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Sutroduction

Marketing and retailing are responsible in large part for propelling the economy
after the WWII and Korean War period. Consumer-oriented retailing has become one
of the dominant factorsin our society. This $3 trillion dollar segment of our economy
provides goods and services to our citizens at a lower cost than anywhere else in the
world. But, aswith any discipline or activity that is new, huge amounts of information
about retailing have been treated as proprietary trade information and have not been
general knowledge. Consequently, despite the significant role signs have played in
promoting consumer benefits through competition, few have realy understood their
importanceto the economy or thelevel of sophistication that hasevolvedintheindustry.

Sign codes bring the urban planning profession and the marketpl ace face to face.
It has not always been a pleasant encounter. Over the past forty years, the urban planning
educational community has promulgated anumber of mythsabout signage. Their purpose
has been to convince local planners and regulators that restrictive sign regulations will
bring certain benefits to a community. But the planning educational community has
little understanding of the role that commercial communication plays in the level of
success which businesses have in providing American consumers with low-cost retail
goods and services.

In this document we will carefully examine each of the great signage myths

proclaimed as fact by the planning educational community. But first, we will explain
briefly what signs are, the functions they perform, and the industry that produces them.
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Signs come in many shapes, colors, and sizes. As an art form,
their variety is limitless, and their aesthetic qualities can turn an
ordinany cityscape into a visually stimulating and attractive
destination.
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