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I. INTRODUCTION 

 

 Galveston Island has always found itself as a point of intersection. Geographically 

it sits at an awkward angle along the coast of Texas, where it developed a naturally 

occurring deep water harbor, which would become key to its livelihood and regional 

importance. Socially and commercially, the harbor would provide another intersection 

where history and business opportunities would cross with resident and visitor needs 

(Cartwright, 1998, p. 137-138). These convergences now find a contemporary city where 

its history has been relatively safeguarded while geography has proven beneficial to 

business, enticing to the guest, and home to the resident.  

Statement of the Problem 

As heritage tourism continues as a leading reason for travel (Gray Research 

Solutions, 2019), it is vital to identify a destinations’ strengths and how one can use those 

strengths to offer unique opportunities and economic incentives to community members 

and visitors. Currently, there does not exist a “road map” or “workbook” to aid heritage 

communities in marketing themselves by utilizing best industry practices and proven 

research strategies. This thesis intends to address critical needs in heritage tourism 

communication using Galveston as a subject (See Page 33). The needs identified are 1) 

geographic limitations in experience, 2) community overlook, and 3) modernization of 

messaging.  

Stakeholders considered in this process are (See Pages 34-37):  

1. Tourist – Galveston welcomed over 7 million tourists in 2019, with 2022 

numbers on track to break those previous numbers. The impact of tourists on 
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the local economy and community residents can’t be overstated. 

2. Park Board of Trustees – Galveston’s Park Board, which oversees the 

convention and visitor’s bureau, has the most natural ability to support and 

showcase heritage assets to tourists and support residents. 

3. Resident – The residents of not only Galveston but any tourist favored 

destination are the foundation of story and community history. These 

stakeholders can contribute significantly to heritage tourism assets. 

4. Galveston City Council – As the leading representatives of their island 

constituents, council members provide a crucial connection between 

community needs and tourist demand. 

The creative outcomes of this thesis are a communications “workbook” using 

Galveston Island as a case study which incorporates the usage of existing creative spaces 

and community stories through branding and marketing examples, multi-layered event 

ideas, and experiential opportunities other historic communities can utilize. The 

completed “workbook” will give actionable items for other heritage community’s 

considerations with three main areas of focus: moving the visitor experience through the 

community, general branding considerations, and ideas for developing tiered 

programming opportunities. This “workbook” will also give an actionable path of 

implementing core elements, assisting in usage. Once used, the items outlined above will 

allow other heritage tourism-focused communities numerous ways to offer a deeper 

connection with the stories, programs, and people of their unique locations.  
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Historical Context 
 

Once known as the Wall Street of the South or Ellis Island of the West, the people 

of Galveston Island defined themselves early on as a critical location for rapidly 

expanding business and enterprise (Mfon, 2005). The path to this pivotal early success 

can be traced to the island’s relationship with water. Founded in 1838, Galveston 

established prosperity through a natural deep-water port, expansion of trade routes 

throughout the region, and development of industry, such as cotton, in the decades 

leading up to the Great Storm of 1900 (See Page 23). The people of Galveston Island 

would find themselves as a fundamental piece of the state and region’s growth and 

diversity, welcoming hundreds of thousands of immigrants worldwide who would settle 

locally, move regionally, and establish themselves nationally. In 1890, Galveston Island 

became an economically competitive port with the establishment of a 6.2-million-dollar 

congressional appropriation to deepen the harbor. The “Deep Water Jubilee” launched 

Galveston Island into the early stages of tourism (See Page 22), including local festivals 

like Mardi Gras and celebrations like the Jubilee Saengerfest, 3. In the 20s and 30s, 

events like the Pageant of Pulchritude and Bathing Girls Revue were said to have tripled 

the island’s population, leading to the cultivation of a resort lifestyle in the 50s and 60s 

(See Page 24). During this era, Islanders saw numerous hotels, clubs, and recreational 

opportunities emerge with mobile-friendly tourist development. Continuing through the 

late-60s and into the 70s, the result of a more robust tourist-focused outlet for Galveston 

was at odds with the historic core of the island. With many areas central to the 

development of island tourism now out of architectural fashion and attention, a new 

vision for a post-modernist Galveston was needed. 
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In the mid-70s, a group of local supporters and Galveston Historical Foundation 

staff hired San Antonio-based architects and planners Ford, Powell, and Carson to 

develop a study outlining strategies and considerations for Galveston’s Strand District 

(See Page 26). The Strand Restoration & Revitalization (SR&R) was an outline to build 

design opportunities, infrastructure concerns, and economic prospects and created a 

roadmap for leveraging historical assets for future preservation, development, and 

tourism. By the early 80s, the SR&R plan had established itself as a foundational asset to 

preserve and protect an endangered area of Galveston Island’s architectural history and 

revitalize community and tourism. Two other plans, the 1975’s Action Plan for The 

Strand by Venturi and Rauch and 1983’s Action Plan for The Strand II by Ford, Powell, 

and Carson, built on the success of the SR&R plan and paved the way for the continued 

programming of the Strand. Galveston residents, GHF staff, and hoteliers continued 

developing historic assets, experiential offerings, and island investments until Hurricane 

Ike, a Category 4 hurricane which caused $38 billion in damage, made landfall on 

Galveston Island on September 13, 2008 (See Page 27). When viewed together (See Page 

29), Galveston’s historical context shows a steady progression from colonization to 

today’s Juneteenth opportunities and can be divided into three main areas; founding, 

revitalization, and present-day. 

Current State of the Market 

The establishment of resorts on the west and south side of the island, historic-

focused opportunities in the island’s center, and a port and cruise terminal on the north 

have created tension in understanding and sharing historic assets (See Page 31). These 

siloed attempts to market and revitalize the island may work for solo projects or defined 
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areas but do not offer a comprehensive strategy to build community, preserve history, and 

promote tourism (See Page 28). The lessons learned through Galveston’s revivals and 

developments are an ideal case study to gain valued insights into the creation of a 

cohesive communications plan for other heritage tourism communities and leverage 

historic assets for community well-being and tourism growth.  
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II. PRELIMINARY RESEARCH 

 

 This thesis’ preliminary research, specific to Galveston Island, focuses primarily 

on two timeframes, the previous efforts of the early 1970s and the current day. Previous 

efforts researched include plans from Ford, Powell & Carson, and Venturi and Rauch. 

Contemporary studies include numerous Park Board studies and local stakeholder 

reports. These two timeframes represent the best eras of dramatic change in the tourism 

community. They are bookended by a robust 1970s preservation movement and today’s 

rapidly changing island offerings in experience and market.  

Previous Efforts 

The Strand Restoration & Revitalization, released in August of 1974, was the first 

formal attempt by community members and preservationists to identify, protect, and 

commercialize a core section of Galveston’s historic and at-risk architecture. Authored by 

Ford, Powell & Carson, Texas’ leading architectural preservation firm at the time, it 

presented a collection of concepts which could be applied to The Strand National Historic 

Landmark District. The study identifies economic opportunities, visual ideas, restoration 

issues, and environmental considerations in the hopes of saving “…one of the finest 

streets of its kind in the United States” (Powell, 1974, pg 3.)  

