (p.22). The marketing of ideas (visibility, awareness, 

stewardship, protection, etc.) is the goal of the travel guide. "In the end, our attitudes 

toward the land are as important in shaping it as are forest fires, earthquakes, or erosion" 

(Hagen, 1992, cited in Coletta, 1994, p. 45). 

Marketing research. Marketing research is the collection, processing, and analysis 

of information on topics relevant to marketing. It is conducted to determine the needs and 

wants of prospective purchasers. A formal definition was adopted by the American 

Marketing Association in 1987: 

Marketing research is the function that links the consumer, 

customer, and public to the marketer through information-information 

used to identify and define marketing opportunities and problems; 
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generate, refine, and evaluate marketing actions; monitor marketing 

performance; and improve understanding of marketing as a process. 

Marketing research specifies the information required to address 

these issues; designs the method for collection of information; manages 

and implements the data collection process; analyzes the results; and 

communicates the findings and their implications (Lehman, 1989, p.3). 

"The key to research design... is to make an intelligent compromise between scientific 

correctness and easy doability" (p. 58). 

The marketing research process can be viewed as a series of ten steps: 

1. Problem definition. 

2. Determining information needs. 

3. Setting research objectives. 

4. Selection of type of research. 

5. Design of data collection. 

6. Development of a plan of analysis. 

7. Data collection. 

8. Analysis. 

9. Drawing conclusions. 

10. Reporting and action recommendations. 

The first six steps are research design and the last four represent research execution. 

According to Lehman, "the six keys to a good research design are common sense, logic, 

knowledge of the problem, attention to detail, effort, and luck" (p. 76). 

The problems addressed by marketing research are varied. Studying buyers (buyer 

analysis and segmentation) to find the characteristics of users of different brands in order to 

more effectively allocate resources (i.e., advertising dollars) is one common type of 

research. Studying how buyers get information and make choices is probably the most 

common form of basic research done in marketing (see Purchase-decision process, above). 

The last general problem type addressed by marketing research is factor testing. Factors 

are the components of the marketing mix: price, advertising level and copy, promotion, 

packaging, etc. Although all of these reasons for research are discussed in relation to 

products, each is also a viable component of the marketing of services and ideas. 

Product design and development. Managers use the information collected by 

marketing research as an aid in planning and decision making during the product design 

and development stage. 
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People satisfy their needs and wants with products. A broad definition of product 

covers "anything that can be offered to someone to satisfy a need or want" (Kotler, 1988, 

p.4). 

"Manufacturers get into a lot of trouble by paying more attention to their products 

than to the services produced by these products. A physical object is a means of packaging 

a service. The marketer's job is to sell the benefits or services built into physical products, 

rather than just describe their features" (p. 5). 

This current research, a survey to determine the content specifications for a travel 

guide, uses market research to make recommendations for the product design and 

development. Its purpose is to gather opinions concerning the types of information that 

should be in the guide, how it should appear, and who should be the audience. Marketing 

research assists the planning process for this product's design, bearing in mind that the 

overall goal of the guide is to increase awareness and visibility and to educate the reader 

about the value and contributions of the natural resource professions. The ultimate goal is 

appreciation of the environment and the fostering of stewardship and protection ideas. 

Marketing Management. The American Marketing Association adopted the 

following definition in 1985: 

Marketing (management) is the process of planning and executing the 

conception, pricing, promotion, and distribution of ideas, goods, and services to 

create exchanges that satisfy individual and organizational objectives (p. 11). 

The use of these last activities in the marketing process (pricing, promotion, and 

distribution) are not part of the scope of this report. These activities would be utilized in 

later stages of the marketing process for the travel guide. 

Professional Societies and Journals 

Three fields of natural resource study were investigated regarding the efforts of 

their professional societies to raise the visibility of their profession with the public. The 

investigation sought to determine what these organizations were currently doing to inform 

the public about the value to society of their contributions and to natural resource 

management or design. The professions investigated were hydrology, wildlife biology, 

and landscape architecture. The national headquarters of each of the professional societies 

was contacted by telephone. A staff member was interviewed. Two general questions 

were asked of each of the three society managers. The first was: What kinds of 

information do you currently have available that would cause members of the public to be 
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more aware of your profession? The second was: What kinds of information do you plan 

to have available in the future? 

Secondly, articles were reviewed that have appeared within the last three years in 

the main professional society publications in the fields of hydrology, wildlife biology, and 

landscape architecture. This review was to determine if marketing or visibility topics had 

been included to educate their memberships. 

Hydrology. The American Water Resources Association (Bethesda, Maryland) 

was contacted. The society has a membership of 3800. The Director of Meetings, 

indicated that AWRA had no visibility information to offer and made a referral to the 

AWRA Executive Vice President (Fink, 1994). The Executive Vice President confirmed 

this information and also stated that no information of this nature was planned for the future 

(Reed, 1994). He referred the researcher to the Universities Council on Water Resources 

(Carbondale, Illinois). Their Administrative Assistant indicated that there were brochures 

available from this organization, one on career opportunities and one on graduate programs 

in water resources (Robinson, 1994). See Appendix A for copies of these brochures. 

A search of the Water Resources Bulletin for the last three years yielded only one 

article peripherally related to visibility or marketing. The article discussed a Reston Lake-

use survey and concluded that the public should be educated about lake management and 

ecology (Butler, 1991). 

Wildlife biology. A letter of inquiry was written to the Wildlife Society 

(Bethesda, Maryland), questioning the availability of visibility information for the public. 

No response was received. A telephone follow-up revealed that "there is not much public 

outreach because our members are wildlife biologists" (Walker, 1994). The society has a 

membership of 8500 biologists. Two brochures are available, one for grade school 

children and one for the high school age group. See Appendix B for copies of these 

brochures. 

The Wildlife Society Bulletin, published quarterly by The Wildlife Society, 

contained two articles in the last three years related to visibility or educating the public 

about the profession. Both appeared in 1993. One discussed dealing with the public to 

keep the profession going (Wood, 1993). "Public Participation in Wildlife Management" 

(Johnson, 1993) is somewhat related to visibility and public awareness of the profession. 

Landscape architecture. The American Society of Landscape Architects 

(Washington, D.C.) has a membership of 10,000. The society employs a Public Relations 

Manager on its staff. When contacted she indicated that printed materials are used by 
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ASLA for visibility and that these materials are currently being updated (Rothchild, 1994). 

See Appendix C for examples of these materials. New educational materials are currently 

being written. The goal of these updated brochures, press kit, and other materials will be 

to present the new direction of the American Society of Landscape Architects. This 

direction will have an environmental focus, rather than relying on the traditional design 

image of the past. The materials will assist society members and the public in determining 

where the work opportunities are going to be in the future and how members can best fill 

these future needs. Materials will be available that take advantage of the latest printing 

technology. For instance, the society will be taking a modular approach to brochures. Pre

designed shells will be available so that current information can be entered as inserts, such 

as materials with a timely and specific message for a public event, political rally, or trade 

show. One example is a brochure entitled "Selecting a Landscape Architect". The new 

press kit will include fifteen case studies detailing projects that indicate where the 

profession is headed and what services are available to prospective clients. The Public 

Relations Manager requested a summary of the results of this survey regarding a travel 

guide publication. Opinions of landscape architects concerning a visibility publication like 

a travel guide were of great interest to her. She believes there is little available information 

of this nature (Rothchild, 1994). 

Landscape Architecture magazine is published monthly by ASLA. In 1991 an 

article appeared discussing the ineffectiveness of landscape architecture schools in teaching 

students how to run a business in the nineties, including how to market (Mays, 1991). The 

July 1993 issue concentrated on excellence in communications. Four articles were included 

(Barr, 1993; Thompson, 1993; Johnson, 1993; Golovin, 1993). Additionally, the feature 

article was a nineteen page illustrated description of the winning entries from the society's 

recent communications competition. Mark Johnson, ASLA, notes that "what landscape 

architects do and who we are is not well publicized. So whatever we use to communicate 

with the marketplace reflects on the profession" (Barr, 1993, p. 41). In talking about 

communication with prospective clients he states "We need to tell them what we stand for, 

what principles we believe in and how they relate to their project. We should be able to 

explain why we feel our work will benefit not just them, but the public and the greater 

environment as well" (Johnson, p. 128). Although the purpose of the competition was 

mostiy to promote individual landscape architecture firms, some entries refer to the 

profession as a whole. Golovin (1993) states "The growth market for the '90s, according 

to Burns, will be environmental restoration. 'The whole environmental movement is going 



to become much more crucial,' he insists, 'and the degree to which landscape architecture 

can demonstrate that it can contribute to restoration efforts (is critical)'" (p. 116). 

Other References 

Business and natural resource periodicals were investigated to determine in what 

ways natural resource professions are currently doing marketing. Searching the business 

and marketing current periodicals yielded no articles. ABI Inform is the major source (data 

base) for business and marketing information. Eight hundred periodicals are included in 

this data base. The data base included some articles peripherally related to natural resource 

marketing, but they discussed trends in ecotourism. These were not specific to the topic of 

this current research. Other data bases searched are listed in Appendix D. 

