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What is MAG? 
 Metropolitan Planning Organization 
 Council of Governments 
 Composed of: 
 27 Cities and Towns 
 Maricopa County, and parts of Pinal County 
 3 Native American Indian Communities 
 ADOT and CTOC (Appointed by the Governor) 



What is MAG? 



Why Study Wayfinding? 
 670 miles of off-street paths  
 Little signage, no unifying brand 
 Not intuitive to navigate 



Off-Street Connections 



Off-Street Connections 



Off-Street Connections 



Defining Community Identity/Values 
 Get input early and throughout 
 Field visits 
 One-on-one conversations 
 Surveys and Activities 



Survey #1 
 Regional Response  
 Trouble naming paths 
 “Disconnected” but also “functional”  
 Unclear how well network serves needs 
 Preference for simple,   
   strong, clean, red/green  
   brand, with iconic AZ look 



Survey #2 
 More than half travel 6-20 miles one-way 
 Network used frequently (at least once a week) 
 Users get lost due to gaps in network and lack of signage 

at roadway intersections 
 



Community Identity Activity 



Community Identity Activity 



Results 



Results 



Results 



Results 
 Uniting, Functional, Vivid, Exhilarating, Escape 



Mental Mapping Exercise 
 Used to help people visualize navigation 
 Helped to select and prioritize destinations 
 Identified significant gaps, challenges, and unsafe crossings 

 
 



Mental Mapping Exercise 



Mental Mapping Exercise 



Mental Mapping Exercise 



Working with the DOT 
 State DOT’s influence federal $$$ 
 Multiple initial meetings to discuss project goals 
 Good working relationship with State Engineers 
 Tap into their knowledge/expertise 



Flexibility in the MUTCD 



Working with the DOT 
 Put forth your ideal scenario, negotiate from there 
 Don’t be afraid to push the envelope 
 Explain the values and benefits of flexibility 
 Keep them involved throughout the process 

 



Brand Identity (Lesson Learned) 



Brand Identity (Lesson Learned) 



The Valley Path Brand Identity 



The Valley Path Wayfinding Family 



The Valley Path Wayfinding Family 



The Valley Path Wayfinding Family 





Material Selection 



Placement 
 Follow path/land owner guidelines 
 Example: SRP canal guidelines 



Navigation Challenges 

 Path access points 
 Path-path intersections 
 Path gaps 
 Off-street / on-street 

connections 
 Path-roadway intersections 
 Path bifurcations 

 

Copenhagenize Design Co. 



Placement 



Placement 



Placement 



Signage Examples 



Non-Signage Opportunities 



Implementation 
 Obtain final approval of the guide 
 Funding is key challenge 
 Encourage development of Wayfinding Master Plans 
 Inventory network and existing signage 
 Identify opportunities and constraints 
 Identify and prioritize destinations 
 Recommend placement, estimate costs, develop phasing plan 

 Work with agencies to finalize designs and fabricate signs 
 Possible pilot projects with temporary installations 
 Develop marketing campaign, websites, etc. 



Lessons Learned 
 Talk to your DOT early and often 
 Involve DOT in the scoping phase? 

 Identify potential opponents and bring them into the 
process early 

 Leave the final decisions to the implementers 



Alex Oreschak 
aoreschak@azmag.gov 

(602) 254-6300 

mailto:aoreschak@azmag.gov


Brainstorming Session 
 Question:  Are there other examples of cities and 

organizations going beyond the standards? Do you 
know of any other wayfinding success stories? 

 Question:  What does your city or region currently 
do for wayfinding? 

 Question:  What are the wayfinding needs in your 
community? 

 



Activity: Wayfinding Game 
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