A year later, noted architectural and planning firm Venturi and Rauch was 

commissioned to provide “policy and design recommendations for the revitalization of 

Galveston’s historic Strand area” (Scott Brown, 1975, pg. 2). Their Action Plan for The 

Strand coincided with numerous projects highlighted during the United States 

Bicentennial. “Juxtaposing the new and vital with the old and symbolic will help The 
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Strand to become, not a museum but a real place that enhances the life of Galveston’s 

citizens and dramatizes the experience of its visitors” (Scott Brown, 1975, pg. 8). Similar 

to the 1974 study, this document contained similar considerations for market 

opportunities, economic feasibilities, and design. 

Ford, Powell & Carson returned in 1983 with their Action Plan for The Strand II. 

This document served as a review of the successes of the earlier plans while looking at 

the development of surrounding geographic and commercial clusters. These areas: 

waterfront, pier, hotel, and others, closely resemble much of today’s downtown and 

included plans for pedestrian linkages, funding opportunities, and development 

opportunities, among others (Ford, 1983).  

Contemporary Efforts 

Most recent research efforts come from a selection of studies initiated by 

Galveston’s Park Board of Trustees. The Park Board is a governmental entity created by 

a special act of the Texas Legislature in 1962 for the purpose of directing all tourism 

efforts for Galveston.  

Gray Research Solutions conducted a year-long study of tourism impact during 

2019. This year-long study identified seasonal messaging opportunities and critical target 

markets. Their Galveston Tourist Market Research: Findings and Insights, Insights for 

Galveston’s Attractions Partners, and Insights for Galveston’s Hotel Partner were 

utilized in this thesis.  

 

In 2000, market research consultants Longwoods International were contracted to 

study resident sentiment on numerous tourism-related efforts with a goal of 
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“understanding where public opinion lies from both positive and negative perspectives, 

destinations can work more effectively with local partners to increase support for tourism 

development efforts” (Longwoods International, 2020, pg. 28). 

Destination Sustainability, a June 2021 report by JLL, focuses on offseason 

opportunities and overall positioning. “The study found that overwhelmingly, the local 

community is supportive of the industry. At the core of the community’s concerns are 

areas of traffic and congestion, home-sharing policies, and the environmental protection 

of the island’s natural assets” (JLL, 2021). 

Finally, a 2019 report Our city. Our Future. by Vision Galveston, a community-

building nonprofit, focuses on recommendations on coastal resilience, walkable 

considerations, and visitor/resident needs and how they can co-exist. This report was not 

commissioned or part of the previous Park Board studies.  

These collected studies offer a framework to view overall successes and 

shortcomings (See Page 42) with consideration on pre-covid analytics, collected data on 

where visitors are from and where they travel once on island (See Page 32), and emerging 

views on how the island has responded to covid-related impacts. Early indications for 

post-pandemic impact to Galveston’s tourism economy have shown a robust increase in 

short-term rental and a state leading hotel occupancy rate, indicating that the island’s 

location near water, and proximity to Houston, have left it in a favorable position (JLL, 

2021). When reviewed together, this preliminary research serves as a foundation to utilize 

problem solving methodologies for further development. 
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III. METHODS 
 

 
 

Design Thinking Methodology, an iterative process consisting of five steps (See 

Page 19), is the primary method used in this thesis. First described by Nobel Prize 

laureate Herbert Simon in his The Sciences of the Artificial, DTM is a solution-based 

approach to problem-solving which re-frames the issue in numerous human-focused 

ways. As IDEO CEO Tim Brown explains, “Human-centered design thinking—

especially when it includes research based on direct observation—will capture 

unexpected insights and produce innovation that reflects what consumers want more 

precisely. (Tim, 2008)” Although this method has multiple variations, this thesis utilizes 

the model developed by the Hasso-Plattner Institute of Design (HPID) at Stanford, which 

utilizes the five steps referenced above instead of IDEO’s three step method consisting of 

inspiration, ideation, and implementation (IDEO Design Thinking, n.d.). 

Using the HPID DTM, a secondary data analysis was conducted on the following 

studies to appreciate better and understand the current issues of Galveston residents, 

visitors, and developers: 1) JLL’s Destination Sustainability Study Summary and 

Recommendations, June 2021; 2) Longwoods International’s Galveston Resident 

Sentiment Toward Tourism, July 2020, and 3) Vision Galveston’s 2019 Measure 

Galveston Report. These sources (See Page 21), all represent current data across many 

local markets and objectives, including heritage tourism impact. This thesis followed an 

analytic expansion typology for the secondary data analysis to ask new questions not 

developed in the original studies. Following the typology of Hinds, Vogel, and Clarke-

Steffen, the analytic expansion 1) found different research questions from the primary 
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study; 2) used a subset of cases chosen from the preliminary study to provide focused 

analysis, and 3) reexamined a concept not addressed in the primary studies.  

These studies, along with numerous supporting works, were used to establish a 

base for efforts, beginning in the 1970s, which directly contributed to the current market. 

Additionally, recent data focusing on visitor traffic, hotel stays, market reports, and 

surveys were used to juxtapose today’s community against those early works. To further 

this work, the DTM steps set a framework of peer comparisons of New Orleans, 

Philadelphia, Charleston, and Boston (See Page 38-41), while utilizing research to ideate 

the three main points of 1.) Moving The Visitor Experience (See Page 44); 2.) 

Community Branding Considerations (See Page 45); and 3.) Tiered Programming (See 

Page 46); and prototype before reaching initial results.  

 

  



 

11 

IV. RESULTS 

 
 

In the early 1970s, a strategic and concerted effort was made to save, rehabilitate, 

and support a crucial piece of Galveston’s community and architectural history. The 

results of these plans were largely successful in their intent. Buildings were saved, 

attractions were created, and economic return was realized. Today’s Galveston faces new 

issues unforeseen almost 50 years ago and reflect concerns found in other historic 

communities. In response to this, supporting concepts found in the associated workbook 

designs utilizing the findings from the DTM and understanding the shortcomings of 

previous efforts. To address previous revitalization efforts and newly emerging 

opportunities, three focus areas are identified to realize future results; these three areas 

are 1.) Moving The Visitor Experience; 2.) Community Branding Considerations; and 3.) 

Tiered Programming. 

Moving The Visitor Experience 

 Plans like those referenced in this thesis were not uncommon across the United 

States in the early 1970s, and similar models can be found today. Boston’s Faneuil Hall 

Marketplace, San Francisco’s Ghirardelli Square, and the Baltimore Harbor all excelled 

at focusing on geographically minded areas. Known as “festival marketplaces,” this 

design concept originated in the 1970s by James W. Rouse and the Rouse Company, 

(Browning, 1989). It proved successful in Galveston with its connection to the 

neighboring harbor. The drawback to these geographic centers of tourism is other stories 

of community and history don’t get the same amount of focus, and other areas which 

could be tourist-friendly suffer from a lack of tourism or, worse, competing marketing 
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dollars being spent to drive traffic in different directions. Today’s model of what was the 

“festival marketplace” isn’t sustainable and many of the communities who found success 

and served as a model of this concept now are finding themselves unable to find current-

day success (Metzger, 2001). For heritage tourism-based communities to thrive, a more 

robust support structure for sharing stories, programming, and events outside of these 

areas must exist (See Page 48-53). 

