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GOAL
 – To increase sales by 20% by December 31, 2016

Strengths
· Entering third year of sales, product awareness has been established
· Awareness of parks and amenities has increased
· Outstanding diverse products in the park system meet the needs of a variety of outdoor enthusiasts 
· IDPR staff provides excellent customer service 
· The price of the passport is affordable to many (price of two Subway foot long sandwiches) 
· Distribution outlets in all 44 Idaho counties through the Department of Motor Vehicles with walk-in, mail-in or on-line purchase options
· Great local community support of individual parks
Weaknesses
· The panhandle creates an advertising challenge for the Passport given media outlets in Washington.
· Non-resident visitors are the most frequent visitors to panhandle and most North Idaho parks.  
· We need to better understand why the Passport is not as popular in Eastern Idaho.
Opportunities
· Possibility for high retention rate
· High willingness to recommend by current passport holders
· If successful millions of additional dollars will be raised to address critical maintenance needs within Idaho’s State Parks
· Partner with corporations or businesses to enhance the campaign
· Place emphasis on value added for consumer: park offerings and amenities 
Threats/Barriers
· IDPR (parks, region offices, HQ) is unable to sell passports
· Department of Motor Vehicles staff (direct sales staff for this campaign) is not under the direct management of IDPR
· Increased sales of passports places additional demand on already over-worked park staff 



TARGET MARKET SEGMENTS- 
· IDPR Staff, seasonal staff and volunteers
· Training for these individuals is critical as they generate Passport awareness on-the-ground. Therefore, they are seen as a target market.
· All Idahoans who register a vehicle each year or every two years (1.25 million)
Subsets include:
· All Idahoans who purchase an automobile
· All Idahoans who purchase an RV
· New, County Specific Reach through traditional and non-traditional media
· Kootenai
· Bonneville
· Canyon, Payette, Ada, Gem
· Non-State Park Users
· Special emphasis on generating new Hispanic customers, as per Strategic Plan Goals
· All state park users
			Subsets include:
				RV owners (Reach: 100,000)
				ATV/UTV/Motorbike/Snowmobile/Park n Ski Pass (Reach: 300,000)
				Overnight Campers (Reach: 137,630 camper nights)
				All park visitors (Reach: 5.2 million)					
· Department of Motor Vehicle staff – in all 44 Idaho counties (Reach: number of staff)
· Automobile Dealerships, employees
· RV Dealerships, employees
· Boat owners in Clearwater, Bonner, Kootenai and Bear Lake Counties (near state parks)
· Homeowners in Kootenai County
· Homeowners in West Ada County

GEOGRAPHIC TARGET MARKETS
Largest cities in Idaho organized by population and media markets:
Boise (1)– Meridian (5) – Eagle (13) – Mtn Home (14) Garden City (15)
Nampa (2) – Caldwell (9)
Pocatello (3) Blackfoot (16) Chubbuck (17)
Idaho Falls (4) Rexburg (12)
Coeur d’Alene (6) Post Falls (11) Hayden (18)
Twin Falls (7) Burley (19) Jerome (20)
Lewiston (8) Moscow (10)

This plan is primarily structured to reach the non-park user. Because there are more non-park users than park users in Idaho, the majority of new revenue will be generated from the non-park user. IDPR staff is confident that park users will buy the passport because of the low price and savings provided. 

In the first two years, due to limited advertising resources, the campaign focus was in the largest population segment, the Boise Metro market. Now that we have sales data, we can evaluate where the greatest potential for increased Passport sales exist, by county and make strategic advertising decisions. We will continue to use other tactics especially earned media and public relations in other areas of the state, including the Boise Metro Market. 

Target Audience Profiles
Demographic profiles are not available for the IDPR park user.  The following list of profiles was derived from secondary research sources. It is very important to keep in mind that while we provide these profiles to understand who may be a park user now and in the future, this plan targets a wider audience of demographics – all non-park users who register a vehicle in Idaho.

1. Composite profile of the average/ predominant target audience for IDPR:
• An average household income of $73,820
• Upper-mid income range
• Middle aged age range
• Households with children/no children present
• Live in town and rural areas
• College graduates or Blue Collar
• Mostly white ethnic groups

These target audiences may also be significant IDPR users (from PRIZM Research Segments):
2. Kids & Cul-de-Sacs
Upper-middle class, suburban, married couples with children—that’s the skinny on Kids &
Cul-de-Sacs, an enviable lifestyle of large families in recently built subdivisions. With a high
rate of Hispanic and Asian Americans, this segment is a refuge for college-educated, whitecollar
professionals with administrative jobs and upper-middle-class incomes. Their nexus
of education, affluence, and children translates into large outlays for child-centered products
and services.
Upper-Mid, Younger w/ Kids
Income: $85,056
U.S.: 1.62%
Social Group: The Affluentials
Lifestage Group: Young Accumulators

