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National
Park Service
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221,000

engagedvolunteers

305 million

visits per year

Diverse Areas
of Interest
History, Community,

Wellness/Recreation, Education,

Environment

145 million

websitevisitors peryear

411

parks, monuments, historic
properties, symbols of

American pride, walkways,
trails and programs

84 million

acres of land

Impacts every

county
in the United States

$13 billion

in local annual
economicimpact

22,000

rangers, scientists,
environmentalists,
educators and others




National _
Park Foundation.

The official charity of America’s national parks, with a mission to:

|Iill

S

PROTECT *

* Raise private funds (individuals, foundations, corporations)
+ Support initiatives in community, education, environment, wellness/recreation, history, and diversity
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The majority of visitors to our national parks were not reflective of the American
population and did not bode well for sustaining the appreciation and support necessary
to secure the National Park Service for the next 100 years.
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Percentage of Ethnic Groupsthat have Visited a
National Park Site in the Past Two Years

In 2014,
less than 14%
of park visitors were

53%
32%

Black or African American 28%

White, non-Hispanic

Hispanic, any race

under the age of 30.

Asian 53%
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Our Centennial Goa

Much more than just a birthday party, the centennial is an opportunity to
enable Americans to discover and reconnect with their public lands and
with the National Park Service.

The overarching goal for the centennial was to:
connect with and create the next generation of park

visitors, supporters and advocates.

This will ensure that these special places and sites can be sustained and
enjoyed for the next 100 years.




RELEVANCY B ENGAGEMENT SUPPORT

Improve perception and Increase and deepen public Increase supportand
understanding of the connection with the funding of the national
national parks. national parks. parks.
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FIND YOUR

PARK

. A movement that redefines
the word park with a
new g ?ratlon of
ISItOI’S




Video 1 - Sizzle 2.0 V1 No Media Partners



Find Your Park leverages

every possible

channel to reach a new,
younger generation of

Americans.

Public Relations

Promotions

Corporate
Partners

Digital/Social

Advertising

Media Partners

Talent Partners




Advertising: Building Awareness and Relevancy

Find Your Park PSAs were rolled out in phases to bestbuild up awareness and relevancy of NPS and
NPF and to maintain freshness inorder to sustain momentum for two years.
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Video 2 — Parks PSA :60
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National
Park Service

" findyourpark.com
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Video 3 — You are the Parks :30 PSA
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Behind every great park is you.




Be a part of the parks.




Parks are made by people.
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Behind every great park is you.




Video 4 — Happy Birthday:30 sec Final




THE NATIONAL
PARK SERVICE
IS TURNING 100.

2 . 1 6 FIND YOUR PARK
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THE NATIONAL
PARK SERVICE
IS TURNING 100.

2'16 FIND YOUR PARK
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EL NATIONAL
PARK SERVICE
CUMPLE 100.

2016 e




THE NATIONAL
PARK SERVICE
IS TURNING 100.

2 ' 1 6 FIND YOUR PARK
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Media Partnerships: Securing Donated Media Space

Media partners committed to providing valuable media opportunities throughout the course of the
campaign and have activated in big ways to amplify the Find Your Park movement.
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Media Partnerships: Creating Innovative Content

A unique partnership with Joseph Gordon Levitt's online collaborative productioncompanyled to the
creation of 60+ pieces of millennial-oriented Find Your Park content.




Talent Partnerships: Reaching New Audiences

A diverse set of celebrities serve as ambassadors to the movement, reaching and engaging
multicultural millennials in an authentic and impactful way.

Roselyn Sanchez Bill Nye Terrence.J Bella Thnrne Mary Lambert
Actress, Singer Science Educator, TV TV Personality Actress, Singer, Singer, Songwriter,
Host, Actor, Whriter Model Dancer Poet



Brand Ambassadors: Broadening Perceptions of NPS

We identified and mediatrained a selectgroup of NPS employees able to representthe diversity of the
organization and reach our target in relevant and genuine ways.
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Digital: Engaging With Our Audience

FindYourPark.comis the central hub of the campaign. The microsite inspires and educates the public

on how to find their park, provides the opportunity to share their park once found, and offersup ways to
supportthe parks.
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Social: Creating A Two-Way Conversation

NPS and NPF leverage Find Your Park in social mediato spark a two-way conversation with our

target.

