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ABSTRACT

This analytical report addresses various issues regarding
the potential impact of freeway-oriented on-premise
signage at the Outlets at San Clemente in San
Clemente, California. Based on a review of the
academic and scientific literature, as well as Villa San
Clemente’s application for the proposed freeway-
oriented signage, this report concludes that the
proposed freeway-oriented on-premise signs likely do
not constitute a traffic safety hazard and may enhance
traffic safety. In addition, this report concludes that the
proposed signage, which will be illuminated, are
necessary for the viability of retail businesses such as
those located at regional outlet centers. Finally, this
report concludes that public opinion (both consumers
and businesses) generally supports the use of on-
premise signs.

(1) on the issue of traffic safety, this report presents
research  documents  verifying that  properly
constructed and placed signs are clearly not a safety
hazard;

(2) on the issue of economic need, this report
discusses why on-premise signs are critical to the
viability of retail businesses, such as those housed at
the Outlets at San Clemente because they perform
several key marketing functions;

(3) on the 1ssue of profitability, this report
demonstrates that the ability of businesses to have an
lluminated sign affects their profitability; and

This analysis discusses the following four general
areas pertaining to the potential impact of freeway-
oriented or freeway-visible on-premise signage:
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(4) on the issue of public opinion, this report
includes findings from national public opinion polls
that support the notion that a strong majority of the
public believes that signage plays important roles that
are beneficial to both businesses and consumers.

L Years of research clearly indicate that on-
premise signs are not a traffic safety hazard. In
fact, the best research evidence suggests that
properly constructed signs of adequate height
that are readable can actually enhance traffic
safety.

The argument that signs are distracting to
motorists and that such signs constitute a traflic safety
hazard 1s erroneous and is not supported by scientific
evidence. While this claim is sometimes made by sign
critics and public officials engaged in zoning debates,
there 1s overwhelming evidence indicating that signs
that are readable and sufficiently large do not pose a
threat to traffic safety. This is true of both standard
static signs and monuments (e.g., Schwab 1998, c.f.
Signage Sourcebook 2003; Ye, Veneziano and Lord
(2011)) as well as static electronic signs (SES) of the
type proposed by the Outlets at San Clemente (e.g.,
Izadpanah et al.,, 2014; Hawkins, Kuo and Lord
2014). As noted by Richard Schwab, former program
manager of the Federal Highway Administration’s
(FHWA) research on highway visibility and night
driving safety, only signs that are too small, poorly lit,
or inappropriately placed (e.g., blocking a driver’s
view when making a turn) might lead to traffic safety
1ssues. The reason that signs that are too small or are
poorly lit can pose a hazard 1s because they can
potentially cause a driver to strain to see them and
thereby distract the driver. Thus, if signage is
designed to be sufficiently large and wisible to
motorists, 1t should not pose this i1ssue and will
consequently be safe.

Research evidence as well as common sense
point out that signage that is readable and
conspicuous prevents dangerous situations in which
drivers strain to see signs, make quick lane changes
across traffic to turn into a parking lot, or become
frustrated because they missed a sign they did not see
m time (Taylor, Claus and Claus 2005). In fact, a
large volume of scientific evidence demonstrates that
properly constructed and placed signage is not a
traffic safety hazard.
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Several authoritative sources have gone on
record stating that signs are not a traffic safety hazard.
In an independent study sponsored by the AAA
Foundation for Traffic Safety Research, researchers at
the University of North Carolina Highway Safety
Research  Center  explored the causes of
approximately 284,000  automobile  accidents
occurring from 1995 to 1999. The study’s goal was to
identify sources of distractions for drivers and to
determine their relative importance. The report
concluded that signs are not significant distractions
that lead to highway accidents (Stutts et al., 2001).

In recent vyears, the Federal Highway
Administration (2001, 2013) has also gone on record
stating that standardized billboards and tri-vision signs,
which are generally larger than on-premise signs, are
not a traflic safety hazard. Overall, the FHWA’s
reviews of signage and traffic safety have found no
conclusive evidence of a link.

The research suggests that when the difficulty
of a dnving task increases, drivers focus their
attention on the driving task and ignore other stimuli,
such as billboards and signs (Johnston and Cole 1976;
Lee 2005). A University of Miami study conducted in
1971, in which a drving task was simulated and
subjects’ eye  movements  were  recorded,
demonstrated that the presence of signs did not have
an adverse mmpact on traffic safety (Morrison and
Dainoff 1971).

