
Business signage is the most
regulated speech medium in the
United States.  However, sign
codes that censor commercial
speech are receiving increasing
scrutiny by federal courts as
well as many state courts.
Leading court cases that deal
with these censorship issues are
discussed throughout this book.

A second source for analyzing
the impact of a local sign code
on a particular site and its sig-
nage is the relevant state’s zon-
ing enabling act.  In states that
do not grant extensive home-
rule powers to local govern-

ments, these acts set general
standards that local governments
must follow.  When valuing sig-
nage in these states, appraisers
should determine whether the
local sign code deviates from
the state’s zoning enabling act.
If it does, the final analysis
should point this out.

At all times, the appraiser
should keep in mind that the
controlling sign code – whether
it be a local, state, or federal
regulation – affects the total
value of a commercial site.
While a determination that the
subject site is situated in the

correct commercial zone or dis-
trict is an important factor in the
appraisal process, it’s also cru-
cial to remember that if a site
cannot effectively communicate
to the street, it cannot function
successfully as zoned.  In such
circumstances, the appraiser
must caution the client, and
adjust the value downward.

Because a thorough understand-
ing of the controlling sign code
and its impact on anticipated
business revenues is a necessary
component of any signage
appraisal, a general overview of
prototype codes and code objec-

Land Use Zoning and Sign Codes:

Regulatory and
Appraisal Factors

Page 206

A general rule for retail-
oriented districts is that
the faster the speed of
passing vehicular traffic,
or the more lanes on the
roadway, the larger (or
sometimes, taller) on-
premise signs may be.
This ensures that the
sign is not blocked from
view by passing traffic
and that the passing
motorist has sufficient
time to see, read and
react appropriately to the
sign.
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who are in the left lane or on the
opposite side of the street.
When this occurs, not only does
the sign fail its communication
function, it encourages unsafe
traffic maneuvers by those who
may be looking for it.  (Traffic
safety issues are discussed in
more detail in The Science of
Signage Section of this book.)

Land Use (or Zone)
Regulation

The land use, or zone-based,
sign code is designed to inte-
grate commercial signage into
broader land use plans and poli-
cies.  It generally employs a
specification format, which con-
centrates on sign type, size,
height, placement, and illumina-
tion source.  

If properly drafted, the code will
allow signage that fulfills its

communication function and
permits the zone to succeed as
designated.  Optimally, three
general principles will govern
the increase or decrease in spec-
ification regulation:

1. the physical needs of the
average driver, as conditioned
by visual acuity and reaction
abilities;

2. the transportation and topo-
graphical conditions within
the sign’s vicinity;

3. the degree of overt commer-
cial selling considered to be
inherent in the subject land-
use zone or district, and the
need to assure that the zone
functions as zoned.  

When analyzing specification
regulations in these circum-
stances, the signage appraiser
must take great care in deter-
mining whether the regulations

operate to enhance visibility
within the zone, or instead ren-
der the zone economically dys-
functional by prohibiting easily
detectable and readable signs
that can effectively “speak” to
potential customers with suffi-
cient lead time to permit safe
reaction.  

Aesthetics
Regulation

Sign codes often include a spe-
cial section that addresses aes-
thetic concerns.  This sign
“review” code generally con-
trols the time, place, manner,
and content factors of signage.
Often businesses and appraisers
rely on this design review sec-
tion when seeking an “excep-
tion” for a sign that varies from
the code.  However, some local-
ities have separate municipal
code sections that specifically
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1. For examples, see the Manual on Uniform Traffic Control Devices, Americans with Disabilities Act, and traffic safety studies conducted
in conjunction with, for example, Combined Communications v. City of Denver, 186 Colo. 443, 528 P. 2d 249 (1974), aff’d 542 P. 2d 79
(1975).
2. A code provision for design review should not be confused with separate “variance” provisions.  A variance is a deviation from a desig-
nated land use, and generally will be granted only if specified conditions can be met.  While hardship is commonly one of those condi-
tions, eligibility standards vary from locale to locale.

tives is necessary as a starting
point.

Sign Codes:
Specification and
Design Review/
Performance 

Typically, sign codes are drafted
as either one of two types:
specification or performance.
At present, most sign codes are
specification codes.

A specification code is based on
allowable physical parameters
and regulates in accordance with
specific land uses in designated
zones or districts.
Transportation conditions may
also be taken into account.  For
example, a general rule for
retail-oriented districts is that
the faster the speed of passing
vehicular traffic, or the more
lanes on the roadway, the larger
(or sometimes, taller) on-prem-
ise signs may be.