Summary 

The three professions of hydrology, wildlife biology, and landscape architecture 

which were contacted appear to engage in varying amounts of visibility activities. From the 

telephone inquiries, and from the materials subsequently received, the American Society of 

Landscape Architects seems to be the organization most involved in public education about 

the profession it represents. A search of current business and marketing periodicals 

indicates that the subject of raising the visibility of natural resource professionals, including 

landscape architects, is not treated. Other data bases in agriculture and natural resources 

also indicate little involvement with visibility or promotional activities for the natural 

resource professions. 
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METHODS 

Introduction 

A printed questionnaire was created to collect data from landscape architects 

regarding the potential demand and possible contents of a travel guide to landscape 

architecture in the United States. This method of data collection was chosen for several 

reasons. Survey questionnaires are inexpensive and easy to administer. A questionnaire 

can be designed to collect both open-ended and closed-ended data. Also, because the data 

were to be collected at professional conferences, a questionnaire made it possible to reach a 

large number of potential respondents at one time. Other data collection options were 

considered but were rejected. The more extensive personal interview method was 

eliminated from consideration because of the limited amount of time usually available to a 

conference attendee and because of the cumulative time that would have been required by 

the researcher. Telephone interviews were considered as an option but would also have 

been too time consuming. 

Population 

The target population, or that part of the total population to which the study was 

directed, was attendees of two landscape architecture professional conferences held in 

November, 1992. It was felt that their responses would be both meaningful and 

representative of the profession for the items being measured. The first sample (n=l 17) 

was landscape architects attending the USDA Forest Service First National Landscape 

Architects Conference, in Denver, Colorado. Attendees were landscape architects 

employed by the USDA Forest Service throughout the United States. This conference was 

planned to bring the 350 or so Forest Service landscape architects together for the first 

time. This group was chosen because of their specific knowledge of and experience in 
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both natural resource landscape architecture and the related natural resource professions, 

and because of their general knowledge of traditional landscape design. The sample was 

also chosen because of their availability and relationship to the researcher, also a Forest 

Service landscape architect. The second sample (n=30) was attendees of the 92nd Annual 

Meeting of the American Society of Landscape Architects, held in Washington, D.C. This 

group of individuals could potentially be practicing in any area of landscape architecture, 

and could live anywhere in the world. 

Because potential respondents were actively involved in participating in 

professional conferences that would occupy most of their time, the questionnaire was 

designed to be brief. See Appendix E for a copy of the questionnaire. Fifteen questions 

were included in a four page questionnaire. In the planning stages of this survey many 

questions were generated but only those that were the most relevant and pertained to the 

seven survey objectives were chosen. No internal consistency questions were used due to 

the time and space constraints of the survey. Ten questions were closed-end, i.e., multiple 

choice, ranking, or yes-no. Five questions called for open-ended short answer responses 

to attempt to collect more creative data and for possible use in the text or for promoting the 

travel guide. There were subparts to six of the fifteen questions. To insure anonymity, a 

separate form was inserted inside each folded questionnaire asking for the respondent's 

name and address. Also on this sheet a respondent was asked to express his or her interest 

in contributing information (in the future) regarding a project or projects to be included in 

the guide. 

Survey Objectives and Questionnaire Design 

The seven survey objectives are listed below, followed by the actual survey 

questions used to collect the data relevant to each specific objective. 
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OBJECTIVE A. Determine the types of landscape architecture projects that 

should be included in the travel guide and what kind of specific information 

should be given about each project. 

Question 1. Which types of projects would you like to see included in the guide? 

(Each was to be rated on a five point scale from Very Important to Not Important.) 

contemporary (after about 1962) 

historic (before 1962) 

widely publicized 

significant, but not widely known 

award winning projects 

projects/plans that include community involvement 

projects/plans that include universal design 

public spaces 

private spaces 

urban projects 

rural projects 

site art projects 

post-modern designs 

recreation area designs 

interdisciplinary designs 

public planning projects 

visual resource management examples 

scenic byway plans 

wild and scenic river plans 

other 
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The year 1962 was selected as the cut-off point between contemporary and historic projects 

because 1962 was thirty years prior to the date that the survey was administered. No 

definition of contemporary landscape architecture could be found that provided an actual 

date, so thirty years was chosen. 

Question 5. Which of the following would you like to have in the guide while 

using it? 

location map Yes No 

photo(s) Yes No 

site plan Yes No 

Yes No 

OBJECTIVE B. Determine what information concerning landscape 

architects and the landscape architecture profession should be included in 

the guide. 

Question 2. List some of the skills, knowledge, and special capabilities of a 

landscape architect that could be discussed in the descriptions of selected projects: 

Question 7. Short vignettes of information about the profession may be included in 

the text or in an appendix. Which of the topics below would be most useful in describing 



32 

the profession to the public? (Each was to be rated on a five point scale from Useful to Not 

at all Useful.) 

history of the profession 

educational requirements for LA degree 

registration requirements 

description of ASLA 

planning and design ethics 

overview of design processes 

definition of design vocabulary 

drawing types from conceptual to working drawings 

how to work with a landscape architect 

interview with the designer of a project featured in the travel 

guide 

interview with a user of a project featured in the travel guide 

others of your choice: 

Because space will be limited, please review the above items (in question number 7) 

and circle the five you think are most important 

Question 8. Do you think "designer features" should be used occasionally to 

provide the opportunity to be "up close and personal" with a member of the landscape 

architecture profession? Yes No 
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Question 9. If "designer features" are used, do you think people selected should be 

the famous and acclaimed of the profession or a cross section of all landscape architects? 

Famous Cross-section 

Question 15. If you specialize or are interested in a particular area of landscape 

architecture, how would you explain this specialty to a person who is not a landscape 

architect? 

ll 

OBJECTIVE C. Determine other design and natural resource professionals 

who should be included in the discussion of the individual projects. 

Question 3. In some landscape architecture projects other professionals play an 

important role. List the other professions that you think should be mentioned in project 

descriptions where applicable: 

Question 4. If a team approach was used on a project should this be mentioned? 

Yes No 

OBJECTIVE D. Collect marketing information regarding audience, title, 

and appearance of the travel guide. 



34 

Question 6. Order the following possible audiences you think this book should be 

written for. Start with number 1 as the most important audience. 

general public travelers 

students 

career counselors 

landscape architects 

other related design professionals 

travel agents and touring groups 

other 

Question 12. What would you title this travel guide to the landscape 

architecture of the United States? 

Question 13. What would you have as the cover photo or graphic? . 

OBJECTIVE E. Determine the respondent's willingness to purchase and use 

the guide. 

Question 10. How often would you use this guide for: (Each was to be rated on a 

five point scale from Extremely Often to Never.) 

travel 

reference and research 

ideas 

teaching 

other 
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Question 11. Based on the description provided and the information in this survey, 

how interested would you be in purchasing a travel guide for: (Each was to be rated on a 

five point scale from Interested to Not at all Interested.) 

yourself 

a client 

a gift for a relative 

a gift for a traveling friend 

a collaborator or team member 

other 

OBJECTIVE F. Determine in which areas of specialization in landscape 

architecture respondents are currently practicing. 

Question 14. What is the primary focus of your landscape architecture activities? 

private practice not currently working as an LA 

public practice student 

academic other 

OBJECTIVE G. Assess the preliminary willingness of the respondents to 

contribute to the guide by submitting information regarding individual 

projects. Request their names and addresses for the project data collection 

stage of the guide's development. (The collecting of information regarding the 

individual landscape architecture projects is not part of this current research.) 

Survey insert. Would you like to be a contributor to the guide, i.e., 

nominate and briefly describe a project or plan? Credits will be given to 

contributors. (Respondents could check yes or no after each listing.) 
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Project in your city or state 

Project in your area of specialization 

Short descriptions in your area of specialization 

Your project or one of your firm/agency/organization 

Distribution Methodology 

The questionnaires were distributed differently in Denver and Washington. In 

Denver the distribution and instructions were more controlled. The potential respondents, 

all Forest Service employees, were attending the First Forest Service National Landscape 

Architects Conference. Early each morning the participants staying at the conference hotel 

were given a "conference newspaper" under the door of their hotel room. The 

questionnaire and the insert (with the researcher's business card clipped to it) were placed 

inside this "newspaper" on the second morning of the four day conference and were 

delivered to the 276 conference participants staying in the hotel. It is estimated that twenty 

additional landscape architects were attending the conference but did not stay in the hotel 

(Mittman, 1994). At the general assembly that morning the researcher addressed the 

conference, providing a brief summary of the research genesis and goals. Attendees were 

given instructions and encouraged to complete the questionnaire. They were also told of 

the availability of extra questionnaires at the conference registration area. These extra 

questionnaires were for conference participants not staying at the hotel, for those 

participants who had lost or discarded their questionnaire, and for landscape architect 

colleagues and co-workers "back home". Seventy-four extra questionnaires were available 

and fifty pre-addressed envelopes, affixed with colorful animal or geologic specimen 

postage stamps, were placed nearby. During the three day conference, all of these seventy-

four questionnaires were taken by conference attendees along with forty-two of the mailing 
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envelopes. A total of 350 questionnaires were distributed. One hundred and seventeen 

(33%) were returned by respondents. 

The questionnaires were distributed in a different manner at the Washington 

conference. Potential respondents were landscape architects attending the 92nd American 

Society of Landscape Architects annual conference. About 2600 people registered at the 

conference. The questionnaires with inserts and the return boxes were available at the many 

conference registration counters as the attendees entered the large convention center. As at 

the Denver conference, pre-addressed stamped envelopes were placed nearby along with 

business cards. The questionnaires were available at this location and at the ASLA 

bookstore for four days of the conference week. Additionally, the researcher was available 

to distribute questionnaires and answer questions for most of two days from a separate 

booth in the conference exhibit hall. At American Society of Landscape Architects 

conferences, sales representatives generally use the exhibit hall to display products and 

services of interest to attendees. The conference attendees completed thirty surveys (1%). 