A study by the Virginia Tech Transportation
Institute looked at the impact of billboards on driving
behavior (Lee, Olson and DeHart 2005). The study
found that under actual driving conditions driver
performance, speed keeping, and lane maintenance
were not measurably impaired by signage. This
finding 1s consistent with earlier evidence that drivers
remain attentive to the driving task when
encountering signs and do not divert attention from
the driving task to the point where it might affect their
safety (Schwab 1998). In a sense, when not directly
relevant to the driver, signage becomes part of the
background. When it is relevant, drivers have been
shown to process the information while not being
distracted from the driving function (Schwab 1998;
Lee 2005).
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While a multitude of individual academic
studies over the past half century have attempted to
establish a correlation between billboards and traffic
accidents, no conclusive link has been found (Signage
Sourcebook 2003). Thus, reviews of the academic
research have generally concluded that no evidence
exists that billboards cause traffic accidents. As on-
premise signs that are properly placed and sized carry
the same characteristics as billboards, the same
conclusion can be safely applied.

Not only has research demonstrated that
properly placed signs are not a safety hazard, there 1s
also considerable evidence that signs can actually
enhance traffic safety (Signage Sourcebook 2003). For
example, well-designed and strategically placed signs
can help relieve boredom and “wake up” a driver or
catch their attention when they are becoming tired or
less alert (Taylor, Claus and Claus 2005).
Additionally, a FHWA study showed that on-premise
signs located at high traffic intersections increased
traffic safety, provided they met FHWA standards for
legibility, readability, and conspicuity (Cirillo et al.,
1969). Collectively, these findings suggest that on-
premise signs can actually enhance traffic safety by
assisting in keeping drivers alert and in helping them
find their way.

The most recent research focused explicitly
on signs also determined that there is no link between
properly constructed signs (in  terms of size,
readability and illumination if at night) and traffic
danger. In an experimental study of 10 static
electronic signs on Highway 27 in Canada that used a
“before and after” approach, Izadpanah et al., (2014)
found that there was no link between signs and
accidents. These authors noted that their results were
consistent with recent published studies of advertising
SES, including one from Greece (Yannis et al., 2013)
and three published by Tantala and Tantala based on
U.S. data from the cities of Albuquerque, NM,
Reading, PA, and Richmond, VA, as well as another
significant study by Hawkins, Kuo and Lord (2014) of
the Texas Transportation Institute. The Hawkins
study was a major study of 135 sign locations across
four states that also used a “before and after”
methodology to assess whether SES’s were correlated
with traffic accidents. The authors concluded that
there was no evidence of such a relationship.
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In summary, critics of on-premise signs
frequently cite traffic safety arguments while providing
no evidence in support of this claim. In fact, years of
research on this topic demonstrates that properly
constructed signs are not a traffic safety hazard, and
may actually improve traffic safety. Relevant to the
Outlets at San Clemente, there 1s no evidence that the
signs will constitute a traffic safety hazard provided
that the signs have sufficient visibility, which includes
being large enough and sufficiently illuminated to be
visible and conspicuous to the viewer. The need for
the signs to be sufficiently large and properly
lluminated should be taken into account in the
approval of the signs by the City Planners.

II. Adequate signage contributes to the viability of
a site. Signage plays an essential role in
marketing communications and studies
consistently show that appropriate signage
contributes to increased sales. For many retail
businesses, inadequate signage can affect their
very viability. Signs that are inadequate in size
or do not allow a company to appropriately
display its trademarked colors and logo, can
harm the business.

From a marketing perspective, signage plays
several roles, including:

(1) Communicating the location of the
business;

(2) Reinforcing advertisements and other
marketing variables as part of integrated
marketing communications (IMC);

(3) Branding the site; and
(4) Enhancing store image.

(Taylor, Claus and Claus 2005). These functions
represent the major roles signage plays for retail
businesses. Both the first role (communicating the
location of the business) and the second role
(reinforcing other aspects of IMC) help to build foot
traffic for the store, which in turn has a positive
mmpact on sales. Meanwhile, the last two roles—
branding the site and enhancing store image—help to
establish and remind the consumer of the brand
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image, which also has the impact of increasing both
short- and long-term sales.