The design review or perform-
ance code regulates in accor-

dance with broad-based commu-
nity goals.  Under this code,
applicants are afforded some
flexibility in utilizing materials,
technology, and design, so long
as the signage does not interfere
with or significantly vary from
general community standards.

Commonly, within both codes,
three distinct concerns are
addressed:  traffic safety, land
use (zoning), and design review.

Traffic Safety
Regulation

Traffic safety is always identi-
fied as an objective in regulato-
ry sign codes.  In those munici-
palities that take this goal seri-
ously, the regulations are
designed not only to control
signs, but also promote safe
wayfinding, including direction
enhancement.  This goal is
achieved, especially in specifi-
cation codes, by setting physical
parameters in accordance with
strictly controlled databases
generated primarily from federal

studies.  Sign type, size, and
placement, as well as time,
place, and manner regulatory
factors, are extensively
addressed in these government
studies.  Standard mandates in
this category are based on mini-
mum, rather than maximum,
size and height measurements.
In other words, the standards
specify that a sign must be at
least a certain size or height if it
is to be safely seen and reacted
to by passing motorists.1

Unfortunately, many municipali-
ties, while touting traffic safety
as a goal, instead craft regula-
tions that compromise this goal.
Such regulations are based on
maximum parameters, which
restrict signs to sizes or heights
or content display that may ren-
der them all but invisible to
passing traffic.  For example, a
code may state that an on-prem-
ise sign cannot exceed six feet
in height.  In many circum-
stances, parked cars or curb-lane
traffic will hide a sign of this
height from the view of drivers

The highly restrictive sign
code under which this
sign was erected so limit-
ed its size that passers-
by are hard pressed to
figure out what is for sale
there.  If a site cannot
effectively communicate
to the street, it cannot
function successfully as
zoned.  In such circum-
stances, the appraiser
must caution the client,
and adjust the value
downward.

Sign standards for high vehicular-traffic arteries should differ from those with high pedes-
trian traffic.  The sign on the left is located on a highway, while the sign on the right is on
a relatively quiet downtown street that is oriented more to pedestrians.



undesirable it may be futile to
attempt a variance, because the
code is meant not to limit signs,
but to limit outsiders.  In such
cases, litigation may be costly,
and the prudent appraiser may
advise the client to consider
investment or location of his or
her business elsewhere.  

The Effect of a
Restrictive Sign
Code on Market
Share

Regulators influenced by design
and aesthetics alone rely on the
slogan “less is more” to justify
severe sign restrictions.  Such

restrictions usually limit the
sign’s type, size, and placement.
Sometimes a restriction of con-
tent or copy is attempted – an
effort nearly always constitu-
tionally suspect.  These latter
instances usually arise because
the regulator does not realize or
accept that what is being regu-
lated is a form of protected
speech.

Of special concern to independ-
ent small businesses is a code
restricting or confining an on-
premise sign to a limited size or
space.  Such codes favor those
companies with national recog-
nition, and whether or not such

a favor is intended, the result is
the same:  the smaller, nonfran-
chised or nonchain merchant is
economically disadvantaged.  To
assert either implicitly or explic-
itly that limiting a sign’s size
does not place the local small
business on unequal footing
with large corporations is to
misunderstand both the power
of corporate brand or identifica-
tion systems and the competitive
edge provided by national mar-
keting and media advertising
programs.

Sometimes regulators will seek
to limit on-premise signage to
messages relating only to the

Of special con-
cern to small
businesses are
codes restricting
or confining an
on-premise sign
to a limited size
or space.  Such
codes favor
those companies
with national
recognition and
disadvantage the
smaller, nonfran-
chised or non-
chain merchant.
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2. A code provision for design review should not be confused with separate “variance” provisions.  A variance is a deviation from a desig-
nated land use, and generally will be granted only if specified conditions can be met.  While hardship is commonly one of those condi-
tions, eligibility standards vary from locale to locale.
3. With respect to establishment of land use goals that relate to aesthetics, see State v. Miller, 416 A. 2d 821 (N.J. 1980); and Village of
Hudson v. Albrecht, Inc., 458 N.E. 2d 852 (Ohio 1984).  Also see Chapter 5, Appraising the Economic Value of On-Premise Signs.
4. See Nectow v. City of Cambridge, 277 U.S. 183 (1928).  Also see Chapter 5, Appraising the Economic Value of On-Premise Signs.
5. Off-premise signs or outdoor advertising may be regulated by local municipalities, but are also subject to federal and state legislature
and agency regulations – and benefit, in some cases, from federal and state protections that supercede municipal regulations.