Community Branding Considerations 

 Galveston is no stranger to recovery after traumatic events. In the past two years, 

when other communities were struggling with COVID, Galveston saw tourism trends 

well above other destinations in the region and nation. Cultural Heritage Tourism not 

only brings a specific visitor, but it’s also proving to be surprisingly adept at being more 

resilient to disaster. Primarily fueled by its beach, those visitors looking for outside 

experiences found a place to visit in Galveston. This trend highlights the need to bring 

community stories to areas not initially associated with that location as part of a larger 

Sustainable Heritage Tourism plan (See Page 54-62). Utilization of the Seawall as a 

backdrop for historically minded murals, specialized driving tours of public sites, 

implementation of digital kiosks in heavier tourist areas, and programming put in spaces 

and places not traditionally considered for them are all pieces of a more significant 

consideration to help tell essential community stories in places people are and to safely 

encourage visitors to expand their relationship with the overall city.  

Tiered Programming  

 Visitor experiences can no longer be a one-stop focus. Today’s tourist looks for 

experiences which touch on larger brand values while conveying multiple opportunities 
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to engage with the history of the community (McNulty & Koff, 2014). Implementation of 

tiered programming opportunities, where multiple layers of activities can be explored in 

one central point of attraction (See Pages 64-65), offers ways for the guest to find paths 

which are relevant or interesting to them as an entry point to a more significant. The onus 

for this now falls to the organizations, convention and visitors’ bureaus, and marketing 

teams to offer multiple paths to deeper connection and story. It also requires those 

effecting change to view historical considerations not as a barrier but as an explorable 

framework. Although Venturi and Rauch wrote this regarding The Strand, the same 

principles can move to a more significant focus. 

These goals in themselves begin to evoke a distinct character and image for The 

Strand and suggest types of action needed for their achievement. They should not 

be considered as restrictions to inhibit would-be developers but rather as 

guidelines and signposts for the high quality of development that The Strand 

needs to make its rehabilitation economically feasible (Scott Brown, 1975, pg. 2). 

 Large scale events and festivals can base themselves on supporting historic architecture 

and space (See Pages 66-67), incentives for short-term rentals to promote and engage 

with civic storylines and interests can be realized, and community stories like 

Galveston’s Juneteenth can find multiple touchpoints with resident and visitor to share a 

more significant cohesive connection across the city. 
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V. CONCLUSION AND FUTURE RESEARCH 

 
 

This thesis has successfully presented the process by which heritage tourism 

communities can utilize the developed workbook approach to address communication 

needs (See Page 69). By using Galveston Island as a model, the finalized approach will 

identify a destinations’ assets and how communities can use those strengths to offer 

unique opportunities with economic incentive. Utilizing the DTM, three main focus 

points emerge for identification: 1) geographic limitations in experience, 2) community 

overlook, and 3) modernization of messaging.  

Although this thesis focuses primarily on the tourist and community’s relationship 

to Galveston’s Victorian history, it shouldn’t stop there. Building on the first iteration of 

this workbook is key to long-term effectiveness of the initial plans and work. Future 

research should include reviewing and updating the workbook with components of the 

island’s mid-century modern architecture, modernist approaches to Victorian architecture 

and spaces, and, more importantly, the impact of African American history on the island. 

With Galveston being the de facto birthplace of Juneteenth, countless opportunities exist 

for contemporary placement of African American history to take center stage, utilizing 

pieces from this workbook as the driving force to new outreach. Additional areas of focus 

in the future would be to expand on the viability for placement of a Culture Heritage 

Manager in the local convention and visitor’s bureau. Additionally, post-COVID data 

collection like stakeholder interviews, attendance data, and geographic relationships 

would be beneficial towards findings of the current impact of pandemic on local tourism 

and other historic communities.  
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 In Venturi and Rauch’s 1975 Action Plan for The Strand, they stated;  

The recommendations that follow suggest a serious and artful use of history on  

the facades, but, where necessary in other areas, an impressionistic, largely  

symbolic, use of history; they allow a lively coexistence between The Strand’s  

historical architecture and the new commercial uses (Scott Brown, 1975). 

In a marked difference between the other plans, Ventrui and Rauch’s plan 

showcased the ability to transition into a post-modern relationship with Galveston’s 

Victorian foundation and a recent modernist response to programming. Today’s 

Galveston can still benefit from this mindset while no longer focusing on a particular 

area. Telling and showing the community’s strengths, highlighting the history of 

neighborhoods and people who contributed to this heritage, and allowing for adaptive use 

of space in a contemporary way are all pieces to a deeper connection of resident to home 

and island to the visitor.  

Finally, a critical component in user testing will be to utilize DTM in the iterative 

process this thesis is built on. Much like history itself can offer the benefit of revisitation, 

this thesis’ future success lies in its ability to review, renew, and re-explore. Offering the 

heritage community that is utilizing the workbook the opportunity to present its own 

unique history to a receptive audience in a contemporary setting.  
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APPENDIX SECTION 



“We place sustainability and resilience at the heart 
of the guidance proposed, where tourism should not 
be perceived as a closed sector, but rather as part 
of a system which includes urban heritage, tourism 
and the cultural, social, economic and environmental 
interactions that arise” (Smith & Ripp, 2020, pg. 10).

WORKBOOK
FOR HERITAGE 
TOURISM
COMMUNITIES

17



WORKBOOK
INTRODUCTION
WHAT IS THIS?
.........................................................................

18

 Heritage Tourism efforts are dependant on the stories, history, places, and 
people of the communities that they support and can be significant contributions 
to local economy, resident satisfaction, and community-building. While a properly 
aligned plan of commuicating historic assets can be a benefit, when not done 
property these efforts can be a point of frustration for residents who are impacted by 
tourists expectations while feeling like they are losing a sense of home.

 This workbook incorporates existing creative spaces, community stories 
through branding and marketing examples, multi-layered event ideas, and 
experiential opportunities, which other historic communities can utilize. The 
completed “workbook” gives actionable items for other heritage community’s 
considerations with three main areas of focus: moving the visitor experience through 
the community, general branding considerations, and ideas for developing tiered 
programming opportunities. This “workbook” will also give an actionable path of 
implementing core elements that will assist in usage. 

 The list of items outlined above can be utilized by other heritage tourism-
focused communities in numerous ways to gain a deeper connection with the stories, 
programs, and people that create their unique location.



EMPATHIZE
Research Your  Users’ Needs 
Here, you should gain an empathetic understanding of the problem you’re trying to solve, typically 
through user research. Empathy is crucial to a human-centered design process such as design thinking 
because it allows you to set aside your own assumptions about the world and gain real insight into users 
and their needs.