Managers of retail and service businesses are
well aware of the sales impact of signage, as evidenced
by a survey conducted by Taylor, Sarkees and Bang
(2012). In this study, 85% of respondents (which
mcluded some non-profit  organizations  and
professional services, such as doctors, in addition to
conventional retailers) indicated that they would lose
sales if they did not have an on-premise sign. Among
those businesses indicating that sales would be lost,
the average sales loss was 34.69. A sales loss of this
magnitude 1s simply not viable for many types of
businesses. The specific marketing functions of
signage and how they contribute to a firm’s
profitability are explored in more detail below.

A.  Commumnicating the Location of the Business

For many businesses, the most fundamental
role played by a sign 1s communicating the location of
the business to customers. An on-premise sign is
often the primary way in which consumers learn
where a business is located. In this way, the sign plays
a key role for the business by “getting the word out”
to the consumer that the business exists at a given
location. For businesses such as the stores at the
Outlets at San Clemente, it is critically important to
communicate to passers-by both that an outlet mall
exists and that their specific store, brand, and/or
product 1s available at the location.

With respect to the need to identify the
outlet mall as a whole, it is important that the signs for
the Outlets at San Clemente themselves be
sufficiently large to be noticed by passersby. In
general, on-premise signs often play a fundamental
role in helping the consumer locate a business he or
she wants to patronize. In terms of consumers passing
directly by the business, high visibility is important in
order to communicate where the store is and to
attract the attention of passersby who may otherwise
not be looking specifically for it (Berman and Evans
2007; Dunne and Lusch 2007). For signage to play its
role effectively it must be both visible to the
consumer and conspicuous within the environment in
which it 1s mounted (i.e., should not blend in to the
point where it i1s difficult to notice). Thus, the need
for signs of suflicient size should be weighted in
evaluating the Design  Review Subcommittee’s

Analysis of Proposed Freeway-Oriented
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recommendation on the Scale of the Signs (see p. 6

of Design Review Subcommittee Report of August 24,

2016).

B.  Advertisements and Other Marketing Variables
as Part of  Integrated @ Marketing

Communications

Savvy businesses have come to view
marketing communications holistically  (Kitchen,
Brignell, Li and Jones 2004; Munoz-Leiva, Porcu,
and Barrio-Garcia 2015). The concept of Integrated
Marketing Communications suggests that every point
of contact a company has with the consumer impacts
the brand and brand equity, and, thus, must be
coordinated. As noted by Belch and Belch of San
Diego State University (2015), the way a consumer
perceives a company 1s the result of a synthesis of the
bundle of messages they receive and the contact they
have with the business. Thus, the consumer’s opinion
of a company 1s influenced by exposure to advertising,
the store environment, the price of the product, and a
host of other marketing variables.

Clearly, exposure to an on-premise sign
makes an impression on a consumer and should be
viewed as part of a company’s IMC strategy. An
attractive sign can have a very positive impact on the
consumer’s perceptions of the company. By
displaying a logo or brief message it can reinforce
other messages sent by the marketer, thereby
capitalizing on the sign as part of an integrated
marketing communications program. In the case of
the stores in the Outlets at San Clemente, consistency
of the company’s trademarked intellectual property
with what consumers see i other media 1s highly
mmportant to the company. If a company cannot
display its normal logo in terms of size, graphics, or
color, this is likely to create disconnect with the
consumer. For example, McDonalds’ yellow golden
arches and Target’s red logo have played a key role in
the companies’ success and the standardization of this
color was integral to these companies.

C.  Branding the Site

Brand equity has been defined as the value
that a brand name adds to a product that goes beyond
its physical attributes (Yoo and Lee 2000; Keller
2013). For example, the value of the Coca Cola brand
name goes well beyond the formula used to make the
product. Indeed, today’s businesses need to think in
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terms of building the brand. As noted by Keller
(2013), building and managing brand equity has
become a key priority for all types of businesses.
‘Whether a business offers a manufactured product or
a service, effective branding can provide critically
important advantages to a business. These include
inducing loyalty to the business, increasing desire for
the product or service, decreasing price sensitivity,
and enhancing memory and awareness of the
business (Keller 2013; Smith and Park 1995; Yoo,
Donthu and Lee 2000).