In both Denver and Washington, instructions were given to return the questionnaire 

and the enclosed insert to two separate boxes, thus insuring anonymity to elicit reliable and 

truthful data. The questionnaires and the matching inserts were printed in two different 

colors, one for distribution to the Denver sample and one for the Washington sample. This 

color coding method was used so that the distribution point would be known for the 

questionnaires returned by mail. 



38 

RESULTS AND DISCUSSION 

In comparing the two distribution methods, in Denver and in Washington, the 

distribution and collection of questionnaires was more easily controlled at the Denver 

meeting. In Denver, the researcher gave concise and uniform instructions to the possible 

respondents. Also, being a Forest Service landscape architect and having an opportunity to 

address the conference attendees provided the researcher with a degree of visibility and 

credibility. This communication created interest among the attendees and perhaps 

enhanced their motivation level and thus the response rate of the Denver sample (33%). 

Thirty-three percent is not considered a high response rate, however. It is believed the 

response rate was lower than expected because the attendees were not given conference 

time to complete the questionnaire after the researcher addressed them. Attendees 

continued on with the busy and demanding schedule of speakers and events. Many 

positive verbal comments and a considerable amount of encouragement for the travel guide 

concept were made by landscape architect colleagues. There were no negative verbal 

comments. 

In Washington visibility and perhaps credibility were low. Attendees would voice 

interest in the research and the travel guide but then not complete a questionnaire. The low 

response rate (1 %) was surprising to the researcher. One could speculate that establishing 

greater visibility and credibility at the Washington conference would have increased the 

response rate. Also the busy schedules and preoccupation of the attendees and the 

sometimes bustling and chaotic atmosphere at a national professional conference could have 

inhibited the interest they might have had if given the questionnaire elsewhere. A mail 

survey (with an ASLA cover letter) to a random sample of members of the American 

Society of Landscape Architects perhaps would have motivated the members more, and 

generated a higher response rate. 
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Survey Questionnaire Results 

Below are the results of the survey questionnaire. They are discussed in the order 

of the seven survey objectives. Since the majority of respondents (78%) are in public 

practice, which is most often natural resource oriented, the results are biased in this 

direction. Private practice landscape architects, usually but not always more urban design 

oriented, represented 14% of the respondents. These proportions should be considered 

when reviewing the data. 

OBJECTIVE A. Determine the types of landscape architecture projects that 

should be included in the travel guide and what kind of specific information 

should be given about each project. 

Question 1 read "Which types of projects would you like to see included in the 

guide?" Chart 1 provides the response means for the total sample of 147 respondents. A 

95% confidence interval is also shown for each value on the chart (example: ± .20). Chart 

2 separates the results into the Denver sample (n=l 17) and the Washington sample (n=30). 

See Chart 1 and Chart 2 (pages 40 and 41). The frequency of each response to Question 1 

is shown on a copy of the questionnaire in APPENDIX F. Chart 1 indicates that the five 

types of projects most favored by the total sample are (in order of preference): public 

spaces (m=4.5), historic projects (m=4.4), significant, but not widely known (m=4.4), 

recreation area designs (m=4.3), and rural projects (m=4.3). This is a result that could be 

anticipated. All five of these project types are common responsibilities of a natural resource 

landscape architect. However, the sixth most highly rated project type (of 17 possible 

choices) was "contemporary". This result indicates that even though engaged in mostly 

conservation oriented landscape architecture, public practitioners showed a high interest in 

showcasing contemporary design projects. This is underscored by the fact that "visual 

resource management" projects ranked eighth and these projects probably take up a large 
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TYPES OF PROJECTS TO INCLUDE 
QUESTION 1 Total Sample (n=147) 

"Which types of projects would you like to see included in the guide?" 
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TYPES OF PROJECTS TO INCLUDE 
QUESTION 1 

Denver (n=117) & Washington (n=30) Samples 

"Which types of projects would you like to see included in the guide?" 
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proportion of the time and energy of a Forest Service practitioner (especially if practicing 

in timber and mining parts of the country). Also receiving a lower rating was the category 

of "scenic byways", with a ranking of twelfth. Scenic byways are an excellent visual 

example of the involvement of landscape architects in natural and cultural resource 

interpretation. This ranking was lower than expected. It could be due to the fact that many 

highways are designated scenic long after their construction, possible drawing attention to 

antiquated highway construction techniques which ignored the value of the visual resource. 

They are subsequently designated scenic because of the landscape that borders them, and 

are not up to the visual quality and mitigation standards of contemporary natural resource 

landscape architects. 

In their response to Question 5,97% of all respondents indicated that location maps 

should be included. Ninety-six percent would like to see photos in the guide, and 96% felt 

that site plans should be shown. A preference for these three types of visual aids was 

expected as these communication tools are part of the graphic vocabulary of a landscape 

architect. 

OBJECTIVE B. Determine what information concerning landscape 

architects and the landscape architecture profession should be included in 

the guide. 

The open-ended Question 2 asked for the skills and knowledge of a 

landscape architect that could be discussed in the descriptions of applicable projects. The 

categories that were mentioned most frequently (n=99) were: 
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TABLE 1 - Skills and Knowledge Needed 

No. of Responses % ofn 

Art, creativity, design 93 94% 

Knowledge, training, and expertise 65 66% 

Planning 52 53% 

Concern for the environment 47 47% 

Social or community concerns 46 46% 

These five types of expertise that elicited the most responses combine to produce what is 

probably a standard definition of the practice of landscape architecture. This data was not 

unexpected. 

In Question 7, 13 topics describing aspects of the landscape architecture profession 

were listed, and respondents were asked to rate each in terms of how useful it would be in 

describing the profession to the public. Chart 3 provides response means for the total 

sample of 144 respondents. A 95% confidence interval is also shown (example: ± .31). 

Chart 4 separates the results for the Denver sample (n=l 15) and for the Washington sample 

(n=29). See Chart 3, page 44, and Chart 4, page 45. The frequency of each response to 

Question 7 is shown on a copy of the questionnaire in APPENDIX F. Chart 3 indicates 

that the five topics that would be most useful to describe the profession are (in order of 

preference): planning and design ethics (m=4.3), history of the profession (m=4.0), 

overview of design process (m=3.9), interview with a designer (m=3.8), and interview 

with a user (m=3.8). 

Respondents were then asked to review the list again and to select the five "most 

important" topics to convey to the public. (This questionnaire method of asking a 

respondent to reevaluate a list is used when it is anticipated that all of the items will be 

given a high rating. It forces a respondent to limit his or her selection to the most 
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CHART 3 

TOPICS MOST USEFUL IN DESCRIBING THE PROFESSION 
QUESTION 7 Total Sample (n=144) 

"Which of the topics below would be most useful In describing the profession to the public? 
1=Not at all Useful 5=Useful 

Planning and Design 
Ethics 

History of Profession 

Overview of Design 
Process 

Interview with Designer 

Interview with User 

Variety of Career 
Options 

Drawing Types 

Definition of Design 
Vocabulary 

How to Work with an LA 

Educational 
Requirements 

Registration 
Requirements 

Description of ASLA 

10.32 

0.35 

SO. 3 5 

0.36 

10.38 

4.26 

4.03 ; 

0 0.5 1 1.5 2 2.5 3 3.5 4 4.5 

H Mean 
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CHART 4 

TOPICS MOST USEFUL IN DESCRIBING THE PROFESSION 
QUESTION 7 Denver (n=114) & Washington (n=29) Samples 

"Which of the topics below would be most useful in describing the profession to the public?" 
1=Not at all Useful 5=Useful 

.68 
Planning and Design 

Ethics 

4.05 

3.97 
0.41 

3.65 

History of Profession 

Overview of Design 
Process 

Interview with Designer 

Interview with User 

Variety of Career 
Options 

Drawing Types 

Definition of Design 
Vocabulary 

How to Work with an LA 

Educational 
Requirements 

Registration 
Requirements 

Description of ASLA 

0 0.5 1 1.5 2 2.5 3 3.5 4 4.5 

Denver MEAN ED Confidence Interval Hi Washington MEAN B Confidence Interval 
(95%) (95%) 
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important choices.) There were 558 total responses (n=l 16). Some of the 116 

respondents marked less than the five requested responses, therefore the number of 

responses do not total to 580. Also, 31 respondents (21%) chose not to complete this 

second part of Question 7. This is undoubtedly due to trying to complete the questionnaire 

in a limited amount of time because of their busy schedules. The topics chosen most, in 

order of the number of people selecting were: 

TABLE 2 - Most Important Topics for Public 

No. of Responses % of n 

Planning and design ethics 81 70% 

Overview of design process 75 65% 

History of the profession 74 64% 

Interview with the designer of a project 62 53% 

Variety of career options in landscape architecture 53 46% 

Total Responses 558 

Both the Denver sample and the Washington sample selected "planning and design 

ethics" as the most important topic to include. For other comparisons between the two 

samples see Chart 4 on page 45. Although no respondents noted a question on their 

survey, reviewers of the research results felt the word "ethics" may have been understood 

differently by different respondents. It was suggested that ethics may have been 

determined to have meant land ethics, rather than professional ethics as it was intended. 