IDEATE
Challenge Assumptions and Create Ideas 
Now, you’re ready to generate ideas. The solid background of knowledge from the first two phases 
means you can start to “think outside the box”, look for alternative ways to view the problem and 
identify innovative solutions to the problem statement you’ve created. Brainstorming is particularly 
useful here.

DEFINE
State Your Users’ Needs and Problems 
It’s time to accumulate the information gathered during the Empathize stage. You then analyze your 
observations and synthesize them to define the core problems you and your team have identified. These 
definitions are called problem statements. You can create personas to help keep your efforts human-
centered before proceeding to ideation.

PROTOTYPE 
Start to Create Solutions 
This is an experimental phase. The aim is to identify the best possible solution for each problem found. 
Your team should produce some inexpensive, scaled-down versions of the product (or specific features 
found within the product) to investigate the ideas you’ve generated. This could involve simply paper 
prototyping.

TEST 
Try Your Solutions Out 
Evaluators rigorously test the prototypes. Although this is the final phase, design thinking is iterative: 
Teams often use the results to redefine one or more further problems. So, you can return to previous 
stages to make further iterations, alterations and refinements – to find or rule out alternative solutions.

2

1

3

4

5

DESIGN THINK METHODOLOGY 
The Hasso Plattner Institute of Design at Stanford describes design thinking as a 
five-stage process. These stages are not always sequential, and teams often run them 
in parallel, out of order and repeat them in an iterative fashion (Dam, 2021).
..........................................................................

RESEARCH 
METHOD

19



EMPATHIZE1
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SECONDARY RESEARCH 
The preliminary research method used is a secondary data analysis of historical 
documentation and contemporary studies. Historical documents were reviewed to 
gauge long-term success and to revisit ideas that could be placed in a current context.  
Contemporary studies were utilized to provide metrics and data that was not available 
in the original studies. 

           “History also is the story of the collective identity of people and regions. 
 Historical research can help promote a sense of community and highlight the 
 vibrancy of different cultures, creating opportunities for people to become 
 more culturally aware and empowered” (How Institutions Use Historical  
 Research Methods to Provide Historical Perspectives, 2020).
..........................................................................
SECONDARY RESEARCH USED FOR THIS THESIS:

EMPATHIZE: RESEARCH

ANNUAL REPORT
2 0 2 0  -  2 0 2 1

Destination Sustainability 
Study Summary & Recommendations

Galveston Island CVB

June 2021

REPORT
2  0  1  9  -  2  0  2  0

ANNUAL
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THE DEEPWATER JUBILEE
(1800-1900)

In 1890, Galveston finally received what it needed to become an economically 
competitive port: a 6.2 million dollar congressional appropriation to deepen the 
harbor. News of the funding sent Galveston into a flurry of spontaneous celebrations 
and a rush to plan six months’ worth of festivities called the Deep Water Jubilee In 
February, Galveston held one of her famous Mardi Gras events accompanied by a 
trades display parade. In April, Galveston hosted the biennial Saengerfest, which 
boasted three days of concerts by German music groups from across the state.
..........................................................................
KEY IMPACTS

Rivers and Harbors Act | The bill passed the House of Representatives on Saturday, 
September 6th, 1890, and the Senate two days later. Work began in August of 1891, 
and by 1897, the finished jetties created 26 feet of water over the outer bar. Cotton 
exportation jumped from 22% to 64% as the city welcomed larger cargo ships. At 
last, Galveston had her deep water port.

Good News for Galveston | On September 19th, 1890, news that Harrison signed 
the Rivers and Harbors Act reached the city. After over twenty years of waiting and 
disappointment, Galveston burst into a gleeful celebration. Galveston would host 
three events to keep the city buzzing for six months: a November celebration, Mardi 
Gras in February, and a Saengerfest in April.

Immigration | The expansion of Galveston’s port also had the effect of increased 
immigration. Galveston would become the second largest port of immigration in the 
U.S. The impact of these new communities and towns developed by these individuals 
can’t be overstated and is one of the state’s early defining features.

EMPATHIZE: TIMELINE
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THE GREAT STORM (1900) 

The Great Galveston hurricane, known regionally as the 1900 Storm, was the 
deadliest natural disaster in United States history and the fifth-deadliest Atlantic 
hurricane overall. The hurricane left between 6,000 and 12,000 fatalities in the 
United States; the number most cited in official reports is 8,000 (Rumbla, 2000). 

This hurricane was the deadliest weather disaster in United States history. The storm 
has been the inspiration for numerous stories, songs, and movies, and it remains a 
pivotal piece to the public’s knowledge of Galveston.
..........................................................................
KEY IMPACTS

Grade Raising | The original elevation of that portion of Galveston Island probably 
averaged around five or six feet above mean low tide. Afterward, the height varied 
from eight feet along the Bayside or waterfront to about twenty-two feet at the 
Seawall or Gulf side. The expense was borne by the taxpayers and the individual 
property owners.

Disaster Tourism | The 1900 Storm quickly garnered the country’s attention due 
to its devastation and loss of life. The 1904 World’s Fair touted a “Galveston Flood” 
attraction that showed the sites and destruction of the storm in an experiential 
format. To this day, the 1900 Storm is the most significant historical event of 
Galveston’s long history.

Galveston Seawall | On September 7, 1901, the Texas State Legislature approved 
an act providing for the construction of a seawall for Galveston. The initial segment 
of the Seawall was completed on July 29, 1904. Its critical test came with the 
hurricane of August 16, 1915. The Seawall dramatically lowered the loss of life and 
destruction.

EMPATHIZE: TIMELINE
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GALVESTON’S GOLDEN AGE 
(1920-1960)

Motor courts, day trips, photography, video, and more laid the groundwork to make 
places once unknown or inaccessible, easier to experience in the first half of the 
20th century. Following the city’s destruction from the 1900 Storm and the shifting 
economics of port and industry moving to Houston, Galveston re-marketed itself into 
a new Playground of the Southwest, featured mainly on the Seawall and beach. Now 
referred to as the “resort side” of the island, Seawall Boulevard would be home to 
new architecture, venues, and experiences.
..........................................................................
KEY IMPACTS

A New Life to the Beach | Galveston’s Beach has always been a central piece to 
one’s experience on the island. This gained more prominence with the advent of 
vehicular travel and expanded Seawall development. This timeframe defined a new 
era of tourism to Galveston, with impacts still felt today.

Influencers 1.0 | Frank Sinatra, Bob Hope, The Marx Brothers, George Burns, and 
more made Galveston a featured stop, thanks largely to the Balinese Room. Owned 
and operated by the Maceos, this nightclub became a notorious piece of island lore. 
The influx of celebrities to Galveston, especially in the 30s and 40s, symbolized the 
style of the island.

A New Architecture | W. Irving Phillips, Jr., Thomas Price, O’Neil Ford, E. Stewart 
Williams and more would find inspiration in new architectural design among the 
city’s Victorian history. Now, these structures find a home in a community that still 
focuses on preservation and celebration of the numerous styles represented across 
the island.