Matl Paik Fouwndation o 14
Mgixde amything oferent about he BF ndYourF ark
FEncoentraTulamges § hashtags? pius org/ 1500000

#FindYourPark

= nigeo Y ——

LEEERE o

DT T U AT

P’ e gl Ol g

IR e W i

Ll e

Rmcout B aiges © 7 ¢

N e Y LR A
dhirnl_cormids

T ERE e R

[P R L
ISPty 1 diruinl] ™ Pl
e gEEEon oF Moo Par

!
T poasing) pnoRon. il e

Lgi"

goparks [roe |

Fisfonal Parc Foundstion Tre ofos crarty of ATerce s Tegfoet
PRl BN ] P DY T R P S
PR oufare Fhcfera primuong el e

¥ peomsn [ FETE T 1 1l o g

Natlonal Park Service @

LaCermen | N m m “

Trupira hoour AR Pragics Mgy =

Everart S Naticeal Parh. Servicw ohared Orard Caryon NaSors
Pass poat
nmwmm i Ly Fage

* FrE o phpis b Tl
o L ES8 Spwaa’ Agerer aned U5 Pack Fargens o Drand Caryon Sasoral
Pars 8 s PAFTEI0S Bbu] b BR0T e Pty Pilrvd
A e paeie S Bl b wardialired roces rr e Vel Deciopy Museus, g
g e P (e | S g P

reeE i I b i P [

Can you held identdy the pereons who siy have
st for it Pk Snvnas meean vanidalized rocks in Grand Canyon Nabona! Park?



Public Relations: Creating Buzz for Find Your Park

A multi-faceted public relations strategy leverages timely news hooks, key campaign moments, talent

interviews, and executive leadership in NPS and NPF to continually create buzz around Find Your Park
acrossa diverse mix of media.
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“Its time for GMA's epic
campout because we're
celebrating 100 years of the
country s amazing national
parks”®

“All week we are
celebrating the National
Park Service's centennial
anniversary”




Events: Creating Excitement and Direct Engagement

To launch this movement, we embarked on a 3-city event tour over the summer of 2015 that took

the idea of Find Your Park and brought it to “your own backyard”through an immersive, interactive
experience.

April 2 & 3, 2015 April 9 & 10, 2015 April 16 & 17, 2015
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New York City Los Angeles Washington, DC




Video 5 — Austin Event Sizzle Final



Corporate Partnerships: Funding the Campaign

We secured corporate sponsors to fund the two-year campaign by recognizing shared values and
leveraging the unique opportunity of affiliation with the national parks during a once in a lifetime
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Corporate Partnerships: Amplifying the Movement

Our corporate partners continue to provide marketing support by activating in big, nation-wide ways
that spread and promote the Find Your Park movement.




Video 6 — Humana
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I - - i -
Fr Ry F S8 Py s Py T
1 I:llu'l C:'I.-'r': Ih.'El 'I.-':h.'l.ll.-:hl |

KPls:

* Increase of familiarity

* Improve brand perceptions

* Impressions

ana undersianaing
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Increase and deepen public connection

ENGAGEMENT

Objective

KPls:
Digital and social engagement
* Intent to visit

* Increases in park visitation

SUPPORT

Objective

f e s i e
Increase support and minding

KPls:
Donations and veolunteer requests
* |ntent to donate/volunteer
* Increases in volunteer hours,

constituents, new donors, revenue




Find Your Park Campaign Recognition & Response

1 in 3 yvoung millennials recall seeing Find Your Park ads
compared fo an average of 1in 7 who recall ads from other imited budget campaigns.

79% of Americans found our advertising more appealing, and 74% think it really stands out
— compared to a norm of 57% for other brands

‘it reminded me of how huge this country is and the variety of “National parks are related to national monuments and

landscapes we have; also the diversity of our history.” there are places all over to see and enjoy.”
- Female, 31 years old - Male, 26 years old
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Increasing Relevancy of NPS and NPF

Find Your Park has increased our target's understanding and perceptions of the national parks - which are
key stepsin getting multicultural millennials to realize the parks can be relevant to them.

