
SECTION 6:
INTERPRETIVE MEDIA



Interpretive Media

Interpretation is defined as a communication process that guides visi-
tors in their search for meanings in objects, places, and landscapes. 

“Interpretive planning is an initial step in the planning and design 
process for informal learning-based institutions like museums, nature 
centers, heritage sites, parks and other cultural facilities where inter-
pretation is used to communicate messages, stories, information and 
experiences. It is a decision-making process that blends management 
needs and resource considerations with visitor needs and desires to 
determine the most effective way to communicate a message to a 
targeted audience.”

While the WPR strategic marketing plan identifies strategies on how 
to entice visitors into traveling and exploring our byway, effective in-
terpretation addresses how the byway stories get told to the visitor in 
an interesting, concise, relevant, and memorable way. Interpretation is 
defined as “a mission based communication process that forges emo-
tional and intellectual connections between the interest of the audi-
ence and the meaning inherent in the resources.” (National Association 
for Interpretation) 

As Heritage Interpretation & Tourism Planner John Veverka states, “It 
is the interpretive communications strategy that will help each visitor 
understand the unique and special stories associated with each unique 
byway. Interpretation reveals the story of the people, places and events 
that have occurred, or are occurring along the byway, and help guide 
visitors through a living museum of regional natural and cultural herit-
age.”

According to the National Scenic Byway Foundation, a byway story 
is “the intentional, coordinated message that the byway conveys to 
visitors about the resources and qualities that it promotes. This mes-
sage may be interpreted through written materials, signs, information 
kiosks, guides, videos, and other media. Most importantly, the byway 
story is conveyed through the direct experiences that the visitor 

encounters along the trip…Simply inventorying these historic features 
and describing the events that occurred there are not sufficient for 
promoting the byway. These separate elements must be pulled togeth-
er into an engaging story that will serve as a unifying message.” 

Benefits of Interpretation 

Sharing interpretation instead of just information can:

• Inspire visits to other nearby attractions, thereby increasing local 
tourism

• Increase use of the byway route

• Educate visitors about the byway’s intrinsic resources

• Enable visitors to understand more clearly the messages of histo-
ry, the environment, or a nearly forgotten culture

• Help residents gain a greater appreciation of those resources and 
their own local heritage, inspiring them to take a more active role 
in protecting and preserving those resources

• Increase the marketability or use of the byway by more diverse 
target market groups

• Present new perspectives on familiar topics

• Evoke a much stronger connection to the location

• Evoke emotional responses, creating memories and an experience

• Serve as a “heritage tourism” draw 

The techniques used to communicate the themes of the byway are 
referred to as interpretive media. Well-planned interpretive media can 
open windows of revelation to visitors who seek personal connections 
and meanings in these resources. Part of the reward of traveling a 
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beautiful scenic byway is the sense of discovery in exploring a new and 
exciting place, and the feeling of growing emotionally and intellectually 
in the process of this discovery.

Interpretive media takes many forms. Wayside exhibits, trail signs, 
brochures, websites, audio tours, apps, and visitor center exhibits are 
some of the ways we attempt to help visitors find their way and enjoy 
their experiences. Visitors’ lives are enriched as they discover personal 
meanings regarding these resources. 

This section provides a snapshot of existing interpretive resources, in 
addition to the WPR Board’s recommendations for future interpreta-
tion.

Welcome/Visitor Centers 

Welcome, visitor or tourist information centers are important places 
to greet visitors of the byway, and educate them on all that the byway 
has to offer. Visitors may pick up maps, brochures, booklets, and even 
souvenirs at these centers. They may ask staff for directions, and get 
recommendations and answers to their questions. 

These welcome centers should:

• Make sure visitors are aware of the byway and its attractions.

• Distribute printed byway materials, such as tear sheet maps, rack 
cards, or booklets. (Welcome centers should request more mate-
rials for distribution from the Byway Coordinator when they are 
running low.)

• Facilitate impromptu planning for visitors.

• Create awareness of local sites, businesses and events.

• Introduce the “byway brand” through the use of its logo and visual 
branding on printed materials and signage. This prepares visitors 

to recognize byway signage, experience hubs, and wayside exhibits 
as they drive the byway. 

• Provide maps or other byway materials in an outdoor, weather-
proof container that can be accessed 24/7.