EMPATHIZE: TIMELINE
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HURRICANE CARLA (1961)

Carla was the most intense hurricane to make landfall on the Texas coast in the 20th 
century and second in recorded history only to the Indianola hurricane of 1886 and 
ranks as the 9th most intense hurricane to affect the United States since 1851. Carla 
was an extremely large storm with devastating effects from the winds and storm surge 
for the Middle and Upper Texas coast. Carla’s storm surge devastated the Texas coast 
with damage estimated at $2.6 billion (Hurricane Carla - 50th Anniversary, n.d.).
..........................................................................
KEY IMPACTS

Sea-Arama | Opened in 1965, Sea-Arama was one of the first ocean-themed water 
parks in the US. Locally, it was one of the largest post-storm commercial tourist 
developments completed. At its height, it welcomed over 300,000 per year and cost 
an estimated $2 million to build. It closed in1990 due to larger competition and 
lack of modernization.

Eco-Tourism 1.0 | Surfing, fishing, and other outdoor activities would find a new 
life in the latter half of the 20th century. Galveston’s beaches and accessibility to 
deep-water fishing made the island an attractive location for outdoor activities. 
These new activities gave new life to summer entertainment and supporting business.

Port & Cruise Expansion | The Galveston port, under the control of the Wharves 
Board, saw massive expansion after Carla. Purchase of new sites along the harbor, 
early development of a cruise presence, and dozens of large-scale commercial 
entities all lead to the port returning as a significant piece to Galveston’s overall 
composition.

EMPATHIZE: TIMELINE
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HISTORIC REVITALIZATION
(1970-2010)

The first plan, released in 1975, consisted of policy and design recommendations 
for the revitalization of the historic Strand area. These plans, and the group of 
supporters behind their implementation, were able to successfully revitalize The 
Strand into a nationally known area for heritage tourism in just six short years. The 
impact of that work is still at play today as The Strand National Historic Landmark 
District is one of the most prominent non-beach destinations in Galveston and a 
significant example of the architectural and historic presence still appreciated today.
..........................................................................
KEY IMPACTS

Commercial Development | Many of what are now considered pivotal pieces to 
a day on The Strand can be traced back to these early plans. Businesses such as 
La Kings Confectionery were enticed to move or set up shop in this new area and 
would go on to find commercial success. Opportunity still exists to follow these 
suggestions for development.

Heritage Tourism | Although Galveston’s beaches are among the top draws, the 
island’s collection of architecture, heritage programming, and history remains one 
of the community’s most unique attractions. Heritage tourism continues to bring in 
a demographic willing to pay more and stay longer than traditional beach tourism 
and is a sought-after group.

Dickens on The Strand | Dickens on The Strand, one of the more notable local 
events along with the annual Mardi Gras! Galveston came directly out of these plans 
and support. Now celebrating almost 50 years, it remains a steadfast piece of the 
island’s reputation and welcomes over 45,000 guests per year to experience The 
Strand National Historic Landmark District.

EMPATHIZE: TIMELINE
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HURRICANE IKE (2008)

On the night of September 12, 2008, the eye of Hurricane Ike approached the Texas 
coast near Galveston Bay, making landfall at 2:10 a.m. Property damage in Texas 
from the storm was estimated to be $29 billion. The storm also had a significant 
lingering negative economic impact on the state long after the storm, with estimates 
totaling $142 billion according to a Hurricane Ike Impact Report by the Texas 
Engineering Extension Service. Ike’s effects included deaths, widespread damage, 
and impacts on the price and availability of oil and gas. Hurricane Ike also had a long-
term impact on the U.S. economy (Sherman & Arrillaga, 2008). 
..........................................................................
KEY IMPACTS

New Development | Post-storm development found expansion with Houston’s 
Tillman Fertita and the Galveston Historic Pleasure Pier development. Harkening 
back to the pier’s earliest days, the Pleasure Pier today welcomes families back over 
the Gulf and is one of the largest publicly seen pieces of new development after 
Hurricane Ike.

Housing | The composition of Galveston’s housing and residency has shifted 
significantly since 2008. A robust vacation rental market, expanding second home 
community, and shifts in public housing and economic makeup are redefining what 
post-Ike Galveston looks like today. For many, today’s Galveston isn’t a location 
that is affordable to reside in.

New and Renourished Beaches | Ike’s environmental impact on Galveston’s 
beach was estimated to be a loss of over 100 million cubic yards of sand. Ongoing 
renourishment projects have helped to replace that loss and expand the island’s 
footprint. This is most notably seen in a 2021 partnership between the city, Army 
Corp, General Land Office, and Park Board.

EMPATHIZE: TIMELINE
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CRUISING & JUNETEENTH
(1990-PRESENT)

Today, the south side of the island has long been a center for commercial 
development. The fourth most popular cruise port in North America, the Port of 
Galveston welcomed its 1 millionth cruise passenger, which is a record and 2.2 
million cruise passenger movements in 2019 (Port of Galveston Celebrates Record 
1 Millionth Passenger, 2019). Juneteenth and General Order No. 3, read on June 
19, 1865 announcing that all slaves were free, is one of Galveston’s most important 
historical moments. Since then, the annual commemoration has grown from local 
roots to a national celebration featuring parades, readings, processions, and became 
a federal holiday in 2021. 
..........................................................................
KEY IMPACTS

Cruise Expansion | A 20-year master plan was released in 2020 for commercial 
development of port assets. Among that is a third terminal to be built for expanded 
cruise accommodation. This $100-million expansion will accommodate larger ships 
and more traffic along with possible commercial development tied to the expanded 
industry.

A New Federal Holiday | Juneteenth 2021 brought with it the newest Federal 
holiday. Signed by President Biden, Juneteenth will now be celebrated annually and 
is a significant step towards a wider acknowledgment of the date and Galveston’s 
place in the story. This holiday came after decades of support both regionally and 
nationally.

West Market Expansion | The development of commercial sites along West Market 
could prove to be one of the more exciting areas of focus. Bookended by multiple 
Galveston Historical Foundation properties, a new action plan for this area could be 
commissioned for future programming, events, and development. 

EMPATHIZE: TIMELINE
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HERITAGE TOURISM

The National Trust for Historic Preservation defines heritage tourism as “traveling to 
experience the places, artifacts, and activities that authentically represent the stories 
and people of the past and present” (Heritage Tourism, n.d.).

HISTORIC DISTRICTS

Four areas have been designated as local historic districts in Galveston.  The East 
End Historic District was created in 1971, the Silk Stocking Historic District was 
established in 1975. In 1994, the Lost Bayou Historic District was created and the 
Strand/Mechanic Historic District was established in 1988.
..........................................................................
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The island was first inhabited by the Karankawa 
Indians in the 1500s. It was given its name in honor of 
Bernardo de Galvez.

Charted in 1785, the city would be officially founded 
in 1839. Today it retains one of the largest collections 
of pre-1900 homes in the nation.

Galveston’s position and bay were key to early 
commercial development. These assets allowed the 
island to become “The Wall Street of the Southwest.”