outline variance/exception pro-
cedures.2

Although a code’s design review
standards provide an excellent
way to maintain the visual envi-
ronment desired by a communi-
ty, it is incumbent upon the reg-
ulator or reviewer to apply the
code fairly and consistently.
Further, regulators must take
care when drafting the code to
assure that the standards they set
are neither too vague nor too
restrictive to pass constitutional
muster.3 The U.S. Supreme
Court has long held that land use
regulation must provide an
exception (or
variance)
process, and the
controlling sec-
tion must con-
tain standards
that are suffi-
ciently precise

to permit a trier of fact, in the
event of litigation, to determine
whether the standards have been
correctly applied.4

While a “variance” technically
operates as an exception to a
designated land use and the con-
trolling code, it also reflects how
reasonable the designated land
use and the sign code really are.
Therefore, the number of appli-
cations for sign code variances
or exceptions provides a reason-
able test for the code.  The
appraiser determining site and
signage value should routinely
review variance requests, using

them as a code
barometer.  If excep-
tions are constantly
requested and grant-
ed (because the per-
mitted sign is too
small or can’t be
seen from the road,

for example), the code probably
requires modification.  Certainly,
if one cannot achieve optimum
signage visibility under the
existing code without violating
the code, then the appraiser
should deduct value for both the
site and signage.

Private on-premise signage is the
only local advertising medium
or communication system that is
nearly exclusively subject to
municipal control.5 In a broad
sense, the local code can manip-
ulate the town “landscape” in
such a way that it raises public
awareness of the community’s
goods, products, services, and
often, culture.  Conversely, a
sign code can also be used to
discourage nonlocal trade or
traffic.

If the community consensus is
that nonlocal trade or traffic is

The local code can
be used to raise
public awareness
of what the com-
munity has to
offer.  Toppenish,
WA uses large
murals to highlight
the area’s history
and attract tourist
dollars.



transferable to a small
sign, and major media
advertising reinforces
the corporate message
without need for addi-
tional sign copy.
Thus, when a sign
code restricts size,
placement, and copy,
it is providing the
large franchisee and
mass merchandiser a
substantial marketing
advantage over the
smaller enterprise
lacking a well-known
corporate logo or
affordable alternate
media advertising.
Appraisers should always con-
sider this factor when valuing a
retail site and its signage.  

Sometimes a code is specifically
intended to limit commercialism
through severe restriction of
street or place-based advertising.
The result is a form of censor-
ship, which in some cases may
rise to the level of restraint of
trade because it hinders a small
business’s ability to compete.
The local, nonfranchised or non-
chain business, lacking the ben-
efit of national advertising
media and corporate recogni-
tion, not to mention corporate
dollars, cannot compete for mar-
ket share in this environment.
Under such circumstances, the
small business will either flee
the community or avoid it in the
first place – quitting the playing
field altogether and surrendering
it to the franchiser, the mass
merchandiser, and the big-box
retailer.

An exception to the chilling
effect of restrictive sign regula-

tion on small businesses can be
found in certain upscale com-
munities.  Even with exclusion-
ary zoning and restrictive sign
codes, these communities do
have successful small-business
retail districts.  In such munici-
palities, the sign code does not
create the retail environment;
rather, the retail environment
creates the sign code.  Palm
Beach, Florida, and Carmel,
California, are well-known
examples of cities that have suc-
cessfully discouraged nonresi-
dent shoppers, using, among
other tools, restrictive sign
codes.  To do business in these
communities requires substantial
capital expenditure, and general-
ly only those businesses with
significant financial resources
will, or can, succeed.

Most communities cannot eco-
nomically survive restrictive or
exclusive codes, and such codes
are routinely ignored by sign
owners.  For this reason, no
appraiser should automatically
assume that an existing sign is

in conformance with
the sign code.  The
cautious commercial
appraiser always
researches the relevant
sign code and permit
process before valuing
the commercial site
and its signage. 