Existing Welcome Centers:
There is currently one welcome center along the WPR. The former 
St. Joseph’s Catholic Church in Casey, built in 1908,  now serves as 
a visitor and community center, along with displaying historical arti-
facts from Casey.  The Visitor Center is used for weddings, community 
gatherings, family reunions, and receptions. It is owned by the Casey 
Historical Society.

Suggestions/Recommendations:

Museums/Historic Sites
The two museums along WPR, the Casey Visitor Center and Museum 
and the Dexter Museum, focus on the culture and history of these two 
communities along the byway. Here is their existing interpretation:

Kiosk Mural/
Sculpture

Audio 
Tour

Signage Website Social 
Media

Booklet

Casey

Dexter Yes FB

Byway Artwork (Public art, murals, sculptures, etc.)
Public art can be created for many reasons - to express civic values, 
beautify communities, or to inform the public about the local history 
or culture. Public art is for everyone, as it is a form of collective com-
munity expression. 

Public art is placed strategically, both inside and outside buildings, for 
viewing by a large number of people. It tends to be large-scale and 
visible from a distance. The media may be three-dimensional such as 
a sculpture, or two-dimensional such as a mural. Public art is usually 

section 6: interpretive media 



made to last but may be ephemeral to celebrate a community event or 
simply a form of artistic expression like a chalk painting. 

Public art can offer visitors insights into the history and culture of 
those communities and provide a welcoming aesthetic quality to town 
streetscapes. 

Existing Byway Art:

Sculptures
Sculptures provide more than something for visitors to look at - these 
three-dimensional pieces of art create something for visitors to inter-
act with. Sculpture is tactile and sometimes may even be climbed or 
sat on. It can be viewed from many different angles, and may change 
appearance some based on the time of day or season. 

Sculptures may be realistic or abstract, and tell a story or represent a 
historical figure, event, or place. 

There are currently no sculptures along the WPR Scenic Byway.

Murals
Many towns have historic buildings with unfinished walls. These large 
exteriors can be converted to artistic expressions of the communi-
ty’s sense of place. Often they illustrate local history or provide social 
commentary. They can introduce the personality of a community, and 
provide must-see, must-share social media content of your byway. 

The Original Freedom Rock

Artist Ray “Bubba” Sorensen from Greenfield, Iowa, is painting a 
Freedom Rock in each of Iowa’s 99 counties and two Freedom Rocks 
in each state of the country. Located just south of the 5x80 Country 
Club is the 56-ton boulder that serves as Sorensen’s canvas for patri-
otic images, the original Freedom Rock. Bubba repaints this rock each 
May, a Memorial Day tradition that draws thousands of people to the 
rock.

Ivers Building Mural at Veterans Memorial Park

The Freedom Rock is not the only work by Ray “Bubba” Sorenson 
along White Pole Road. Sorenson painted the huge mural on the side 
of the Ivers Building (currently owned by Marjorie Sublett of Serenity 
Memorial Monuments) in Casey. The mural depicts soldiers in action 
during different conflicts throughout history, including both World 
Wars, Vietnam, Korea, and the Gulf War. The mural states “Thank You 
Veterans for Our Freedom,” and several other quotes. The Veterans 
Memorial Park was founded in 2000 by C.T.O.

Online Media (websites, etc)
Around 65% of leisure travelers begin researching online when decid-
ing where to go, according to a 2014 survey commissioned by Google 
that polled 3,500 U.S. respondents. A strong, well-developed online 
presence is imperative for sharing information and interpretive mes-
sages about the byway. 

Existing Online Media:
WPR has an online presence on the following websites:

a. https://www.whitepoleroad.com - White Pole Road has its own 
website which includes sections on the following: About Us, At-
tractions, Travel Tools, Events, and contact information. It also fea-
tures a link to the Iowa PBS Explores video on The Great White 
Way which is posted on YouTube. The Travel Tools page includes 
a PDF of the WPR tear sheet map, and two WPR Bingo Cards, as 
well as the WPR audio tour. 

b. Travel Iowa website (https://www.traveliowa.com/trails/white-
pole-road/18/) - WPR has an individual page on Travel Iowa’s web-
site, which includes photos, the byway’s logo, description, a link to 
the tear sheet map, and links to pages on the website for Adair, 
Casey, Dexter, Menlo, and Stuart.

c. Iowa DOT website (https://iowadot.gov/iowasbyways) - The state-
wide Iowa Byways website homepage links to individual web pages 
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on TravelIowa.com for each of Iowa’s byways, including WPR. This 
website includes a PDF of the Iowa Byways travel guide. There is 
also an option for ordering a printed copy of the guide or byway 
posters. 