When asked to review their choices, respondents gave a slightly higher ranking to 

"variety of career options" than when they first selected their preferences. This topic is 

shown on Table 2 as being ranked as their fifth choice. Chart 4 however indicates that 
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"interview with a user" was ranked fifth, and "variety of career options" was sixth. Also, 

"history of the profession" and "overview of the design process" exchanged rankings in 

this second review of the topics. "Overview of the design process" moved from third to 

second when reevaluated. This indicates a consistency and reliability in the respondents' 

choices as only small differences in percentages are involved. The items receiving these 

high preference ratings were for the most part general topics. 

Items that ranked in the lower half were all of a specific, technical nature. These are 

(in descending order of preference): drawing types from conceptual to working drawings, 

definition of design vocabulary, how to work with an LA, educational requirements for an 

LA degree, registration requirements, and description of the American Society of 

Landscape Architects. (It should be noted that a major item on the agenda of the Forest 

Service conference in Denver was how to deal with ASLA's lack of involvement and 

support of the natural resource landscape architect. An action item that was somewhat 

developed during the conference was to form a separate professional society for natural 

resource landscape architects. This explains why the "description of ASLA" ranked last.) 

This low prioritization of these six specific and technical topics indicates that these items 

should receive lower consideration for development in the guide. They should be omitted 

from the introduction or text of the guide where it was thought they would be most useful, 

or perhaps be isolated in an appendix for the interested reader if used at all. The final 

decision on inclusion of these topics could be more accurately made after buying behavior 

and subject preference information about specialized travel guides is gathered from the 

public. 

Question 8 asked "Do you think 'designer features' should be used occasionally to 

provide the opportunity to be 'up close and personal' with a member of the landscape 

architecture profession?" Of the total number responding (n=141), 119 (84%) answered 

positively. In the next and related question, respondents were asked "If 'designer features' 



48 

are used, do you think people selected should be the famous and acclaimed of the 

profession or a cross-section of all landscape architects?" One hundred and thirty (95%) of 

137 respondents answered with "Cross-section". The remaining 7 (5%) chose "Famous". 

Although a majority was expected to respond positively to "a cross-section of all landscape 

architects," the overwhelming positive response of 95% was not expected. Looking at the 

responses of the two samples, the Denver and Washington groups had similar results with 

95% and 93% respectively choosing "cross-section". It appears that the members of the 

profession are not satisfied with publications stressing the successes of a few "famous and 

acclaimed" members. They may even question the value system that selects certain projects 

as successes. 

Choosing an interesting variety of practitioners to feature in the guide would 

enhance the reader's understanding of the profession and the diverse accomplishments of 

its members. The breadth and depth of knowledge, skills, and abilities required by a 

landscape architect could be detailed. These "designer features" would be an appealing and 

thought-provoking interpretative tool to illustrate the value and potential of a landscape 

architect. At the same time they would present inspirational role models that could 

stimulate the reader to become personally motivated and involved in helping to achieve the 

goals of the profession. 

Question 15 was an open-ended question asking how a respondent would explain 

their specialty or a particular area of landscape architecture that they are interested in to a 

person who is not a landscape architect. There were 82 responses for a response rate of 

55 %. Some verbatim examples of these descriptions that describe the essence of the 

landscape architecture profession are listed below: 

Urban design/master planning: creating more "humanistic" cities to provide 
plazas, pedestrian-auto traffic separation, shade, climate control as well as 
encouraging economic growth through multiple use facilities. 



Historic Preservation of Landscape Architecture: State current, generally 
accepted definitions of (l)Historic Landscapes, (2)Preservation, (3) 
Rehabilitation, (4) Restoration, and (5) Reconstruction; Explain importance 
of preserving America's landscape legacy; List organizations and resources 
which contribute to historic preservation. 

Just to make the world a more beautiful place to live in! 

This, finally, is what we do. 

Design of cemeteries - includes all aspects of landscape architecture from 
master planning large areas - building roads, landscaping and burial sections 
- also detailed construction plans for phases to implement the master plan. 

I help integrate facilities desired by people with natural resources in an 
ecologically sensitive manner. 

We are the weavers of unnatural elements into the natural environment. 

We design outdoor places so that they seem non-designed, i.e., they blend 
into the landscape. We manage the land by preserving the visitors 
experience and allowing for/directing management activities, i.e., timber 
cutting, road/utility building, within our land. 

We are involved in promoting the concept of a universal (access) design 
approach to outdoor recreation facilities, services and programs. The 
natural terrain, technology advancements and each individual's desires will 
determine whether or not a particular site or activity is selected. The designs 
will not create additional barriers that inhibit anyone's access to the site, 
regardless of the person's ability. Universal access accommodates the 
needs of all visitors - people with disabilities, the elderly, the young, etc. 
We are promoting the approach, not because it is the law, but because it's 
the right thing to do. 

Ecological restoration: I try to re-create functioning environments, and to 
permanently integrate them with human environments. Cultural landscapes: 
the specific way that cultural groups view, value, and inhabit the landscapes 
in which they live. 

I'm interested in restoring rehabilitation landscapes that have been 
destroyed/disturbed by man's activities such as mining, overgrazing, poor 
crop management, abandoned uses, etc. 

I design land for people as an architect would design a building. I improve 
the quality of life for people by enhancing their outdoor environment. 

I am primarily interested in residential - small commercial design -1 would 
describe it as putting pieces of a puzzle together - the circulation system, 
plants, uses, etc. 



Landscape Architecture is the profession which allows us to create living art 
in the landscape. 

Create wonderful places for people and help keep wild land looking natural. 

Creating powerful spiritual places for human enjoyment, integrated into the 
natural environmental systems. 

Applied ecology. 

I work with archeologists in making archeological sites accessible to the 
public, physically, educationally, for recreation activities, information and 
resource protection. 

To work with cultural landscapes, the LA must be a sleuth, combining the 
research talents of a historian, design skills, interest in "the old ways", 
folklore, and love of our heritage. 

I design outdoor spaces for people to enjoy and to feel closer to nature. 
These range from intimate gardens, entry settings to trails, recreation areas, 
and restored landscapes. 

Wherever forest users want to use the forest and need facilities either for 
convenience, safety, or resource protection, an L.A. gets involved in 
designing that interface between the land and the user. 

In large scale landscape management your perspective changes somewhat, 
e.g. approach most often subtractive rather then additive; ecosystems are 
often "messier" than standard design and client pool expands to include not 
only humans, but also neotropical migratory song birds, elk, and everything 
in between. 

I plan and design outdoor recreation facilities for public use. These include 
campgrounds, picnic areas, beaches, rifle ranges, trails, scenic byways, etc. 
I also work with other resource professionals in planning, designing and 
implementing management activities such as wildlife habitat improvements, 
silvicultural treatments, timber sales and scenic corridor enhancements. One 
of my primary responsibilities is inventorying and managing visual 
resources to protect the outstanding scenic qualities that the public expects 
from the National Forest. 

Sustainable Systems Design (SSD) is the planning and design of human 
settlements which strive to provide a large portion of the human 
population's basic needs of shelter, food, water, energy, and social and 
recreational necessities in harmony with nature. SSD models itself after 
natural systems which are equitable, self-sustaining, self-managing, and 
balanced. 

Interpretation - in traditional design of a site we try to enhance the 
"experience" of the visitor. So as in interpretation we are trying to increase 
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their positive experience by giving them understanding, making them think, 
giving them something to remember once they have left and returned home. 

Fourteen percent of the landscape architect respondents are in private practice: their 

practice may be either natural resource or urban design oriented or both. Of the first five 

descriptions above (all five are from the Washington sample), three are in private practice 

and two are students. The balance of the descriptions are from public practice landscape 

architects. The majority are involved mostly in natural resource management projects. One 

additionally checked private practice, one additionally checked academic practice, and one 

additionally checked both private and academic practice. The descriptions indicate that a 

landscape architect needs an understanding of natural resources, art and design talent, 

technical skills, and expertise in dealing with human needs and wants. The personal desire 

felt by many landscape architects to conserve natural resources and to function as a land 

steward is evident in many of these descriptions. Using some of these or more fully 

developing similar descriptions in the travel guide would help to interpret the ethics and 

goals of the profession. 

OBJECTIVE C. Determine other design and natural resource 

professionals that should be included in the discussion of the individual 

projects. 

Question 3 addressed this issue. This question stated "In some landscape 

architecture projects other professionals play an important role. List the other professions 

that you think should be mentioned in project descriptions where applicable." Table 3 

indicates the responses by the Denver sample, the Washington sample, and the combination 

of the two. 



52 

TABLE 3 - Other Professionals to be Included 

Professional Denver Washington Total m 

Engineer 70 16 86 22% 

Architect 44 17 61 16% 

Other 30 13 43 11% 

Fish /wildlife biologist 28 3 31 8% 

Ecologist /botanist 22 2 24 6% 

Planner 18 4 22 6% 

Hydrologist 16 3 19 5% 

Archeologist /historian 17 1 18 5% 

Artist/graphic artist 14 3 17 4% 

Recreation planner 12 2 14 4% 

Psych/sociologist/economist 13 0 13 3% 

Soil scientist 10 2 12 3% 

Contractor 5 4 9 2% 

Interpreter 9 0 9 2% 

Forester/silviculturist 8 1 9 2% 

Total Responses 316 71 387 100% 

The Denver sample listed engineers most often, with 70 respondents (59%) listing 

engineers first, followed by 44 (37%) listing architects. Architects were listed most 

frequently by the Washington sample. Of the 30 respondents in this sample, 17 (57%) 

listed architects, followed by 16 (53%) listing engineers. The most likely reason for this 

difference in architecture vs. engineer preference between the two samples is that the Forest 

Service employs a large number of engineers and perhaps only one or two architects for 
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each of their nine regions. Therefore, a Forest Service landscape architect often works 

with an engineer and seldom, if ever, collaborates on a project with an architect. 