The Effect of
Restrictive
Regulation on
Real Property
Values

The visual communi-
cation component of a
real estate site is one

of the most significant contribu-
tory factors to its value.  For
some retailers, the visual com-
ponent alone will determine the
success or failure of the busi-
ness.  Always, signage size and
placement affect property value.
Clearly, if a sign cannot be read
by potential customers, the site
cannot attain its highest and best
use, and the value of the proper-
ty decreases accordingly.  

For example, the sign for a
stand-alone, or complete-catego-
ry retail store is a critical factor
in market success.  A site usual-
ly will not be chosen for devel-
opment if it lacks visibility from
main customer entryways.  The
same is true for a freeway-ori-
ented business.  The Agoura
Hills litigation described on
page 158 is a prime example,
dramatically illustrating the
impact of optimum signage (or
visibility) on sales revenues,
which in turn increase the real
estate value of the property as a
whole.  

Because this struggling espresso bar has
insufficient permanent signage, an A-frame
sign was placed on the sidewalk to attract
customers.  
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site’s “primary activity.”  The
interrelationship between the
various activities on a retail site
and their joint and individual
ability to attract consumers is
complex.  An example is the
gasoline station.  Although the
primary activity of the station is
gasoline sales, the site may also
feature an ancillary car wash or
convenience store, or both.  The
regulator may wish to restrict
on-site signage to advertising
gasoline sales
only.  While
this action
might appear
logically

aimed at discouraging unneces-
sary proliferation of signage, it
can be a hardship on the retailer.
It is quite possible that the pres-
ence of the car wash or the store
is a substantial reason why cus-
tomers stop.  Typically, the prof-
it margin in gasoline sales is
low; very probably the profit
margin generated by car wash or
grocery sales will be high,
ensuring economic viability for
the station.  

Signage and relat-
ed advertising
media function to
divide existing

markets among commercial
competitors.  Consumer demand
in the short run is relatively
fixed – only a certain number of
goods, products, and services
will or can be purchased.  If one
retailer increases market share
in a given market, usually
another retailer loses.  

For some retailers, a restrictive
sign code will quickly result in
reduced market share and lower
sales.  On the other hand, a
restrictive code doesn’t often
seriously affect retailers backed
by nationally recognized logos.
Trademarks and logos are easily

Regulatory and Appraisal Factors

Trademarks and
logos are easily
transferable to a
small sign, and
major media adver-
tising reinforces the
corporate message
without need for
additional sign copy.



6. The official mission of the U.S. Small Business Administration is:  “The U.S. Small Business Administration (SBA) was created by
Congress in 1953 to help America’s entrepreneurs form successful small enterprises.  Today, SBA’s program offices in every state offer
financing, training and advocacy for small firms.  These programs are delivered by SBA offices in every state, the District of Columbia,
the Virgin Islands and Puerto Rico.  In addition, the SBA works with thousands of lending, educational and training institutions nation-
wide.  Small businesses are the backbone of the American economy.  They create two of every three new jobs, produce 39% of the gross
national product, and invent more than half the nation’s technological innovation.  Our 20 million small companies provide dynamic
opportunities for all Americans.
7. The official mission of the Office of Advocacy is:  “America’s small businesses - some 20 million strong - are the strength of our
nation’s economy.  They account for 39 percent of the country’s gross national product, create two out of every three new jobs and pro-
duce two and one half times as many innovations per employee as do large firms.  Despite their importance to the economy, small busi-
nesses are heavily burdened by the costs of government regulation and excessive paperwork.  In 1976, the U.S. Congress created the
Office of Advocacy within the U.S. Small Business Administration to protect, strengthen and effectively represent the nation’s small busi-
nesses within the federal government’s legislative and rule-making processes.  The Office of Advocacy works to reduce the burdens that
federal policies impose on small firms and maximize the benefits small businesses receive from the government.  Advocacy’s mission,
simply stated, is to encourage policies that support the development and growth of American small business.”
8. See Mugler v. Kansas, 123 U.S. 623 (1987).

community and how these busi-
nesses interact with local gov-
ernment, as well as local and
non-local consumers.

Sign codes with regulatory pro-
visions that increase the cost of
doing business should be noted
by appraisers.  Amortization is
one such provision.  If a code
endorses amortization as the
form of compensation for the
regulatory taking of a previously
legal sign, the appraiser should
recognize that the nature of the
asset has changed, both as a col-
lateral asset (to secure a busi-
ness loan) and as a contributor
to property value.  A cumulative
result of amortization provisions
is that businesses and municipal-

ities alike lose some of their
ability to enhance local commer-
cial districts and property val-
ues.  A restraint of trade issue
may also arise under amortiza-
tion.  (Amortization is further
discussed in the Legal
Considerations in Sign
Regulation section of this book.)