Suggestions/Recommendations for WPR:

Social Media
In addition to more traditional websites, visitors are turning more of-
ten to social media. An active social media presence allows the byway 
to share information quickly and efficiently. 

According to the Pew Research Center, around three-fourths or more 
of both Millennials (1981-1996) and Gen-Xers (1965-1980) now re-
port using Facebook (84% vs. 74%, respectively). Boomers (1946-1964), 
and Silents (born in or before 1945) have both increased their Face-
book use by double digits since 2015. In fact, the share of Silents using 
Facebook has nearly doubled in the past four years from 22% to 37%

WPR has a social media presence on Facebook. The byway is also 
featured on Tripadvisor, etc. It has been featured in The Des Moines 
Register and Creston News, as well as by travel writers such as Olio in 
Iowa and The Iowa Gallivant.  

Social media is a very effective no-cost/low-cost way to promote the 
byway. The challenge with social media is making regular, frequent 
posts, but tools like Facebook Business allow posts to be made and 
scheduled in advance, with options to post to both Facebook and Ins-
tagram instantaneously. 

Portable Personal Tours (Podcasts & Smart Phone Tours)
The number of people who own mobile devices such as smartphones 
and tablets continues to rise. According to the Pew Research Center, 
the vast majority of Americans – 96% – now own a cellphone of some 

kind, while roughly half own tablet computers and roughly half own 
e-reader devices. The share of Americans that own smartphones is 
now 81%, up from just 35% in Pew Research Center’s first survey of 
smartphone ownership conducted in 2011. 

A growing share of Americans now use smartphones as their primary 
means of online access at home. Today roughly one-in-five American 
adults are “smartphone-only” internet users – meaning they own a 
smartphone, but do not have traditional home broadband service. 
Reliance on smartphones for online access is especially common 
among younger adults, non-whites and lower-income Americans. But 
smartphone usage is growing among the older generations. Boomers 
are now far more likely to own a smartphone than they were in 2011 
(68% now vs. 25% then).

Travelers expect to stay connected and find information through social 
media sites, Internet searches, GPS navigation, apps, and other technol-
ogies that are constantly evolving. Scenic byways should plan innovative 
solutions for connecting with visitors who are using mobile technol-
ogies. The proliferation of personal mobile devices opens up a vast 
world of opportunities for sharing interpretive messages.

While WPR has an audio tour which is accessible from its website, it is 
not downloadable and therefore relies on the visitor’s ability to access 
the website and maintain a strong signal while traveling the byway. 
Therefore, the WPR Board might consider developing or moving these 
recordings into a mobile phone audio tour through one of the follow-
ing platforms:

Cell Phone Audio Tours
Developed before the increase in smartphone ownership, a traditional 
cell phone tour is a system where visitors call into a centralized phone 
number, enter a specific tour code, and listen to the interpretive mes-
sage. 

Benefits of a cell phone tour:

• The vast majority of U.S. adults today own a cell phone
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• The technology is very accessible to most people

• It is easy to update audio messages in a centralized database as 
resources and events along the byway change

• It allows for tracking visitors for marketing purposes

• Limitations of a cell phone tour:

• It requires a cell phone signal in order to work and rural areas 
such as ours are not always the best places in terms of signal 
strength

• Requires monthly hosting fees

• May cost the user minutes depending on their cell phone plan

Downloadable Audio Tours:

These audio files are then transferred to a personal audio device, 
like an iPod or MP3 player, or a mobile device that plays sound, like a 
smartphone or tablet. 