The campaign has increased familiarity of Find Your Park is changing

NPS and NPF amongst millennials. perceptions (o better attract
multicultural millennials.

National National

ParkService Park Foundation. Perceptions of National Parks
TDtEl| 7 7as GRY% ®15-Sep Sﬂﬁ'rl-'l'u']g %% AQ‘."EE
Awareness = Pre-FYP
 10%
Growth
Easy to find/get tao
60%
Familiarity :

Supports diversity
and minaority

Pre-FYP Sep 15 Pre-FYP Sep 15 groups 54

18% Growth 23% Growth

RELEVANCY
- Brand Tracking Study, September 2015




6.2 BILLION Impressions from PR

America is buzzing abnut 1'1 1.6 million estimated ad ".I'ﬂhJ'"f
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- Data covers January 1 — December 3 '_i‘.

More people visited

30 24 25 America's national park
A - -
“ Recreation visits to national parks sites in 2015 than ever

before.

The CHRISTIAN SCIENCE T .
ONITOR. Fi’wtltrh?::;ttmrl

Manyv more visitors are il Yellowstone spokeswoman last vear. That’s up dramatically.

expected to explore the M Amy Bartlett says the increase “We can attribute much of the
parks in the agency's 4 B in visitors can be attributed increase to the ‘Find Your Park’
centennial vear, partially to the "Find Your Park" campaign,” said Superintendent
the result the o campaign Frank Barrows

#FindYourPark campaign. 2k




The campaign has reinforced the high level of intent to visit a national park among
multicultural millennials.

Likelihood to Visit National Parks
Of those who saw

Find Your Park ads,

97%

said it made them

more interested in

visiting a national
park.

Very/lsomewhat

likely to visit 86% 91% 94% 89% 84% 86%

B Very likely

B Somewhat
likely

30%

i}
29% 21%
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[18-35) Millennials American
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As of September 2015

ENGAGEMENT Brand Tracking Study, September 2015
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Social Actions (likes,
comments, shares) of
NPS/NPF Social Media
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Significant Increase in Social Media Engagement

Month after month, NPS and NPF handles gained new fans and followers.
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20,000 -
25,000
20,000
15,000
10,000

b0, 000

25,000

Lo W Lo W
—_ — — -
f 5 ¥ u

W NP5 Facebook

B NP5 Inttagram
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Find Your Park

Campaign Launch 3

742,400"' total new followers for NPS and NPF
national social accounts since campaign launch




More young millennials are authentically promoting NPS/NPF...

National National | .
LIPS e osx  75% KPR S ncacion. Of Americans
T 00% who saw Find
) Growth |

Your Park ads,
= Wouldtell people

92%

Pre-FYP  Sep 15 Pre-FYP  Sep 15 said it made them
" more interested
in donating to

14%

NPF Promoters

Wiould go out of my
way to recommend

Park Promoters

Wiould go out of my
way to recommend

52% | 47%

Wouldtell peaple
= paositive things

and they are more interesting in supporting.

21% ' national parks.
A7 Growth 5
] 7% E
Interestin Intent to 44% 8% |
Volunteering Donate
fNevervolunteered but Very/ somewhat
would be interested in it) likely)

Pre-FY¥P Sep 15 Pre-FYP Sep 15
SUPPORT Brand Tracking Study, September 2015




Centennial Efforts Are Helping to Increase the Number of
NPS Volunteers

Volunteers Volunteer Hours
600,000 8,000,000
400,000 7.500,000
7.000,000
200,000 6,500,000 -
0 6,000,000 -
FY13 FY14 FY15 Y13 FYi14 FYi15

SUPPORT
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Key Learnings
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FIND YOUR

PARK

Partnership Power:
Find Your Park is a movement built on partnerships with parks, partners, friends, media,
corporations and many others.

Key Learnings for 2016

Call To Action:
Find Your Park is an invitation. It was built for engagement and active participation.

Media Mix:
Earned media, social media, donated media, celebrity, events and more. The key to success
is in the mix.

Content King:

Compelling content is invaluable! By generating powerful content we organically attract new
fans/followers.
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