Site branding occurs when the business’ trade
dress 1s distincive and memorable. Trade dress
mcludes all characteristic, nonfunctional features of
the signage and building, both inside and outside, that
are mtended to 1dentify one business and differentiate
it from others. These characteristic features are
mtended to promote sales. On-premise signage is a
critical part of trade dress that helps to shape the
business’ image. In fact, signage is often a central
feature of the business in the mind of its customers.
Denying companies with known logos or trademarks
the ability to display them on the on-premise sign
denies the business the ability to capitalize on brand
equity they have established with consumers.

For retail businesses such as those at the
Outlets San Clemente, the on-premise sign plays a
unique and critical role by bringing branding to the
site of the business. Trade dress, including
trademarks and other aspects of trade dress can be
used both to enhance immediate recall of the
business when passing by and to buld positive

associations with the business in the consumer’s mind.

Collectively, a company’s logo and color schemes are
part of the company’s trade dress. Logos on an on-
premise sign are particularly 1mportant for
communicating with consumers, as people can
process a familiar logo much more quickly than they
can read a group of letters (Schwab 1998; Signage
Sourcebook 2003). In fact, research shows that it
takes just 0.33 seconds to recognize a familiar single
word or symbol, while it takes proportionately more
time to recognize or read more words.

Research has clearly demonstrated that that
consumers respond to identifying colors (Bellizzi and
Hite 1992; Myers-Levy and Perrachio 1995), shapes
(Veryzer and Hutchinson 1998), typefaces (Mandel
and Johnson 2002), and background design elements

Analysis of Proposed Freeway-Oriented
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(/d) that are part of trade dress. The trade dress is
appealing to a wide range of consumers and exposure
to 1t via the on-premise sign can be critical in shaping
a business’ 1mage. Thus, in order to allow the
companies to effectively brand the site, the City of
San Clemente should allow the businesses to use
their full trade dress, including the trademarked
colors, logo design, and typeface/fonts.

D.  Enhancing the Image of the Store or Business

Experts have long agreed that brick and
mortar retailers must create and reinforce a store
image in order to ensure success (James, Durand and
Dreves 1976; Pessemeir 1980; Golden, Albaum and
Zimmer 1987). Storefronts and signage play an
important role in not only attracting attention, but
also iIn communicating the nature of the store’s image
and atmosphere to the consumer. For example, some
stores communicate a prestigious image via the use of
expensive signage in conjunction with an elegant
storefront. Whatever image the business seeks to
convey, the on-premise sign generally demonstrates
consistency with it.

Retailing experts regard the on-premise sign
as an integral aspect of a store’s image (Berman and
Evans 2007; e.g., Golden, Albaum and Zimmer
1987), and store image 1s critical to the success of any
retail business. In the case of the Outlets at San
Clemente, 1t 1s important for the outlet mall to have
an overall image in addition to the individual signs
enhancing store images of individual tenants. As
Berman and Evans (1998) state, “[tlo be successful, a
retailer must create and maintain a distinctive, clear,
and consistent image.” Effective signage does just that,
by enhancing store image and communicating the
nature of the business. To deprive the Outlets at San
Clemente and the individual stores of on-premise
signs would effectively preempt the ability of the
businesses to create the necessary clear and consistent
store Image.

Overall Impact

In addition to the aforementioned survey by
Taylor, Sarkees and Bang (2012), numerous studies
of the sales impact of appropriate signage clearly
demonstrate the mmpact of signage on bottom line
sales (for a more exhaustive list, see Taylor, Claus
and Claus 2005). For example, a study conducted by
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Pier One Imports indicated that madequate signage
for one of its stores In Germantown, Tennessee
depressed sales by 30%. Spurred by a restrictive sign
code in Agoura Hills, California, Burger King
conducted a field study that indicated that 60% of its
store’s business was attributable to its on-premise
signs. A trial court found that removal of McDonald’s
pole sign at its Agoura Hills store would result in a

35% loss of sales. (See Denny's Inc. vs. City of

Agoura Hills, 56 Cal. App. 4th 1312 (1997).) These
examples illustrate how signage helps businesses in an
area stay competitive (Taylor, Claus and Claus 2005).
Were a community to prohibit adequate signage,
many businesses would go elsewhere.

One key study, titled “Research on Signage
Performance” was conducted by researchers at the
Umnwversity of San Diego. The research looked
specifically at the impact of signage on financial
performance. In part 1 of the study, which focused on
162 Southern California locations of a major fast food
chain, it was found that installing one additional sign

at a site would increase sales revenues by 4.75 percent.