Benefits of a downloadable audio tour:

• Messages can be downloaded before the trip for planning purpos-
es

• Depending on the size, files can usually be provided on an existing 
website for free

• Messages can be recorded in-house and easily updated on the 
website

Limitations of a downloadable tour:

• Users must be knowledgeable about how to download and trans-
fer files from a computer to the device

• Audio and video files can take up large amounts of precious space 
on a mobile device, which may limit their use

• Users typically will need advance planning to download the files 
prior to the trip, which doesn’t work well for spontaneous visits

Audiovisual Tour Apps

Using the power of personal smartphone and tablet devices, audio-
visual tours combine sound, images, video, text, and interactive com-
ponents to create rich and diverse interpretive experiences. They are 
ideally suited to byways, providing directions to nearby attractions and 
offering interpretation during long drives.

Native Tour Apps

Native device apps are small digital programs distributed through 
online stores like the Apple App Store or Google Play Store. An app 
is downloaded to a mobile device, providing quick and easy access 
to content. Like mobile websites, apps incorporate text, visual, and 
audio components and encourage interaction. An app can tell a story 
through photos, narration, music, video, games, demonstrations, and 
other techniques.

Benefits of a native tour app:

• Encourages interactive participation

• Provides nearly unlimited options for design and techniques

• Can use the GPS feature of a mobile device to automatically 
trigger site-specific messages or show attractions near the user’s 
current location

• Typically much faster and responsive than Web-based media

• Does not require Internet access to run (although some features 
of the app may require this)

Limitations of a native tour app:

• Apps must be downloaded and installed onto a mobile device, 
which may take up a considerable amount of space

• Multiple apps must be developed, one for each operating system, 
in order to reach the largest number of users

• Apps must be updated every time a mobile device’s operating 
system is updated, which adds maintenance costs
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• May be expensive to develop

• May require the user to pay a fee (depending on how develop-
ment and maintenance costs are covered)

QR (Quick Response) Codes:

QR codes are matrix bar codes that quickly link mobile devices to on-
line media, such as websites, audio clips, and videos. They can be incor-
porated into publications, interpretive panels, and even artifacts along 
the byway. A traveler uses the camera on their mobile device to scan 
the QR code with an app, which decodes the information and uses 
other apps on the device to show the interpretive content. 

Benefits of QR Codes:

• Quickly connects mobile devices to online resources without 
needing a URL

• Can be created and printed on media for free

• Online resources can easily be developed, changed, or updated at 
minimal cost

• Different QR codes can be generated to link to different messages 
(i.e. one for adults and one for children)

Limitations of QR Codes:

• QR codes require access to the Internet via cell signal or WiFi

• Traditional QR codes are composed of black and white squares, 
often an unattractive design for media

• Once created, a QR code will always link to the URL address that 
it is encoded with, so if the online address changes, the QR code 
will also need to be changed

Suggestions/Recommendations for WPR:

The byway has great potential for tapping into the mobile devices that 

most travelers to WPR bring with them. Cellular service can be spotty 
along the byway, but there are some options for digital media that can 
be downloaded prior to the trip, or visitors can take advantage of free 
WiFi service offered at some area locations to download digital tours 
before heading out.

WPR is ripe with wonderful subject matter that could be presented to 
visitors in an audiovisual tour.

1. Create an audiovisual byway tour

The audiovisual tour is a great way to introduce byway visitors to the 
stories of WPR. In a 2020 survey conducted by Corridor Solutions of 
people who reported driving a scenic byway within the past two years, 
36% stated that a mobile app or audio tour would have made their 
scenic byway experience more memorable or enjoyable.

The A/V tour can be distributed in multiple ways to reach the largest 
audience. Some ideas for development include:

• Edit the messages down to their essence - only the most inter-
esting and engaging stories for visitors should be told. Keep the 
messages short, as travelers will not likely listen to anything more 
than a few minutes in length per site. 

• Record oral histories and interviews with people who lived and 
worked along the byway, or have special expertise on a specific 
theme. 

• Use any authentic audio recordings.

• Make sure that video and audio recordings are of high quality.

• Find music and sounds that will help bring the stories of WPR to 
life. 

• Create a narrative storyline. Narrators are often necessary to tell 
the story in a concise way and introduce the various oral histories 
and interviews. 

• Take advantage of local talent for voiceovers.
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2. Develop a Native Tour App

A native app provides a great deal of flexibility for presenting the 
audiovisual tour. Messages can be offered in an audio or video format. 
If only audio is available, photos can be shown to enhance the mes-
sage (for example, historic photos). The app should provide a map 
with tour locations indicated and can be linked to the user’s current 
GPS location. It can also be programmed to read a GPS location and 
automatically offer site-specific messages.