In response to the 1900 storm, a protective seawall 
was built and the island was raised. This is the largest 
civil engineering project in U.S. history.

Galveston’s Golden Age solidified its reputation for 
uniqueness and tourism. Development in hotel, event, 
and amenities contributed to steady growth.

The 1970s brought about a concentrated preservation 
effort. These efforts are a main reason the island 
retains its historic assets today.

Tourism is a key component to the island’s revenue 
and has shown continued growth and resiliency during 
COVID, in large part to its proximity to Houston.

The cruise industry, focused on the north side of the 
downtown area, is set for further expansion with the 
development of a 3rd terminal and a 4th in planning.

Galveston is the birthplace of Juneteenth, the newest 
Federal holiday in the U.S. The story of Juneteenth 
presents a new and important avenue for development.

EMPATHIZE: HISTORICAL CONTEXT
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KEY FIGURES

TOTAL POPULATION: 
50,596
 White: 71.6%
 Hispanic: 28.7%
 African American: 20.8%
 Other: 4.4% 
 Asian: 3.2%

RESIDENT &
VISITOR BALANCE

TOTAL TOURISM: 7,200,000+
The economics of tourism on Galveston in 2021 was $1.2 

billion and sustained 11,646 jobs. Tourism generated 
$177.2 million in tax revenues and contributed $49.6 

million in local tax revenue.

80+ 
YEAR ROUND
FESTIVALS

6000+ 
HOTEL
ROOMS

2022
ON RECORD 
BREAKING PACE

DEFINE: CURRENT STATE OF THE MARKET

VISITOR

RESIDENT
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WHERE TOURISTS ARE FROM
Visitors to Galveston Island are coming for a variety of reasons with visiting friends 
and relatives making up 36% of reasons for trip. The second highest reason for 
visitor trips was for a resort stay at 14% of visitor respondents. The third highest 
reason for visitor trips was the outdoor experiences at 9% of visitor respondents.
..........................................................................

OUT OF STATE
OKLAHOMA | ARKANSAS | LOUISIANA

20%          14%         6%

IN STATE
HOUSTON | DALLAS | AUSTIN

DEFINE: CURRENT STATE OF THE MARKET

31.1% 
WEST END OF ISLAND

..........................................................................
TOURIST DESTINATIONS

19.1%
DOWNTOWN

5.6%
MOODY GARDENS

4.2%
SEAWALL BLVD.

3.2% 
CONVENTION CENTER

2.8%
SCHLITTERBAHN

2.4%
SAN LUIS HOTEL

1.6%
PLEASURE PIER
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1. GEOGRAPHIC LIMITATIONS IN EXPERIENCE

2. COMMUNITY OVERLOOK

3. MODERNIZATION OF MESSAGING

DEFINE: NEEDS & PROBLEMS

A common issue in heritage tourism communities, such as Galveston, is 
geographic boundaries to districts and areas that ultimately limit usage. 
Although this was a common practice in many cities, and one that worked early 
on, it’s a system that can lead to stagnation in experience. 

Frequently, a area can overlook its own opportunities in favor of relying on old 
expectation. Historic sites might not be repurposed or existing income models 
might be hard to break. 

Although heritage tourism deals with the past, keeping a modern presence is 
key. In many cases local assets, experiences, and support can be underfunded or 
overlooked. It’s also worth noting that contemporizing messaging isn’t always 
a negative.
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Tourists to Galveston have high 
influence in experience, price, and 
amenities. 

Interest in the development of 
these is low due to the tourist 
coming to the area for the activities 
already in place. 
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Galveston’s Park Board is the 
main organization responsible for 
marketing and cultivating island 
offerings. With an annual budget 
of over 18 million dollars and 
oversight to many of the key tourist 
areas, they have the most influence 
and interest in effective heritage 
marketing endeavors.
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RESIDENT 
Galveston’s 50,000+ residents 
often deal with the side-effects 
of annual visitation. Increased 
traffic in the summer months, 
impact of cruise traffic on main 
thoroughfares, and impact on 
quality of life all are factors. That 
said, residents are generally 
supportive and understanding of 
the benefits to local economy.
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DEFINE: STAKEHOLDER EXERCISE
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TOURIST
PARK

BOARD
RESIDENT CITY

COUNCIL

CITY 
COUNCIL
City Council representatives deal 
directly with many of the resident, 
and guest, comments and needs. 
Although the Park Board carries 
more of the financial side, this 
groups interest in ensuring quality 
experience and a positive quality 
of life for residents still carries 
significant importance. 
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NEW ORLEANS, LA 
Galveston’s closest heritage tourism competitor has a long history and cohesive brand 
identity. It also has many of the same issues that present themselves locally.
..........................................................................

RESIDENT &
TOURIST BALANCE
390,845: Resident
18,510,000: Visitors in  
     2018

165M
TOURISM CONTRIBUTION
TO STATE AND LOCAL TAX

26,000+ 
HOTEL
ROOMS

DEFINE: PEER COMPARISONS

POPULATION
    White: 33.4%
    Hispanic: 5.5%
    African American: 59.2%
    Other: 2.8% 
    Asian: 2.9%
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PHILADELPHIA, PA 
Philadelphia remains a stalwart of heritage tourism in the nation thanks to numerous 
architectural assets and programs, community pride, and proximity to other markets.
..........................................................................

RESIDENT &
TOURIST BALANCE
1,579,000: Resident
46,000,000: Visitors in  
     2019, 39 million of   
     which were for leisure

1.01B
TOURISM CONTRIBUTION
TO STATE AND LOCAL TAX

14,000+ 
HOTEL
ROOMS

DEFINE: PEER COMPARISONS

POPULATION
    White: 71.6%
    Hispanic: 28.7%
    African American: 20.8%
    Other: 4.4% 
    Asian: 3.2%
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CHARLESTON, SC 
Frequently referenced as similar to Glaveston, Charleston, South Carolina is a port 
city that features vibrant architecture, deep history, and a large cruise industry.
..........................................................................

RESIDENT &
TOURIST BALANCE
413,024: Resident
7,430,000: Visitors in  
     2018

9.7B
ANNUAL ECONOMIC
IMPACT BY TOURISM

18,000+ 
HOTEL
ROOMS

DEFINE: PEER COMPARISONS

POPULATION
    White: 65.2%
    Hispanic: 5.3%
    African American: 26.3%
    Other: .5% 
    Asian: 1.8%
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BOSTON, MA 
Boston’s relationship to history makes it one of the main heritage tourist destinations 
in the country and features historic sites, museums, sporting events, and more.
..........................................................................

RESIDENT &
TOURIST BALANCE
4,315,000: Resident
22,700,000: Visitors in  
     2021, 

7B
ANNUAL ECONOMIC
IMPACT BY TOURISM

19,000+ 
HOTEL
ROOMS

DEFINE: PEER COMPARISONS

POPULATION
    White: 71.6%
    Hispanic: 28.7%
    African American: 20.8%
    Other: 4.4% 
    Asian: 3.2%
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WE’RE THIS                      NOT THIS
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“...where necessary in other areas, an impressionistic, largely symbolic, use of history; 
they allow a lively coexistence between The Strand’s historical architecture and the 
new commercial uses” (Scott Brown, 1975, p.20).
..........................................................................