The size of this finding is notable in that these outlet
stores already had on-premise signage. In part 2 of
the University of San Diego study, data from 100 Pier
1 Import stores was analyzed and it was found that
adding a single large pole sign led to an increase of
8.69% 1n revenue.

Bringing more customers to the Outlets at
San Clemente will directly benefit the City through
mcreased sales tax dollars. In addition, downtown
merchants can also be expected to benefit, as
potential consumers (raveling on the freeway who
mitially become aware of the brands offered by the
Outlets at San Clemente through use of its signage
may also become aware of other retailers and
businesses in the area by getting off the highway to
patronize the outlet mall. These motorists may have
never known about the other stores if brand signage
for the Outlets at San Clemente had not mitally
prompted the trip into the City of San Clemente.

II. Research also documents that proper
illumination of signage is important to the
success of many retail businesses.

An additional factor contributing to the
elfectiveness of on-premise signs for many businesses

Analysis of Proposed Freeway-Oriented
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1s the ability to illuminate the sign. Under certain
weather conditions and during dark hours of the day,
tllumination enhances both the wisibility and
conspicuity of on-premise signs (Taylor and Sarkees
2015). As a result, to be fully effective, an on-premise
sign needs to adapt to several illumination needs,
including accurate color rendering, readability, energy
efficiency, cost, and local weather conditions (see
Taylor, Claus and Claus 2005). Moreover, the ability
to lluminate signs after hours can help the business
by communicating the location of the business and by
performing the other marketing functions of signage
(e.g., reinforcing holistic marketing communications,
branding the site, and enhancing store image).

A sign’s ability to be read is a prerequisite for
1t to perform 1ts marketing functions for the company.
In addition to the sign being sufficiently large and
properly placed, a sign must also be both visible and
conspicuous mn order to be noticed. Visibility has
been defined as the physical attributes of a sign that
allow it to be detected at a given distance (Taylor,
Claus and Claus 2005). Conspicuity refers to the
capacity of a sign to stand In its 1mmediate
surroundings so that it 1s readily discovered by the eye.
A sign standing by itself in isolation can meet all the
criteria for visibility, legibility (graphics can be easily
differentiated), and readability, (the legend in totality
conveys a meaningful or understandable message to
the viewer). Under some weather condittons and
during dark hours of the day, illuminating enhances
both the visibility and conspicuity of on-premise signs.

In a nationally representative survey of sign
users, Taylor and Sarkees (2016) found that the mean
number of hours that respondent businesses were
open was 10.8 hours, while their signs were
tluminated for 13.9 hours. More than four-fifths of
the businesses (81%) reported leaving the sign on
after hours. On average, the businesses reported that
lluminating the sign was highly important (6.19 on a
7 point Likert type scale) in communicating the
location of the business. Respondents also expressed
strong agreement that illumiated signs helped
reinforce advertising as part of integrated marketing
communications, with a mean score of 5.90 when
asked generally about the role of illumination and
6.06 when asked specifically about this reinforcement
function during the nighttime. For both branding the
site (6.27) and enhancing store image functions of
signage (also 6.27), respondents reported strong
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agreement that illumination of the sign was very
important.

When asked specifically about what the
financial impact of not being able to illuminate their
signs would entail, a majority (58%) ol respondents
indicated  that that lighted on-premise signs
substantially impact the financial status of many
businesses. For those businesses indicating that they
would suffer from a sales loss if they could not light
their sign, the average estimated loss was 21% (or
more than 10% on average for the full sample).
Similarly, 58% of businesses reported they would lose
customers 1if they could not light their signs, with 18%
being the average estimated loss.

The results of the Taylor and Sarkees (2016)
study underscore that most businesses recognize that
it 1s highly mmportant to be able to illuminate their
signs and to be able to keep signage lit after business
hours in order to efliciently perform marketing
functions. Indeed, most companies who use on-
premise signs believe that restrictions on illuminating
their signs would harm their business financially.
Thus, the mmportance of illumination should be
weighted i approval of the Outlets at San Clemente
signs and designs.

IV. National public opinion polls suggest that the
public understands the value of signage both to
businesses and consumers.

Another consideration in the approval of the
Outlets at San Clemente’s Sign Program is the
public’s view of the signage. In local debates over
signage, for both on-premise signs and billboards, it 1s
occasionally put forward that the general public 1s
opposed to signage on aesthetic or other grounds. In
fact, studies conducted to date show that a majority of
the public 1s not generally opposed to signage on
aesthetic grounds and that the public fully recognizes
the 1mportance of signage to businesses and
consumers alike.