3. Develop a Mobile Tour Website

To maximize the audience base, a mobile tour website should also 
be created. Once an app is developed, it will be easy to take the text, 
audio, photos, and video from specific messages and make them availa-
ble in other formats. A web page with links to the audio or video files 
provides options for users to either download the tour onto a mobile 
device before their trip, or stream the messages while traveling (as 
long as a cellular signal is available). 

4. Add QR Codes to Media

Once a mobile tour website is up and running, QR codes can link 
directly to specific online attraction web pages and audio/visual tour 
files. A user can simply scan a QR code with their mobile device, and 
interpretation will be streamed automatically to the device. QR codes 
can be added to experience hubs or wayside exhibit panels, travel 
guides and maps, or welcome center exhibits to provide a more in-
depth and interactive experience. 

Options for Developing Audiovisual Tours:

Costs for developing audiovisual tours vary considerably, but they are 
typically quite expensive. A more affordable option is to use an exist-
ing app system that allows users to enter customized content. 

STQRY (Formerly OnCell)

Used by other Iowa Scenic Byways to create audio tours, STQRY 
provides a platform to create GPS-enabled mobile phone tours have a 
location-awareness feature that helps create a custom experience for 

your visitors and physically guides them around your city or tourist 
destination. Smart street maps integrate with Google™ Maps and are 
ideal for walking tours, biking tours, and driving tours.

Features include:

• Instant visitor notifications - custom messages such as alerts for 
special events, special offers, or when there is new content to 
access

• Updates in real time

• Multi-language support, allowing you to reach more visitors and 
serve international travelers

• Work on any device with a web browser and can be published 
as native iPhone® or Android® apps at a fraction of the price of 
developing one from scratch

• Integration of sponsors or advertisers branded directly into your 
app

The Antenna PWA (Progressive Web App)

Users scan a QR code or click a URL and within seconds they are 
experiencing your tour via their web browser.

Features include: 

• Stop list navigation menu

• Thumbnail previews with stop titles

• Full screen images and video

• Autoplay audio and video

• Search function for stop names or numbers

• Surveys with 5-tier star responses

• Keypad navigation identical to on-site devices

• Highlights Tour feature to control visitor flow at peak times
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Suggestions/Recommendations for WPR:

• Partner with the other Iowa byways and look into funding as a 
group (Byways of Iowa Coalition?)

• Apply for an Iowa Tourism Grant through the Iowa Tourism Of-
fice

• Find a corporate sponsor, such as Caseys, Kum-n-Go, or Hy-Vee

• Sell advertisements on the app, making it revenue-generating, but 
still keeping it free for the user

Printed Materials/Publications
Although smartphone use is increasing, not everyone has one, and 
many visitors use a combination of digital and printed media when 
traveling. In fact, research has shown that while most vacation planning 
is done online, visitors prefer to use printed materials once they’ve 
reached their destination. Use of printed materials is not inhibited by 
spotty cellular coverage or low batteries. Printed publications also 
serve as souvenirs or keepsakes of an adventure, and are often kept 
by travelers for months or even years, sometimes being shared with 
other potential visitors. 

General Byway Brochure

A general brochure promoting the byway can be a cost-effective way 
to attract the attention of travelers who are not already aware of the 
byway or are making a spontaneous trip to the area. The purpose of 
this general brochure is to entice travelers to seek more information 
about the byway, either online or at a welcome center. It should be 
bold and concise with dramatic images to highlight significant attrac-
tions and other byway media. 

Design Recommendations:

• An 11”x17” trifold brochure offers room for a lot of information 

that then folds to take up far less real estate on a brochure rack.

• Colors, font styles, and graphic elements should adhere to the 
design standards of WPR and Iowa Byways.

• The front cover needs to be designed in such a way that the top 
one-third catches the eye of a visitor amongst all of the other 
brochures available. In order to do this, the text should clearly 
state the main experience offered in a light-colored font over a 
dark background. (For example, Drive White Pole Road! could be 
presented in yellow letters on a black background.)  

• A dramatic photograph (or two) should also be granted space 
on the front cover and should represent the best experience the 
byway has to offer. It should include people, if possible, for a more 
emotional connection to the reader.

