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SITUATION 
  
  
  

MARKET 
Currently the majority of people visiting National Parks are an older 
demographic and they are typically white Americans. Millennials are 
spending their time at more mainstream vacation spots that their peers are 
visiting (i.e. beaches, casinos, ski trips). 
 
PRODUCT 
We are selling the experience of the National Parks. We will build more 
activities for young people. There is much more to do than just hiking and 
pitching tents, such as getting the full nature experience, building 
relationships, and having an out of the box adventure 
  

  
OPPORTUNITY 
After talking with with our target audience we found that many millennials 
are unaware of what national parks have to offer, or even the national 
parks service in general. Right now they view national parks as a place to 
visit later in life. We, however, saw this as an opportunity. It is not that 
millennials aren’t going to the parks because they don’t want to, it’s 
because they don’t think it’s for them. Since millennials are the 
“experiencers” and they are not currently visiting the parks we saw them 
as an opportunity to target to gain more attendance. 

    

OBJECTIVE 
  

We want to see 30% of all Americans visit national parks by 2018. We 
need to do this while maintaining relevance among our core audience and 
attracting international tourism as well. 

    

STRATEGY 
  

Our strategy is to give our target audience their last big adventure before 
the rest of their life. We’re allowing them to experience something new by 
cultivating partnerships with and among community organizations, 
citizens, and youth.  
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TARGET 
AUDIENCE 

22-30 year olds about to enter a whole new stage in life (i.e. career, 
marriage, family). They are living in an urban city in midwest. We chose a 
millennial demographic because it has been proven time and time again 
that millennials value experience over material items. They are definitely 
open to new things and going to new places such as national parks, 
however, they are just unaware of the locations as well as everything 
these parks have to offer. We found that this target is more likely to visit a 
place if they have heard about it from a friend or seen something about it 
on social media. Like most millennials, our target has an active presence 
on social media and definitely uses Facebook, Twitter, and other similar 
sites as their form of news consumption. 

  
BRAND TONE/ 
PERSONALITY 
  

 
Right now the National Parks are strictly advertising to an older crowd. But 
instead we would like to change the park’s personality in order to market 
to younger audience. Our personality would be a place millennials can go 
to put their transition into the real world on hold. We’re the supportive 
friend who understands that adulting can be scary, but we’re here to 
experience one last hurrah before the rest of your life. 
 
 

                                            

  CURRENT CONSUMER BELIEF BRAND INSIGHT DESIRED CONSUMER BELIEF 

Emotional 
Junk 

Millennials do not see National 
Parks as a place for them to 
vacation, but rather a spot that 
their grandparents enjoy visiting. 

The adventure before the rest of 
your life. 
 

We want when young adults to 
think of the National Park as a 
place of refuge for them, not just 
their grandparents. 

  CURRENT CONSUMER ACTION REASONS TO BELIEVE DESIRED CONSUMER ACTION 

Rational 
Junk 

Our target audience is loyal to the 
PCB, Vegas, and other 
mainstream break trips because 
that is what they know. 

Everyone has gone through the 
motions of going on a 
“mainstream vacation”, National 
Parks allows for one last new 
experience before settling down. 

We want them to purchase tickets 
to the park, thus allowing the 9% 
that wouldn’t usually venture to 
parks to give them a try.  

  
TACTICAL 
ELEMENTS 

Creating not only one event, but a series of events that can be promoted 
digitally and shared organically through all types of social media 
(Facebook, Twitter, Instagram, etc.) Countdown until registration. 

● Microsite 
● Instagram ads 
● Twitter ads 
● Facebook ads 

    

EXECUTIONAL 
MANDATORIES 
  

No new logo 
 
Stay true to environmentally friendly brand. 
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