Always, a signage appraisal
should account for devaluations
caused by an amortization
clause in the local sign code.

Signage as “Public
Nuisance”

Sometimes a state or local gov-
ernment will label an activity a
public nuisance, and subse-

quently prohibit it.8

An argument frequently used to
restrict signs concerns traffic
safety, even though, as a rule,
signs do not contribute to traffic
accidents.  In fact, substantial
arguments and evidence exist to
indicate just the opposite – that
signage enhances and promotes
traffic safety.  (See The Science
of Signage section of this book
for more information on the
issue of traffic safety.)

The Bottom Line for
all Community
Stakeholders

On-premise signs play a major
role in the success of retailers
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Sensible
Commercial Sign
Code Principles

When a retail zone or district is
created, derivative communica-
tion needs are also created.
Adequate signage is necessary if
the zone or district is to be both
economically successful and
safe.  

For example, signage regula-

tions applicable to a fast food
franchise with access to standard
corporate signage should be dif-
ferent from those controlling a
non-franchised merchant reliant
upon customized signage to
effectively advertise product.
Ideally, from an appraisal stand-
point, every zone will be con-
trolled by a regulatory format in
which targeted viewers can see
and read relevant signage under
typical viewing conditions.  In

such cases, highest and best use
of retail sites within the zone
usually can be achieved, as can
safe entry by motorists wanting
to stop and shop.

At a minimum, if the commer-
cial site and its accessory sig-
nage are to function optimally,
the relevant sign code should
reflect several principles:  

1. It should reasonably relate to
normal business activities and
communication needs so that
legal conformity is the rule
and not the exception.

2. It should be clear, concise,
and objective so that discrim-
inatory interpretation is pre-
vented.  

3. It should be based on consti-
tutionally prescribed time,
place, manner, and content-
neutrality requirements,
which (a) protect certain fun-
damental rights of the mer-
chant, and (b) permit signs
that can be easily detected
and read by the potential cus-
tomer.  

In other words, a code that has
minimum adverse impact on a
commercial site will not arbi-
trarily or capriciously circum-
vent conforming business activi-
ties, restrain trade, or be so lim-
iting with respect to sign size,
height, and placement, that it
operates as a de facto ban.

Amortization 

Sign regulations significantly
impact and interact with the
commercial environment.  These
codes will determine what types
of local businesses operate in a

Signage and Federal Loan
Programs

During the Great Depression, President Franklin D.
Roosevelt took the then unprecedented step of infusing the
economy with federal money.  Over the years, as federal
investment grew in the form of both direct and guaranteed
loans to the private sector, so did the government’s depend-
ence on a reliable determination of the value of assets serv-
ing as collateral.  In the commercial milieu, the sign
received greater respect as more people learned to appreci-
ate its contribution to the economic success of a commer-
cial site.  

Today, the administrators of federal loan programs, espe-
cially those funded by the U.S. Small Business
Administration (SBA), deem signs an item of collateral and,
in some cases, review the borrower’s signage program
when considering a loan or grant.  Existing or proposed sig-
nage should be adequate to perform its many functions.
Underwriting agencies are increasingly recognizing that the
on-premise sign helps boost the business’s probability of
success and, in doing so, helps secure the value of the col-
lateral on which its loan is based.

The SBA6 and the SBA Office of Advocacy7 help America’s
entrepreneurs form successful small enterprises by offering
financing, training and advocacy for small firms.  SBA looks
for opportunities to help small businesses become success-
ful.  Good, readable signage in many circumstances is an
important sign of business success that can help bolster the
business’s collateral.

Regulatory and Appraisal Factors

Generally, mall signage is well designed and provides an excellent example for those who
wish to develop signage for on-street pedestrian areas in towns and cities.



signage is well designed and
provides an excellent example
for those who wish to develop
signage for on-street pedestrian
areas in towns and cities.