1. CRUISE 
Largely transactional 
with minimal interaction 
in community. 

2. THE STRAND 
A National Historic
Landmark District and 
core historic component

3. BEACH
The main destination for 
Galveston tourist.

1.

2.

3.

IDEATE: MOVING THE VISITOR EXPERIENCE
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“They should not be considered as restrictions to inhibit would-be developers but 
rather as guidelines and signposts for the high quality of development that The Strand 
needs to make its rehabilitation economically feasible” (Scott Brown, 1975, p.11).
..........................................................................

+ = ?

IDEATE: COMMUNITY BRANDING
CONSIDERATIONS
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“Too many others are attempting to be all things to all interests; to have both 
uncontrolled development and quality development; and to reach decisions by a 
lively balancing of short-term interests with insufficient consideration of the  
long-term consequences” (Powell, 1974, p. 10). 
..........................................................................

IDEATE: TIERED MARKETING
& PROGRAMMING
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RAIL & WHEEL TROLLEY
Galveston’s trolley system provides for one of the more unique modes of 
transportation throughout the community. Although traditional advertising 
opportunities are available, this service can also provide an educational 
component to riders by offering historic timelines, history and more along the route.
..........................................................................

PROTOTYPE: MOVING THE VISITOR EXPERIENCE
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PROTOTYPE: MOVING THE VISITOR EXPERIENCE

RAIL & WHEEL TROLLEY
..........................................................................
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DIGITAL TOUCHPOINTS
In 2021, Galveston Historical Foundation launched their GalvestonHistory+ program 
in support of a new interactive experience, Ship To Shore. This card, once registered, 
allows the holder to access individualized content throughout the attraction. The 
scope of this card and its supporting architecture can be expanded to encompass 
numerous historic sites and smaller digital hubs in tourist-frequented locations 
(shops, hotels, and restaurants). The expansion of this program can lift area stories 
and highlight historic elements unique to that locations community.
..........................................................................
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6
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1. GH&H DEPOT (1900 STORM)

2. 1903 STAR STATE FIREHOUSE

3. SHEARN-MOODY PLAZA (RAIL)

4. GALVESTON HISTORIC SEAPORT

5. HENDLEY ROW

6. 1920 CITY NATIONAL BANK BLDG.

7. 1859 ASHTON VILLA

PROTOTYPE: MOVING THE VISITOR EXPERIENCE

DOWNTOWN CONSIDERATIONS

GAIDO’S RESTAURANT

1894 BISHOP’S PALACE

GALVESTON HISTORIC PLEASURE PIER

CVB VISITOR’S CENTER

NIA CULTURAL CENTER

GALVESTON ARTS CENTER

HOTELS

OTHER CONSIDERATIONS
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DIGITAL TOUCHPOINTS 
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PROTOTYPE: MOVING THE VISITOR EXPERIENCE
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SEAWALL MURALS
..........................................................................

PROTOTYPE: MOVING THE VISITOR EXPERIENCE

EXISTING
STYLE

FOCUS FIGURE: JACK JOHNSON  
Born in Galveston in 1878. ‘The Galveston Giant’ became the first
African-American world heavyweight boxing champion in 1908.
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SEAWALL MURALS
..........................................................................

PROTOTYPE: MOVING THE VISITOR EXPERIENCE
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DIGITAL MARKERS
A common sight in numerous cities, historic markers are located throughout The 
Strand district featuring imagery of historic photos. In Galveston’s case, this signage 
is aged and weathered and offers an opportunity to update its abilities and expand its 
presence throughout the island. Offering digital perks such as way-finding, events, 
advertising, and other historic experiences, these new signs can tell vital community 
stories while engaging with a more tech-savvy audience.
..........................................................................

PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS

DIGITAL COMPONENTS: 

HASHTAG FEEDS

ADVERTISING

UPCOMING EVENTS

AREA HISTORY
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DIGITAL MARKERS
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PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS
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DIGITAL MARKERS
..........................................................................

PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS
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MERCHANDISING
The creation of businesses like Oxford Pennant and Ebbets Field Flannels have 
allowed community history to enter contemporary retail on a national level. 
Businesses like these hyper-focus on area history to provide handmade and boutique 
items that are high-quality and sought after while still supporting local business.  
..........................................................................

The proposed flag draws upon key pieces of Galveston’s geography and history.
• A lone star (1), the central piece of the flag, not only denotes the State of Texas but draws from the 

Galveston City Company logo of 1838. The formation of the Galveston City Company was one of 
the earliest official steps of the formation of the City of Galveston.

• The star also honors the Juneteenth flag (2). Juneteenth celebrates the June 19th, 1865 delivery 
of General Order No. 3 by General Gordon Granger, which announced the total emancipation of 
those held as slaves.

• Colors featured (3) on the flag are inspired by Victorian paint palettes and early Sanborn Insurance 
Maps of Galveston, with an obvious reference to the contrast between water and land.

• The division line symbolizes both Seawall’s barrier (4) between water and land as well as the 
building up of the island during the post-1900 grade-raising (5). It also references the unique 
angle and shape of the island as contrasted against the coastline (6).

PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS

FLAG/PENNANT COMPONENTS

SKETCHES
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PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS
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PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS

APPAREL

MARTINI THEATER
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PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS

APPAREL

SPECIALIZED PARTNERSHIPS
In 2019, Ebbets Field Flannels approached Galveston Historical Foundation to license the rights to
reproduction of the 1919 Galveston Case Laundry baseball team jersey. Future partnerships like this 
should be considered when approaching retail marketing opportunities. 
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PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS

COLOR PALLETE
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CURRENT
MARK

C 73   M 50       C 46   M 17       C 30   M 14      C 23   M 52       C 25   M 76       C 67   M 55
Y 14   K 1          Y 18   K 1          Y 99   K 0          Y 96   K 5          Y 75   K 14        Y 68   K 49

TYPE SELECTION

UPDATED
MARK

TABERINA SERIF BLACK IN L
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TABERINA SERIF REGULAR
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TABERINA SANS BLACK SH
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PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS
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PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS
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PROTOTYPE: TIERED PROGRAMMING

AIRBNB PARTNERSHIP
The proliferation of short-term rentals is 
being experienced nationwide, however the 
impact this rapidly expanding business has on 
historic communities is particularly sensitive. 
In the case of Galveston, and New Orleans 
as well, historic areas are finding real estate 
being bought for the purpose of turning into 
short-term rentals, often without the owner 
living in the same city. Short-term rental 
offers a unique opportunity for the tourist 
to experience overnight stays in a way that 
limited and full-service hotels don’t. 

In 2022, AirBnb reached out to the Texas 
Historical Commission and the Galveston 
Park Board to identify historic homes that 
were being listed on their platform and to 
push those offerings to the heritage tourist. 
In the case of Galveston, where thousands of 
homes are technically classified as historic, 
a stronger system needs to be in place to 
ensure these properties are retaining their 
historic assets while contributing to visitor 
experience. 