The preference by the Washington sample to list architects also reflects an obvious 

aspect of landscape architecture practice, i.e., that practicing in an urban area brings one 

into contact with architects quite frequently. Architects would therefore tend to be listed 

more often as other professionals who "play an important role" in some landscape 

architecture projects. 

In question 4, 97% of the respondents (n=141) answered positively to "If a team 

approach was used on a project should this be mentioned?" The Denver and Washington 

groups had similar results with 96% and 100% respectively responding positively. Due to 

the complexity and interrelated nature of conservation practices, a team of natural resource 

and other professionals is most apt to produce the most complete and sustainable 

management or design solutions. Providing information about this teamwork to the public 

(especially while they are visiting the site, the "Thing Itself according to Tilden) also 

serves to amplify the challenge of dealing with this complexity and the need for 

interdisciplinary teamwork for successful solutions in many land use situations. 

OBJECTIVE D. Collect marketing information regarding audience, title, 

and appearance of the travel guide. 

Question 6 asked the respondent to order the possible audiences the travel guide 

should target. The distribution of responses (n=130) is shown in Table 4 below. 
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TABLE 4 - Target Audience Responses 

Denver Washington Total % ofn 

General Public 53 5 58 45% 

Landscape Architects 33 14 47 36% 

Other Design Professionals 7 3 10 8% 

Travel Agents 3 4 7 5% 

Students 3 2 5 4% 

Career Counselors 2 1 3 2% 

Total Responses 101 29 130 100% 

Of the total sample (n=130), 58 respondents (45%) selected general public travelers 

as their first choice for the travel guide audience. The audience receiving the second 

highest ranking was landscape architects: 47 respondents (36%) chose landscape architects 

as their first choice. It was anticipated that more landscape architects would choose the 

general public as the target audience. Apparently there are a large number of landscape 

architects for which promoting the visibility of their profession is not a high priority. Or, 

perhaps they don't feel an interpretive travel guide is an acceptable communication tool to 

achieve this goal. 

Question 12 asked "What would you title this guide to the landscape architecture of 

the United States?" It generated many creative and interesting titles for the travel guide 

(n=92). Seventeen respondents (18%) suggested the title "Travel Guide to Landscape 

Architecture in the United States" (this was the title of the questionnaire). Some other 

creative titles that were suggested are (randomly) listed below: 

Travel Through the American Landscape 

Space with Taste: Travel Guide to Well Designed Places 
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The Vision Behind the Landscape-A Guide to Designed Landscapes 

Spaces and Places 

Where the People and the Land Meet: Landscape Architecture in the United States 

Traveling with Landscape Architecture 

Special Landscapes 

Travels Through Space and Time-The Works of Landscape Architects in America 

Landscape Architecture, It's All Around You 

When asked in Question 13 about the cover photo or graphic (n=98), suggestions 

ranged from the traditional, a photo of Frederick Law Olmsted, to "a person with a hammer 

and chisel sculpting the earth as seen from space." The following are some of the varying 

ideas (general ideas listed first, followed by specific places): 

Photo of a park or plaza filled with plants and people 

Something relating to our roots-Olmsted historic photo 

Montage of scenes of landscape architecture projects familiar to all from wildlife to 

urban 

Combination of natural and built environment 

Urban wildland interface graphic 

A well-known site that viewers see and say "Oh Wow~That's Landscape 

Architecture!" 

People in harmony with a place 

Plan / yellow trash / "tools"/ all in pastels with project photos 

Collage or photos showing spectrum of places 

Before and after series of photos to show process and movement forward 

Rendered sketch of harbor scene 

Paley Park, New York 
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Mesa Verde, CO or Multnomah Falls, OR 

"The subject itself was the most frequent motivation to purchase a Travel/Regional 

interest book, accounting for 19% of this category's purchasing ... and over one third 

were bought on impulse" (The NPD Group, Inc., 1993). See APPENDIX G for the travel 

book portion of the 1991-1992 Consumer Research Study on Book Purchasing. With 

these sales statistics regarding subject and impulse buying, a catchy or intriguing title is 

critical. More research is needed regarding the potential of various titles and cover designs 

to attract sales. These questions were asked of landscape architects to determine what titles 

and visual images they thought would best depict the essence of their profession. The 

publisher would probably be the most knowledgeable resource to assimilate the research 

information and to select the elements of the title and cover. 

OBJECTIVE E. Determine the respondent's willingness to purchase and 

use the guide. 

Question 10 asked the respondents to rate how often they would use the guide for 

travel, reference and research, ideas, teaching, or other purposes. Respondents (n=147) 

were asked to rate each of the uses between Extremely Often (5) and Never (1). Table 5 

indicates their responses, as shown by the means: 
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TABLE 5 - Use Response Pattern 

Mean 

Ideas 4.2 

Travel 4.0 

Reference and research 4.0 

Other 3.8 

Teaching 3.2 

5=Extremely Often l=Never 

It was not anticipated that "ideas" would receive the highest rating for potential uses of the 

travel guide. When looking at only the Washington responses (n=30), however, the 

highest rating was for "travel" (m=4.5) and the second highest was "reference and 

research" (m=4.1). "Ideas" ranked third of the five potential uses. There is no obvious 

explanation for this difference between the two samples. Ideas suggested by respondents 

for "other" uses were: 

to share with others 

networking 

general interest 

curiosity 

recruiting students to consider the LA field 

just for fun. 

Question 11 sought to determine a respondent's interest in purchasing the guide, 

either for themselves or as a gift. Table 6 indicates their responses (n=147), as shown by 

the means: 
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TABLE 6 - Purchase Response Pattern 

Mean 

Yourself 4.6 

Gift for a traveling friend 3.5 

Collaborator/team member 3.3 

A gift for a relative 

A client 2.8 

3.2 

5=Interested l=Not at all Interested 

Since about 25% of all travel/regional books are purchased as a gift (The NPD Group, 

Inc., 1993), this question exploring not only the purchasing interest for the respondent's 

own use but also the gift potential of the guide, provided some critical information. All five 

choices were rated above neutral (m=2.5). This very positive outcome shows not only 

good sales potential for landscape architects (as expected) but also indicates a promising 

market item in the gift category. This knowledge suggests that promoting the guide in the 

popular gift-giving seasons of Christmas, graduation, etc. would be an effective marketing 

management strategy. 

OBJECTIVE F. Determine in which areas of specialization in landscape 

architecture respondents are currently practicing. 

Question 14 asked for the focus of the respondent's landscape architecture activities 

(n=144). The responses are listed below: 
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TABLE 7 - Professional Specialization 

Denver Washington Total % ofn 

Private Practice 5 15 20 (14%) 

112 (78%) 

1 ( 1%) 

2 ( 1%) 

7 ( 5%) 

2 ( 1%) 

Public Practice 107 5 

Academic 1 

Not currently in LA 

Student 

2 

7 

Other 1 1 

Total Responses 115 29 144 (100%) 

The results from this survey reflect the preponderance of public practice landscape architect 

respondents (78%). Private practitioners represented the second largest number of 

respondents (14%). One could only wager a guess at why only one landscape architect in 

academic practice completed a questionnaire. Academics were perhaps enjoying being 

away from their usual teaching and research responsibilities and the thought of completing 

a questionnaire (no matter how interesting the subject matter) was an unacceptable use of 

their conference time. Professional conferences tend to be events that foster not only 

educational pursuits, but provide a chance for camaraderie, and for an interesting escape 

from one's everyday routine. Seven students completed questionnaires at this Washington 

conference, perhaps their time commitments were somewhat more relaxed. Some may say 

there is a need to collect more data from landscape architects in private and academic 

practice to balance the data gleaned from public practitioners. However, if research 

financing were prioritized, the most impending need is to begin market research addressing 

the buying preferences (purchase-decision process) of the book buying public. 
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Also, whether a respondent is a public practitioner, an urban designer, or actively 

involved in teaching landscape architecture is not critical to the professional philosophies 

being investigated for development in this travel guide. A person's professional ideology 

is colored by the tasks of his or her current and past work situations but a person in the 

field of landscape architecture deals with such variety that the whole realm of practice is not 

out of their reach. It is not unusual for a Forest Service landscape architect to also do some 

private urban design work, and to also interact with students either in the outdoor 

laboratory of the field or at a teaching institution. Therefore, for the goals of this study, the 

current role of each landscape architect respondent was not believed to be critical to his or 

her landscape ideology or conservation beliefs. 

OBJECTIVE G. Assess the preliminary willingness of the respondents to 

contribute to the guide by submitting information regarding individual 

projects. Request their names and addresses for the project data collection 

stage of the guide's development. 