“Retail ribbons” or strip malls
along major arterial streets pres-
ent a different set of problems.
In blocks with high pedestrian
traffic, signage might well fol-
low destination mall standards.
However, for those areas where
businesses cater to vehicular
traffic, signs easily discernable
and readable by motorists are
required.  Although the majority
of potential customers or clients
in these areas may be local and
well-acquainted with the busi-
nesses located along the strip, at
any given time approximately
one-third are in transit, and will
be lost as customers if the sig-
nage is inadequate.  Therefore,
sign standards for high vehicu-
lar-traffic arteries should differ

from those with high pedestrian
traffic.

The freeway system has encour-
aged development of retail
points of distribution, where
business is drawn more from the
transit traveler than from the
local population.  To attract the
transit customer, businesses in
these areas are almost complete-
ly dependent upon signs optimal-
ly visible to passing traffic.

In considering the economic
context of signs and their regula-
tion, the job of all community
stakeholders, including those
who appraise a community’s
commercial properties, is
twofold.  These stakeholders
should know what types, sizes,
and numbers of signs work best
for each business in each busi-
ness district, and should cooper-
ate in maximizing economic
potential, while keeping in mind

community character and ambi-
ence.  And although residential
aesthetics should never be
applied to commercial zones,
well-crafted signs that meet all
legibility, readability, and con-
spicuity standards for safe view-
ing and response certainly can be
used to create a sense of place
anywhere people do business.
From central business districts to
neighborhood commercial
blocks, and from urban commer-
cial corridors to entertainment
centers and tourist destinations,
signs play a key role in the suc-
cess of all these sites and their
businesses.

(For a discussion on variances
and exceptions, see the Public
Policy Considerations section of
this book.)

and local economies,
performing important
identification, adver-
tising, and wayfind-
ing services, often
simultaneously.  As
an advertising medi-
um, signage can
make or break a busi-
ness’s ability to com-
pete.  For very small
businesses, on-prem-
ise signage may be
the only affordable
means of communi-
cating with potential
customers over the
long term.

In those districts
zoned commercial,
communities should
strive to help busi-
nesses that choose to
locate there succeed.  While
sign regulations in these districts
are necessary and useful, if they
do not carefully address the
complexity and competitiveness
of the U.S. marketplace, they
can exert a seriously adverse
financial impact on a communi-
ty.  Generally a restrictive sign
code has one or more of the fol-
lowing consequences:  

1. Restriction of size and/or
amount of copy favors chain
or franchise operations,
resulting in a manipulation of
the marketplace that gives
preference to one retailer
over another – even if not
intended.  Such preference
may ultimately exclude inde-
pendent, small businesses by
limiting their ability to com-
pete with national corpora-
tions that can afford intensive

major media advertising in
substitution (or replacement)
of reduced on-premise sig-
nage.

2. Regional distinctiveness and
diversity may blur with stan-
dardized and homogenized
storefront design and sig-
nage, causing loss of tourist
trade in historic districts.  

3. Traffic safety may be com-
promised due to driver unfa-
miliarity.  Non-locals seeking
gasoline, food, overnight
facilities, or other products
and services may not be able
to identify or locate their des-
tination in time to safely exit
the freeway or busy commer-
cial street.  

4. The municipal tax base may
decline as small businesses
move or fail because com-
mercial property values
depend in great part upon
lease revenues, which in turn

depend upon total
volume of business
in the community.  If
potential customers
are not attracted,
business dies and the
tax base shrinks.
This consequence
may bring upon a
community the very
blight that the sign
code was supposed
to prevent.

Cities and towns are
rapidly becoming
interconnected parts
of an intricate and
interdependent net-
work of national and
international
economies.  As inter-
dependence increas-
es, those cities and

towns that can create distinctive
and economically viable com-
munities will have the best
chance for long-term fiscal
health.  One of the primary
ways to meet the challenge is to
create a commercial communi-
cation and design system that
integrates consumer information
needs and business signage.

The heart of many communities
is Main Street – a central busi-
ness district providing a venue
for many and varied commer-
cial, cultural, and civic uses.
Those engaging in retail activi-
ties in these districts rely heavi-
ly on signage to attract cus-
tomers.  

For many cities and urban areas,
the destination mall is a princi-
pal venue for retailing goods
and services.  Generally, mall

Because cities frequently refuse to allow larg-
er old signs to be reworked without having to
conform to current code requirements, it is
not uncommon to see odd-shaped signs like
this one, forced to retain the shape set by the
original sign owner.  Aesthetics suffer as a
result.
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The franchiser
will likely survive
despite a restric-
tive sign code,
but the local,
nonfranchised or
nonchain busi-
ness will do
poorly.