To that end, AirBnB and its stakeholders advocating for this system should consider implementation of 
a checklist of items that acknowledge the numerous aspects of historic properties while incentivizing 
the guest to experience local offerings. 

RESEARCH

ELEMENTS

EXPERIENCE

VERBIAGE

APPROVAL

Historic research conducted by Galveston Historical Foundation 
staff. Properties that are vetted will be allowed to say their listing 
is certified by #GalvestonHistory.

A checklist of required architectural elements must be met. These 
can be items like original windows, adherence to any historic 
district rules, etc. 

Certified listings must also offer up-sells to area historic 
attractions and offers, playing to the renters appreciation of 
historic offerings.

As part of the certification process, these items are to be listed on 
the property page along with details on the partnership between 
AirBnB and the listing.

Once these conditions are met, the listing can be tagged with a 
#GalvestonHistory certified mark. 

PARTNERSHIP CHECKLIST
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PROTOTYPE: TIERED PROGRAMMING

AIRBNB PARTNERSHIP
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PROTOTYPE: COMMUNITY
BRANDING CONSIDERATIONS

MUSIC FESTIVAL

HISTORIC LOCATION SELECTION

COMMUNITY PARTNERS

1880 GartenVerein           Hendley Green Park   Old Quarter Acoustic    1858 St. Joseph’s 
        Cafe      Church 

1877 ELISSA    The Grand 1894    Galveston Water      Seawall Bandshell
     Opera House     Station
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BRANDING CONSIDERATIONS

MUSIC FESTIVAL
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TOOLKIT IMPLEMENTATION
..........................................................................

TEST: RESEARCH TO PRACTICE

IDENTIFY OVER & UNDER
VISITED LOCATIONS

ITEMIZE AVAILABLE
CONNECTED RESOURCES

REVIEW & RESEARCH
COMMUNITY STORIES

AUDIT EXISTING
MESSAGING

LOCATE AREAS IN NEED
OF RENEWED FOCUS

UTILIZE NEW MEDIA
AND TECHNOLOGY

EXPLORE & EVALUATE
EXPERIENTIAL PROGRAMS 

CONNECT WITH 
PARTNERS

REVIEW EFFECTIVENESS
& PLAN
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Every community has stories to tell. Use this step to 
inventory sites that perform well and others that need 
a lift. 

Take stock of architectural assets, local mobility
avenues, and overlooked wayfinding to find new
connections and strengthen existing ones.

Use local historians and research to find under-
represented stories, figures, and history. Use these as 
a basis for further development and testing.

Review existing advertising effectiveness, reach, and 
design. If found to be performing well, consider small 
updates or a redesign if found underperforming.

Areas with new development (commercial or 
residential) can be great avenues to pull from. Seek 
out the most interesting pieces for use.

Stay up-to-date with the latest, and most used, media 
opportunities. Use these to share the stories you’re 
developing and testing.

Consider a multi-level approach to experiences 
offered in your community. In many cases these can be 
supplimented with partners and information.

Find community partners who believe in your product 
and have an audience that might be interested in your 
work, and vice-versa.

Consistantly review your progress to see what 
connects with your audience and what doesn’t. 
Don’t be afraid to move on from underperformers.

TOOLKIT COMPONENTS

69



70 

REFERENCES 

2020-2021 Office of Tourism Annual Report. (n.d.). Retrieved April 3, 2022, from 
https://sb.cofc.edu/centers/tourismanalysis/annualreports/otaannualreport2020-2021.pdf 

Boston’s People and Economy. (2021, April). City of Boston. 
https://www.boston.gov/sites/default/files/file/2021/04/6%20-Volume%201%20-
%20Boston%E2%80%99s%20People%20and%20Economy_1.pdf 

Browning, G. (1989, July 31). Rouse Beyond Columbia and Waterfronts. The Washington 
Post. https://www.washingtonpost.com/archive/business/1989/07/31/rouse-beyond-
columbia-and-waterfronts/592b81bf-2f78-4e91-8b1d-3059d0f4e5ee/ 

Cartwright, G. (1991). Galveston: A History of the Island. TCU Press. 

Dam, R. F. (2021). 5 Stages in the Design Thinking Process. Interaction Design Foundation. 
https://www.interaction-design.org/literature/article/5-stages-in-the-design-thinking-
process 

Ford, P. & C. (1983). Action Plan for The Strand II. 

Gray Research Solutions. (2019). Galveston Tourism Market Research: Findings and Insights. 

Heritage Tourism. (n.d.). Advisory Council on Historic Preservation. Retrieved April 2, 2022, 
from https://www.achp.gov/heritage_tourism 

How Institutions Use Historical Research Methods to Provide Historical Perspectives. (2020, 
December 15). Norwich Pro. https://online.norwich.edu/academic-
programs/resources/historical-research-methods 

Hurricane Carla - 50th Anniversary. (n.d.). NOAA. Retrieved April 11, 2022, from 
https://www.weather.gov/crp/hurricanecarla 

IDEO Design Thinking. (n.d.). IDEO. Retrieved April 11, 2022, from 
https://designthinking.ideo.com/ 

JLL. (2021). Destination Sustainability: Study Summary & Recommendations. 

Longwoods International. (2020). Galveston Resident Sentiment Towards Tourism. 

McNulty, R., & Koff, R. (2014). Cultural Heritage Tourism. 



71 

Metzger, J. T. (2001). The failed promise of a festival marketplace: South street seaport in 
lower Manhattan. Planning Perspectives, 16(1). 
https://doi.org/10.1080/02665430010000760 

Mfon, T. (2005, November). Texas History 101. Texas Monthly. 
https://www.texasmonthly.com/articles/texas-history-101-11/ 

Port of Galveston Celebrates Record 1 Millionth Passenger. (2019, December 4). Galveston 
Wharves. https://www.portofgalveston.com/CivicAlerts.aspx?AID=113 

Powell, B. (1974). The Strand: Restoration & Revitalization. 

QuckFacts: Charleston, South Carolina. (2021, July 1). U.S. Census Bureau. 
https://www.census.gov/quickfacts/charlestoncountysouthcarolina 

QuickFacts: Boston, Massachusetts. (2021). U.S. Census Bureau. 
https://www.census.gov/quickfacts/bostoncitymassachusetts 

Rumbla, R. (2000, September 7). National Weather Service Commemorates 1900 Hurricane. 
NOAA. https://www.nhc.noaa.gov/news/NOAApr10.html 

Scott Brown, D. (1975). Action Plan for The Strand. 

Sherman, C., & Arrillaga, P. (2008, September 13). Hurricane Ike. COM Library. https://en-
academic.com/dic.nsf/enwiki/11231084 

Smith, B., & Ripp, M. (2020). Guidelines for Sustainable Heritage Tourism. 

Tim, B. (2008). Design Thinking By Tim Brown. Harvard Business Review, 86(6). 