Of the forms returned (n=128) 83 respondents (65%) expressed an interest in 

submitting individual projects at a later date for inclusion into the guide. Of the Denver 

sample (n=103), 66 (64%) submitted positive replies, while 17 respondents (68%) of the 

Washington group (n=25) showed an interest in submitting a project or projects. This very 

promising response rate by both groups indicates that the respondents not only think the 

proposed travel guide is an idea worth pursuing, but they are willing to contribute 

information for its contents. 

On the back of one of the (Denver) forms requesting project information in the 

future was a typed letter from a landscape architect. It stated: 
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I applaud your efforts in putting this Travel Guide together. Our profession 
is in dire need of widespread exposure in order to bring it out of the realm 
of being thought of as 'glorified horticulture'. 

I would strongly urge you to include equitable balance of private/public, 
urban/rural, large/small, renowned/unknown, white-North-American-male-
designed/women & minority designed, etc. etc. projects as possible. 
Landscape Architecture is so much more than the grand urban plazas built 
for the upper income urban/suburban elite which so often get featured in 
publications. Landscape Architecture is about designing human settlements 
in harmony with the earth as well as bringing people closer to being Earth 
Literate; that is, knowing how best to live in harmony with all living and 
non-living elements of the earth - including other people. 

Sustainable Systems Design, Third World Development, and Earth Literacy 
have been my major areas of focus as a landscape architect. I am not sure 
how one portrays these or other such landscape architecture work in a travel 
guide but I thought it would be worthwhile to express my interests/concerns 
in hopes that it might spark some train of thought in you. 

Thanks for listening. Good luck with the Travel Guide. 

Findings Not Anticipated 

It was not anticipated that some respondents would have such passion for the idea 

of a travel guide as an interpretive and promotional tool for the profession. The letter 

shown above and many other sincere and encouraging comments were written: there were 

no negative comments on any of the forms or in any of the correspondence attached to 

them. 

In looking at the visibility activities of the three selected natural resource societies it 

was surprising that each had a different level of interest in promoting visibility. Wildlife 

biology had the lowest level and landscape architecture the highest. One would think that 

public education about their profession would be a high priority for the membership of 

these societies There is apparently a lack of concern by many natural resource 

professionals about the public's awareness of their profession and its contributions to 

conservation and quality of life. 
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To the researcher the surprising survey result was the responses to the question that 

requested the respondent's recommendation for the audience to which the guide should be 

written. Only 45% of the respondents felt the general public should be the main audience. 

Thirty-six percent selected landscape architects for the audience. It was anticipated that 80 

or 90% of respondents would select the public as the primary audience for the guide. Only 

17% of the Washington respondents (n=29) selected the general public as their first 

selection for the audience, while 52% of the Denver group (n=101) ranked the general 

public as their first choice. With these results it is no wonder that the profession of 

landscape architecture is not known and understood by the majority of the general public, 

if this is truly the attitude of its members. A travel guide would raise the visibility of the 

profession with the general public, but additionally, the research indicates that the 

professionals themselves need to be encouraged to educate the public, interpreting for them 

the goals and principles of the profession. 
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CONCLUSION 

Summary and Recommendations 

The problem addressed in this research is the public's lack of awareness of the 

contributions of landscape architects and other natural resource professionals to the 

complex and inter-related processes of land stewardship. One proposed solution, a travel 

guide to be developed as a communication and interpretative tool for the general public, 

was investigated. The research question that evolved from this idea is: what should be the 

content of the travel guide such that it would increase public awareness about landscape 

architecture and related natural resource professions and their role in land stewardship? 

Principles were borrowed from the fields of marketing and interpretation to create 

development ideas for this travel publication. 

The scope of the study was to conduct the research necessary to make 

recommendations for planning, design, and general content of the interpretive travel guide: 

it excluded collecting information on the specific projects to be included in the guide. In 

using marketing techniques, it stopped after the initial marketing research, which is just the 

beginning of the marketing process. 

Both explaining the role of the landscape architect and other natural resource 

professionals and visiting the sites of exemplary landscape architecture projects was 

explored in a questionnaire. The respondents selected the following types of projects as the 

most valuable for use in the guide: public spaces, historic projects, significant but not 

widely known, recreation area design, rural, and contemporary design projects. The types 

of information about the landscape architecture profession that should be included were 

identified, and these results could be divided into two types: general and specific. The 

general aspects of the profession ranked higher; these include: planning and design ethics, 

overview of the design process, history of the profession, interview with the designer of a 

project, and variety of career options in landscape architecture. The more specific, 
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technical aspects of the profession were ranked lower. This indicates they probably should 

be eliminated or, if used, isolated in an appendix. 

The survey identified the types of professionals that landscape architects feel play 

an important collaborative role in their projects and therefore should be included in the 

guide. The professions most often named were (in descending order): engineer, architect, 

fish or wildlife biologist, ecologist or botanist, and planner. The research also helped to 

define and confirm the knowledge, skills, and abilities that the landscape architecture 

profession can offer the public. Recalling from the Marketing Process and Terminology 

section of this study, "The job of marketers is to 'think customer' and to guide companies 

and non-profit organizations into developing offers that are meaningful and attractive to 

target customers" (Davidow). 

The general public should be the audience for this interpretive guide even though 

the respondents did not select this choice with overwhelming enthusiasm (45%). One could 

conclude (and hope!) that the respondents are interested in raising public awareness, but 

perhaps think that a travel guide is not the most appropriate way to do it. 

The landscape architecture respondents showed emphatic interest in purchasing the 

guide for both their own use and as a gift item for a traveling friend, collaborator, or 

relative. This result reinforced many encouraging personal communications with landscape 

architects during the research. This affirmative finding correlates with book industry 

statistical data indicating that 25% of travel/regional books are purchased as a gift. The 

respondents' eagerness to use it primarily for ideas was unexpected, but travel use did rank 

second and reference and research use ranked third. 

Investigating their preference for the title and appearance of the guide yielded some 

unique ideas. There was not a preponderance of responses preferring a graphic versus a 

photo for the cover, but instead a mix of enthusiastic and creative suggestions. 
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Respondents wrote additional comments regarding the title and appearance on many of the 

questionnaires, indicating enthusiasm for their various suggestions. 

The above results comprise the recommendations from this research for the 

planning and development of the travel guide publication. These conclusions are somewhat 

limited because the sample was composed of mostly natural resource landscape architects. 

Also, the public's needs and wants regarding a book of this nature have not yet been 

investigated. When collected, information from both landscape architects and the public 

would be combined to produce a salable interpretive travel guide that would increase public 

awareness about landscape architecture and related natural resource professions. The goal 

of this effort perhaps is best stated by one of the respondents "... in interpretation we are 

trying to increase their positive experience by giving them understanding, making them 

think, giving them something to remember once they have left and returned home." This 

understanding would lead to appreciation and "through appreciation protection" (Tilden). 

Suggestions for Additional Research 

The next segment of the marketing process for development of this travel guide 

would be to conduct research to determine the preferences and book buying behavior of 

travel guide purchasers. Marketing research would be conducted to determine information 

about the purchase-decision process of members of this target market Important details to 

research are: title and cover design, impulse buying and related purchase:decision behavior, 

the public's preference regarding the use of location maps, site plans and photos, and 

should specific technical aspects of the profession be included (perhaps in a brief appendix 

for the interested reader). This additional information plus that gleaned from the book 

industiy's own statistical research and reports concerning travel/regional guides would be 

used to make final recommendations regarding the product's design. One major decision to 

make from this collective information is how the guide could be divided into smaller 
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segments. Would regional guides be best? Perhaps a marketable way to produce it would 

be to publish a guide to natural resource projects that are within a few hours driving time of 

the most visited cities in the United States. 

If more landscape architects were surveyed, in addition to the general public, 

information is needed from private and academic practitioners. Questions that were not 

succinctly answered by this study could be more fully investigated. The first one is 

regarding ethics. "Planning and design ethics" was selected as the most important topic to 

develop about the profession. The definition of ethics should be clarified if future research 

is conducted. Ethics can refer to professional ethics or, in a broader but not conflicting 

sense, to land stewardship ethics. Also, it is believed that the use of "designer features" 

could have been understood differently by different respondents. This possibly ambiguous 

terminology could be further clarified in additional research. 

Additional research to collect information from natural resource professionals other 

than landscape architects would be beneficial. Including this information in the guide 

would further the public interpretation and educational goals of the publication. Also, it 

would be valuable to determine which techniques the natural resource professional societies 

have learned are successful to increase the visibility of their members. 

A study to clarify public awareness of the natural resource professions would be a 

research topic well worth pursuing. Just what does the public know about the role and 

contributions of these professions? When visiting an exemplary project what details should 

be included in the guide to "increase their positive experience by giving them 

understanding, making them think, giving them something to remember once they have left 

and returned home"? 
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Implications 

The information gleaned from this research is valuable to the natural resource 

professional societies. The public relations manager for the American Society of 

Landscape Architects has already requested a summary of the data. She felt that what 

landscape architects think is important about their profession is vital information. 

Marketing professionals in the publishing industry may also be able to benefit from 

this study. "While great devices are invented in the laboratory, great products are invented 

in the Marketing Department" (Davidow). A unique book idea, with the initial development 

research already completed is a starting point for a new offering, or even a series of natural 

resource-related travel guides. 

Finally, this information can be used as the background research necessary to seek 

grant funding for the guide's development. Funding can be used to either continue the 

marketing research or to finance the collection of project data. 