An analysis of data collected by the market
research firm Brand Spark for Better Homes and
Gardens American Shopper, conducted by Dr. James
Kellaris of the University of Cincinnati, documents
several aspects of public opinion toward on-premise
signs (Kellaris 2011 and 2013). The sample analyzed
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was representative of the U.S. population at-large and
mcluded a panel of 880 respondents surveyed in each
of the years 2011, 2012, and 2013. Among the key
findings of the study were that consumers believe that
signage: 1) draws traffic to businesses; 2) helps them
mfer quality and/or character of a business; 3)
provides information about new products; and 4) is
mmportant in helping to find businesses. A substantial
portion of the respondents (49.7% in 2011, 60.8% in
2012, and 64.09% i 2013) reported that they had
failed to find a business because the signage was too
small or unclear.

Another key finding of the Kellaris study is
that only a small portion of the public agree that
“[s]maller signs are generally more attractive than
larger signs.” In response to this statement, only
14.19% of respondents agreed, while more than twice
as many (34.79) disagreed and many more indicated
that they were neutral (Kellaris 2013). In addition,
more than 909% of respondents agreed that “[t]he
letters on signs should be large enough for passing
motorists to read at a glance,” with less than 1%
disagreeing. Thus, it should be noted that only a small
portion of the overall population prefers small signs
to large signs.

Another finding of the Kellaris analysis is that
consumers strongly prefer a variety of signs
business district to uniformity. In response to the
statement “[a] variety of signage design within a
business district 1s interesting and appealing,” nearly
seven 1n ten (69.5%) agreed, while 26.9% were neutral
and just 3.6% disagreed. Although some degree of
uniformity of signage within an individual mall is
commonplace, the City of San Clemente’s
recommendation of standardized colors 1s not
consistent with national public opinion on the
aesthetics of signs. Moreover, the need for some
businesses to use trademarked colors for their logos
and other trade dress would suggest that a large
segment of the public will view standardized colors as
unusual and undesirable.

A large volume of public opinion polls
reinforce the 1dea that the majority of the public is not
generally opposed to signage on aesthetic or other
grounds. A meta-analysis of more than fifty major
studies conducted over the years, including studies by
renowned organizations such as the U.S. Travel Data
Center, Louis Harris Polling, University of Michigan
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Survey Research Center, University of Alabama,
Virginia Commonwealth University, Penn, Schoen
and Berland, Inc., and Arbitron, among others
documents that public opinion 1s not opposed to
billboards (Taylor and Franke 2011). Collectively,
these studies included more than 16,000 observations
that measured public opinion on a variety of issues
related to billboards. The Taylor and Franke (2011)
study found that across polls, 859, of Americans
believed that billboards are useful to travelers, 80%
believed that billboards create jobs, and 82.2% agree
that billboards help businesses attract customers.
Additionally, on average, over 83% of those surveyed
agreed that billboards are informative. And a majority
of those polled (58.2%) agree that billboards are
mteresting. When asked specifically about aesthetic
1ssues, the public was evenly split on whether
billboards can harm scenic beauty (50.19%), while a
minority of respondents found billboards ugly
(43.29%) and annoying (27.8%).

These findings of public opinion toward
billboards are indicative that the public at large does
not have a distaste for signs. U.S. retailers use on-
premise signs as the basic ink to consumers m 98%
of cases, whether to promote impulse purchases, or
to help consumers remember the store and what it
sells at 1ts location for future reference. Therefore, it
1s clear that consumers value the information
conveyed by on-premise signs (Signage Sourcebook
2003). Consumers also use on-premise signs for a
variety of functions, including finding a business,
developing an impression of the store and its image,
and recollecting information stored in memory about
the business (Taylor, Sarkees and Bang 2012; Kellaris
2013). There 1s also broad consensus that signs help
businesses build traffic, increase sales, employ
people, and allow businesses to contribute to the tax
base of a community (Signage Sourcebook 2003;
Taylor, Claus and Claus 2005). The fact that the
general public recognizes the benefits of businesses
having adequate signage should be taken ito account
i considering the approval of the Outlets at San
Clemente signs.

Analysis of Proposed Freeway-Oriented
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