• The back cover would be an ideal place to include a map of Iowa, 
with an indication of the location of the byway within the state. 
Contact information and welcome center locations should also 
be presented here. It is important to keep in mind that brochures 
sometimes get placed back onto a brochure rack backwards, so 
the top one-third of the back cover should also draw attention 
and clearly state what the brochure is about. 

• The inside panel (first reveal) when the brochure is opened 
should contain another dramatic image to draw the reader in and 
provide a concise and active description of the byway or its main 
features.

• The three panels on the inside of the brochure (second reveal) 
should highlight the byway’s main attractions or highlights, per-
haps breaking them down into themes. 

• The full reveal (all six panels when completely unfolded) should 
be an illustration of the byway map.

WPR Rack Card
The purpose of the rack card is very similar to the general brochure 
but it is even more cost-effective. Its purpose is to bring awareness of 
WPR to people who are already on the road and traveling through 
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Iowa. It was designed to stand out on a brochure rack and give the 
reader enough information to entice them to visit the byway or to 
find out more. It is strategically placed at welcome centers, especially 
along the I-80 and I-35 corridors. 

Design Recommendations:

• Rack cards are 4” wide by 9” high, two-sided, full-color, printed 
on silk cover stock. 5,000 rack cards cost around $500 to print. 
They fit perfectly into standard brochure racks.

• The front of the rack card features a collage of color photos 
from around the byway along with the byway logo and tagline. 
Below the photo collage is a short description of the byway, fol-
lowed by a list of byway highlights. The Iowa Scenic Byways logo 
should be placed at the very bottom right corner. 

• The back of the rack card features the words “White Pole Road” 
at the very top, then the byway route map (not detailed) and an 
icon of the state of Iowa with an indication as to where WPR is 
located within the state. Below the map is a description of WPR’s 
proximity to major hubs, such as Des Moines, Omaha, Kansas 
City, Minneapolis, and Chicago. Below that should be information 
about any visitor centers and the contact information for the 
byway coordinator. 

• All graphic elements and colors adhere to the Iowa Byways and 
WPR design standards.

Travel Guides
White Pole Road is included in the printed full-color, 32-page booklet 
produced by the Iowa DOT entitled “Iowa Byways: The Official Travel 
Guide to Iowa’s Byways.” The guide is organized by byway with a 
two-page spread devoted to WPR. These pages feature photos of the 
byway’s main attractions, a concise, creative description of the route, 
a map of the route, and a brief list of its main attractions. 

The travel guide is well-designed, matching the individual byways’ 
logos and design colors. 

While the travel guide provides a great introduction to each of Iowa’s 
fourteen byways, and should pique the interests of travelers, it is not 
well-suited for navigating the byway route. The map and list of attrac-
tions do not provide much detail as to location, seasons and hours of 
operation, etc. 

This travel guide is not a substitute for a standalone WPR-specific 
travel guide, which should be developed. An independent guide, fo-
cused solely on the WPR, would allow for specific information geared 
at helping a visitor plan their visit and navigate the route. 

An independent WPR travel guide could group sites and attractions 
by theme or area of interest and even offer theme-specific itineraries. 
Attractions and sites could be listed along with descriptions, physical 
and web addresses, hours of operation, and admission fees. 

Interpretive Experience Hubs
WPR can be accessed through two main entry points or numerous 
other entries. It is important to welcome and orient travelers at vari-
ous places along the route.

Experience hubs are thematic kiosk structures designed to orient 
travelers to the attractions and stories of a byway. They consist of 
multiple signs that provide maps, information, and interpretation. Un-
like staffed visitor centers, they are available 24/7 year-round. Experi-
ence hubs present an opportunity to introduce the byway to travelers 
who pass by serendipitously. 

Although visitors rely on GPS or maps to assist them in orientation, 
unified kiosk structures that are easily seen on the landscape are reas-
suring guides. They have enough mass and character to attract atten-
tion and to support the byway identity. The most successful hubs are 
prominently sited at key byway entry points and at areas of high trave-
ler use such as welcome/visitor centers, and significant attractions. 
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Font (for signage): Gill Sans in all Caps

Our Color Palette:  A color palette is a set of colors used in a visual 
medium. The WPR palette incorporates colors from the WPR logo. 
Additional colors from the Iowa Byways brand could be added to this 
palette in some instances. 
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