Landscape architects have the knowledge, skills and abilities to communicate and to 

mediate between the people and the resources. Landscape architects are also well 

positioned to be the intermediaries and the applied ecologists of the natural resource 

professions, emphasizing ecology and balance. This belief should drive the development 

of this long overdue publication. A respondent wrote: 

"Good luck in this endeavor—certainly worthwhile—especially 

if when people visit these selected sites they are seeing 

'landscapes of hope' to gain a sense of connectivity with the 

land and thus responsibility." 
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APPENDIX A: HYDROLOGY 
PROFESSIONAL BROCHURES 

Published by the Universities Council on Water Resources 

is#®» 

UCOWR 
Universities Council 
on Water Resources 

universities united to encourage 
education and research 
in water resources 

4543 Faner Hall 
Southern Illinois University 
Carbondale, Illinois 62901 
(618) 536-7571 
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Career Opportunities 
In •. 

Water Resources 

Universities Council on 
Water Resources 

Third Edition 
1993 
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APPENDIX B: WILDLIFE BIOLOGY 
PROFESSIONAL BROCHURES 

Published by The Wildlife Society 

A 
Wildlife Conservation 

Career 
For You 

The Wildlife Society, Inc. 
5410 Grosvenor Lane 
Bethesda, MD 20814 
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APPENDIX C: LANDSCAPE ARCHITECTURE 
PROFESSIONAL BROCHURES 

Published by the American Society of Landscape Architects 
and SWA 

ASLA DECLARATION ON ENVIRONMENT AND DEVELOPMENT 

"The world is moving into a phase when landscape architecture may 

well be recognized as the most comprehensive of the arts. The reasons 

for this are three fold: 1. the existing delicately balanced order of 

nature within the biosphere, or protective envelope of the planet, is 

being disturbed by the activities of man, and it seems that only his 

own exertions can restore a balance and ensure survival; these 

exertions call first for ecosystems that are no more than a return to 

an efficient animal state of sustained existence; and 3. man's destiny 

being to rise above the animal state, he creates around him an envi

ronment that is a projection into nature of his abstract ideas." 

"The first has aroused an intuitive urge in biological man 

and caused the 'green revolution', so described at the Stockholm 

Conference on Human Environment, 1972; the second has encour

aged comprehensive ecological planning by experts; and the third is 

promoting a landscape art on a scale never conceived of in history." 

Jeffrey A. and Susan Jellicoe 

The Landscape of Man: Shaping the Environment from Prehistory to 

the Present Day 

l!l?o 
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: Material appears 
In English and Japanese 

P R O C E S S  
: A r c h  i  t e c t  u  r e  

103 
• 1030 l992*5fl1B*fi 
•fllBIORH ••059* 11 155 

Landscape Design and Planning at 

The SWA Group 
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APPENDIX D: DATA BASES SEARCHED 

1. ABI-INFORM 
American Business Institute, 800 academic management, 
marketing, and business journals 
Jan 1989 - present 

2. AGRICOLA 1984-12/91, FY92 and GY92 access to the 
Bibliography of Agriculture 

3. CAB Abstracts 
coverage of agriculture and related areas of applied biology. 

4. Compendex Plus 
Engineering literature, CD ROM network 
1990-1992 

5. CRIS/ICAR (November, 1991) 
USDA current research ongoing 

6. ERIC 
journals and research reports in the Educational 
Resources Information Center bibliography 

7. Expanded Academic Index 
comprehensive coverage of interdisciplinary information for social 
sciences, humanities, and non-technical sciences. Indexes 960 journals 
plus The New York Times 

6. General Science Index (Database 55) 

7. NTIS 1990-1992 
citations and abstracts of technical reports disseminated 
by National Technical Information Service 
federally funded research 
1985 - present 

8. PAIS indexes books, articles, and government documents dealing with public 
policies and social issues. 
Public Affairs Info Search - public policy 
Quicksearch 
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APPENDIX E: SURVEY QUESTIONNAIRE AND 
INSERT 

TT1BA VEIL, OTHDI 
Lsusi(sl§@&ip)© AinelMttoff i lHi iHr© f t f ia© 0=i»  

Marketing Survey for Landscape Architects 

A travel guide to landscape architecture in the United States is being developed. 
The guide will be a survey of the great variety of wonderful projects that 
landscape architects do and the contributions they make. All of the projects in 
the travel guide will have had landscape architecture involvement. They will 
be grouped by region. The guide will emphasize diverse project types, 
interdisciplinary works, ecological integration, artistic expression, and socio-
cultural factors. This project aims to increase public awareness and 
appreciation for the profession of landscape architecture while also serving as a 
reference for the field. 
Your answers to the following questions will be very helpful in designing the 
travel guide. Your ideas are vital to the success of the project. Thank you for 
your help. 

1. Which types of projects would you like to see included in the guide? 
Very Not 

Important Important 
contemporary (after about 1962) • • • • • 
historic (before 1962) • • • • • 
widely publicized • • • • • 
significant, but not widely known • • • • • 
award winning projects (ASLA. Forest 

Service. NPS, other agency or 
community awards) • • • • • 

projects/plans that include: 
community involvement • • • • • 
universal design • • • • • 

public spaces • • • • • 
private spaces • • • • • 
urban projects • • • • • 
rural projects • • • • • 
site art projects • • • • • 
post-modern designs • • • • • 
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Very Not 
Important Important 

recreation area designs • • • • • 
interdisciplinary projects • • • • • 
public planning projects • • • • • 
visual resource management examples U • • • • 
scenic byway plans • • • • • 
wild and scenic river plans • • • • • 
other • • • • • 

• • • • • 
2. List some of the skills, knowledge, and special capabilities of a landscape 
architect which could be discussed in the descriptions of selected projects: 

3. In some landscape architecture projects other professionals play an 
important role. List the other professions which you think should be mentioned 
in project descriptions where applicable: 

4. If a team approach was used on a project should this be mentioned? 
Yes No Why? 

5. Which of the following would you like to have in the guide while using it? 
locat ion map Yes No 
photo(s)  Yes _  No 
s i te  plan Yes No 

Yes No 

Yes No 

6. Order the following possible audiences you think this book should be written 
for. Start with number 1 as the most important audience. 

general  publ ic  t ravelers  
s tudents  
career  counselors  
landscape archi tects  
other  re la ted design professionals  
t ravel  agents  and touring groups 
other  
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7. Short vignettes of information about the profession may be included in the 
text or in an appendix. Which of the topics below would be most useful in 
describing the profession to the public? 

Useful Not at all 
Useful 

history of the profession • • • • • 
educational requirements for LA degree • • • • • 
variety of career options in LA • • • • • 
registration requirements • • • • • 
description of ASLA • • • • • 
planning and design ethics • • • • • 
overview of design processes • • • • • 
definition of design vocabulary • • • • • 
drawing types from conceptual to 

working drawings • • • • • 
how to work with a landscape architect • • • • • 
interview with the designer of a project 

featured in the travel guide • • • • • 
interview with a user of a project 

featured in the travel guide • • • • • 
others of your choice: 

• 
• 

• 
• 

• 
• 

• 
• 

• 
• 

Because space will be limited, please review the above items (in question 
number 7) and circle the five you think are most important. 
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8. Do you think "designer features" should be used occasionally to provide the 
opportunity to be "up close and personal" with a member of the landscape 
architecture profession? Yes No 

9. If "designer features" are used, do you think people selected should be the 
famous and acclaimed of the profession or a cross section of all landscape 
architects? Famous Cross-section 

1 0. How often would you use this guide for: 
Extremely Never  

Often 
t ravel  • • • • • 
reference and research • • • • • 
ideas  • • • • • 
teaching • • • • a 
nthnr • • • • a 

1 I. Based on the description provided and the information in this survey, how 
interested would you be in purchasing a travel guide for: 

Not a t  a l l  
Interested Interested 

yourself  • • • • • 
a cl ient  • • • • • 
a gif t  for  a  relat ive • • • a a 
a gif t  for  a  t ravel ing fr iend • • • • • 
a col laborator  or  team member • • • • • 
nlhpr • • • • • 

12. What would you title this guide to the landscape architecture of the United 
States? 

13. What photo or graphic would you use on the cover to portray the "essence" 
of the profession? 

14. What is ttie primary focus of your landscape architecture activities? 
private  pract ice  not  current ly  working as  an LA 
publ ic  pract ice  s tudent  
academic other  

15. If you specialize or are interested in a particular area of landscape 
architecture, how would you explain this specialty to a person who is not a 
landscape architect? 
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TRAVEL GUIDE 
to Landscape Architecture in the U.S. 

After you finish the survey, please complete the following: 

Name: Position 

Address: Phone: Ofc -
Res -

Would you like to be a contributor to the guide, i.e. nominate and briefly 
describe a project or plan? Credits will be given to all contributors. 

Project  in  your  c i ty  or  s ta te  Yes. .No.  Project  name: .  
Locat ion:  

Project  in  your  area of  special izat ion,  
research,  or  special  interest  Yes .  .  No .  Project  name:  

Locat ion:  

Short  descr ipt ions in  your  area of  
special izat ion,  research,  or  
special  interest  Yes No.  

Your project  or  one of  your  f i rm/  
agency/organizat ion Yes No.  

Project  name:  
Locat ion:  

Project  name:  
Locat ion:  

PLEASE RETURN THIS SHEET AND YOUR SURVEY TO THE 
REGISTRATION DESK.  THANK YOU.  

SARAH DAVIS 



APPENDIX F: SURVEY QUESTIONNAIRE 
FREQUENCY OF RESPONSES 

7. Short vignettes of information about the profession may be included in the 
text or in an appendix. Which of the topics below would be most useful in 
describing the profession to the public? 

Useful Not at all 
Useful 

history of the profession • 5/ •24 • 7 • 1 

educational requirements for LA degree • 2-& • 32 •44 •32 • II 

variety of career options in LA • +& Qz.5 • 19 • 7 

registration requirements n /(« • /& • 57 • 45 • 24 

description of ASLA • 9 • I2> •Z8 •53 • 36 

planning and design ethics • 73 •44 • it a~i • z 

overview of design processes • &o Qzl • /o • & 

definition of design vocabulary •31 •40 • 40 • 17 • fe 
drawing types from conceptual to 

working drawings • M •49 • 35 • 20 • 5 

how to work with a landscape architect •  31 • 41 • 53 • 20 • H 

interview with the designer of a project 
featured in the travel guide • 4b QSo •32- • l! • 5 

interview with a user of a project 
featured in the travel guide • 4U QSO • 20 • 15 • fc 

others of your choice: 
•  a • • • 

• • • • • 
Because space will be limited, please review the above items (in question 
number 7) and circle the five you think are most important. 
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Which types of projects would you like to see included in the guide? 
Very Not 

Important Important 
contemporary (after about 1962) Q 70 Qsi Qc7 • £, Q z. 
historic (before 1962) Q 80 Q& Q& • I 
widely publicized Q25 Q'H Q19 Qio • )-*> 

significant, but not widely known Q73 Q53 Qis QZ. • | 

award winning projects (ASLA, Forest 
Service. NPS, other agency or 
community awards) 

projects/plans that include: 
community involvement 
universal design 

public spaces 
private spaces 

• fel • 56 • 2 3 • 6> • 3 

• 5t • 50 • 55" •z • o 
• fcl •41 • zz. • 4 • z. 

• 80 Q5& • 7 • 1 • o 
• 31 Q5Z • 53 • '? • 7 

urban projects •4(® • » • Z.7 •  lo • 5 

rural projects •&? (a •51 • z| • o • o 
site art projects •z& • 44 • 41 • Z2- • 7 
post-modern designs Qzo • 55 • 50 . •  & 
recreation area designs •63 •tr? • IZ. • 3 • o 

interdisciplinary projects •56 •50 •*5 • 3 • 1 

public planning projects •  42- • frZ. • M • 4 • 0 

visual resource management examples • foZ •551 • z| • 5 • 1 

scenic byway plans • 55 •5fc • 11 • H • z. 

wild and scenic river plans •46 • 57 •26 • II •  o 

other • • • • • 

• • • • • 



APPENDIX G: CONSUMER RESEARCH STUDY ON 
BOOK PURCHASING 

1991-1992 Consumer Research Study 

On 

Book Purchasing 

Prepared by 
The NPD Group, Inc. 

for 
American Booksellers Association, Inc. 

Association of American Publishers, Inc. 
Book Industry Study Group, Inc. 

January 1993 
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TRAVEL/REGIONAL 

Consumer Adult Book Purchasing -
Travel/Regional 

Treno m Number of Adull Books Purchased 

I Percent Changs | 
1992 va 1991 I -12 

Mast Market 

Trade Paper 

Hard Cover t 

The small Travel/Regional subject category 
was the only area of the book industry to 

decline significantly in number of books pur

chased, 1992 vs. 1991. 

Consumer Adult Book Purchasing -

-<js! 
Travel /Regional  

irmat Shares of Book Marl 

•jEHBtiCcw n Trade Paper —MassMarka 

88 Percent ofal 
Books 

Purchased 

91 

11 
T&sr 

8— 
1992" 

Fully 91% of Travel/Regional books are 

purchased in the trade paper format. This 
share is up from an 88% level in 1991. 
Hard cover's- share, on the other hand, has 
declined to 8% of this category. 

Consumer Book Adult Purchasing -
Travel/Regional 

Price Poirt Level Dstnbiten 

$15.00-24.99 

$10.00*14.99 
33% 

S25.00+ 

<$8.00 
$8.00*9.99 

Esutv Boos rem Lea) Sooi scmRcnwaneaai CUs 

About a third of Travel/Regional books pur
chased fell into the $10.00 to $14.99 price 
range, while for nearly another third, con
sumers were willing to pay $15.00 to 

$24.99. 

Consumer Adult Book Purchasing -
Travel/Regional 

Pnce Port Distribution Trend 

<$5.00 n 2 

SS. 00-7 39 e 

S8.009.99 

$10.00.14.99 

S15.0044.99 

14 
15 

_ 20 
18 

nr 
345 

117 

H2 

The $10.00 to $14.99 range decreased last 

year while Travel/Regional book purchasing 

at the $15.00 to $24.99 price point almost 
doubled. 

Subject Category Oven'k'w 
82 " 
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Consumer Adult Book Purchasing -
Travel/Regional 

1992 Purcnase Motivation_ 

Subjects 

Recommended || 5 

On Sal* 14 

ReviewiBest Sailer List 13 

Author's Rep 13 

Advertisement 12 

Physical AppearanceiO 

Saw Show on Book 10 

OtherJ|5 

Percent of Books 
Accounted lor by 

Particular Reasons 
for Purchase 

The subject itself was the most frequent mo
tivation to purchase a Travel/Regional inter
est book, accounting for 79% of this 
category's purchasing. The next largest 
purchase motivation was "recommended," 
but accounted for only 5% of Travel book 
purchases. 

Consumer Adult Book Purchasing 
Travel/Regional 
Ptarmng and Recipient 

Percent of Afl 
Books Purchased 

62 62 

About a quarter of Travel/Regional books 
were purchased as a gift. Over one-third 
were bought on impulse. These proportions 
are fairly consistent with observations 
across all categories. 

The following demographic review will prove 
to be somewhat less stable, year to year, 

than seen for other subject categories. This 
variability is related to the size of the Trav
el/Regional area...the smallest of the sub
jects under scrutiny. It becomes necessary 

to view the individual classification details 
with less precision, to search for patterns 
and ignore exaggeration in order to make 
use of the information which is available. 

Consumer Adult Book Purchasing -
Travel/Regional 

Age ol Purchaser 

2 12 

B 
Percent of 
Accounted For 

Specified 
Groups 

«25 25-29 30-34 35-39 40-44 45-49 SO-54 55-64 65t 

The proportions of the Travel/Regional in
terest category accounted for by each age 
group show the 30 to 49 year old groups to 
be the strongest compared to age distribu
tion for the industry as a whole. The share 
held by the senior purchasers, at 11 %, is 
under an overall industry buying rate of 
14%. 

Consumer Adult Book Purchasing -
Travel/Regional 

Heavy Purchaser indices: Household Income 

335" 
, IndcnOnr HCkMncfy 

ACo»*Ai«nq«Boo* 
PmJ— i Group* 

147 141 ! 

49 44 

Households with income levels over 

$50,000 showed high purchaser indices for 
the Travel/Regional subject category. 

Subject Category Oveiviw 
83 ' 
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Consumer Adult Book Purchasing -
Travel/Regional 

Heavy Puchaser Indioes: Household See 
Mofowno 

Mo(*CMtiJcr> tf BadaOatulcn d Hautfvti Rpiiaan 

Consumer Adult Book Purchasing -
Travel/Regional 

Heavy fattafier kidioes: Ooapation of Male Head 

hdonOottcn d BcdaQat&An d Haatfttl 

As is seen for so many other subject cate
gories, one-member households are the 
high index purchasers. The percent of this 
subject category's books that the group ac
counts for is nearly double the group's pro
portion in the population. Additionally, this 
skew showed a positive direction from year 
to year. 

Consumer Adult Book Purchasing -
Travel/Regional 

Heavy Puthaser Indices: Education of Male Head 
MtBO«rtnfefcr% 434 Wu«»»iV»a> 

10332' 

177 180 J 24 35 48 foisSlBIMl 

<$' 

hdanOtttukn d BodoOatoulan d HxatttM 

rf 
/•V 

Households headed by males with college 
and post graduate educations are the high 

index purchasers of Travel/Regional books. 

Households with male heads in profession
al and managerial occupations exhibit the 
highest purchase index for Travel/Regional 
books. The student and the military oc
cupations both continue to show high vari
ability due to small sample size. 

Consumer Adult Book Purchasing -
Travel/Regional 

heavy Pircftaser hdces: Census Region 

/ / / / / / / / /  
s <-///.// ' 

MBPOatajkil 0 BodaOMUlai d RjiMsi 

Due to the small sample size for the Trav
el/Regional category, an unstable pattern of 
change is seen for the census region mea
sure in this category; nearly every group is 
exhibiting sizable changes in purchasing 
level from year to year. There is a discern

ible skew in the standard bi-coastal direc
tion, but the variability is so strong that 
further analysis is difficult. 

Subject Category Overview 
84 
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Consumer Adult Book Purchasing 
Travel/Regional 

Heavy Purchaser Indices: Market Size 

tdtt* Qstukn a aoooQsrtukJi a maaxc fttum 

High purchaser indices are seen in the 
large metropolitan area for the Travel/Re
gional category, as is typical for books over
all. The purchaser index within the largest 
urban unit, 2.5 million population and great
er, is expanding year to year. 

Subject ('citegory (hvrview 
85 
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