3. Country Casuals
There’s a laid-back atmosphere in Country Casuals, a collection of middle-aged, upscale
households that have started to empty-nest. Most households boast two earners who have
well-paying management jobs or own small businesses. Today these Baby-Boom couples have
the disposable income to enjoy traveling, owning timeshares, and going out to eat.
Upscale, Older w/o Kids
Income: $84,089
U.S.: 1.56%
Social Group: Landed Gentry
Lifestage Group: Midlife Success

4. Big Sky Families
Scattered in placid towns across the American heartland, Big Sky Families is a segment of
younger rural families who have turned high school educations and blue-collar jobs into busy,
upper-middle-class lifestyles. Residents enjoy baseball, basketball, and volleyball, as well as
fishing, hunting, and horseback riding. To entertain their sprawling families, they buy virtually
every piece of sporting equipment on the market.
Upper-Mid, Younger w/ Kids
Income: $66,864
U.S.: 1.90%
Social Group: Country Comfort/ Lifestage Group: Mainstream Families
5. Mayberry-ville
Like the old Andy Griffith Show set in a quaint picturesque berg, Mayberry-ville harks
back to an old-fashioned way of life. In these small towns, upper-middle-class couples
like to fish and hunt during the day, and stay home and watch TV at night. With lucrative
blue-collar jobs and moderately priced housing, residents use their discretionary cash to
purchase boats, campers, motorcycles, and pickup trucks.
Upper-Mid, Middle Age w/o Kids
Income: $64,175
U.S.: 2.40%
Social Group: Country Comfort
Lifestage Group: Midlife Success

6. Kid Country, USA
Widely scattered throughout the nation’s heartland, Kid Country, USA is a segment dominated
by large families living in small towns. Predominantly white, with an above-average
concentration of Hispanics, these young, working-class households include homeowners,
renters, and military personnel living in base housing; about 20 percent of residents own
mobile home.
Lower-Mid, Younger w/ Kids
Income: $52,366
U.S.: 1.18%
Social Group: Middle America
Lifestage Group: Mainstream Families

7. Shotguns & Pickups
The segment known as Shotguns & Pickups came by its moniker honestly: it scores near the
top of all lifestyles for owning hunting rifles and pickup trucks. These Americans tend to be
young, working-class couples with large families—more than half have two or more kids—
living in small homes and manufactured housing. 
Lower-Mid, Younger w/ Kids
Income: $52,697
U.S.: 1.66%
Social Group: Middle America
Lifestage Group: Mainstream Families
Overall Marketing Strategy 
Mass media (television/print) helps build awareness and knowledge. Influencer marketing builds on that initial awareness and helps potential customers to further evaluate whether or not they would like to move forward and participate or purchase. 

Advertising and selling are driven by the ‘new product adoption process’ (see diagram below) a.k.a. the steps the customer takes to purchase a new product.  Most consumers need to be exposed 5 to 7 times to effectively convey the advertising message.

Television is recommended to raise awareness of the passport program for the following reasons:
· Television is a visual medium and the parks products lend themselves beautifully to visual advertising
· Most people gather information about the world around them using their visual sense
· TV is still the best medium to raise awareness
· Viewership has changed due to the internet but only by small percentage points
· Reaches the most people - 35+ more than any other medium – average watch 3 hours a day
· Emphasis will continue to be placed on Treasure Valley television market. 
Radio and print ads will be the primary focus of the Eastern Idaho market. 
Direct Mail will be the primary focus of the North Idaho campaign efforts. 
PR and Social Media will have a statewide reach.
The last plan component, an influencer marketing program, has been selected as a key marketing tool because it is the best tool to reach a statewide audience and: (Use third party advocates to promote the passport, share messages and build buzz: Passport holders, RV Dealerships, Vehicle Dealerships)
· Advocates are so passionate about your product or service that they will spread the word about it without expecting anything in return
· Buyers trust recommendations from their colleagues, peers and industry leaders 
· 94% of marketers say the customer’s voice is their most effective content 
· A recommendation from a trusted friend conveying a relevant message is up to 50 times more likely to trigger a purchase than is a low-impact recommendation. 
· Marketing-induced buyer-to-buyer word of mouth generates more than 2 times the sales of paid advertising

New product adoption process:
Awareness → Knowledge → Evaluation → Trial →Adoption

Primary tools and tactics used in this campaign are mass media, public relations tools, one-on-one contact with park users and influencer marketing by word-of-mouth and trusted industry source partnership / promotion. 

OBJECTIVES–

Objective 1. 
Reach Idahoans, 5-7 times, who register a vehicle in Idaho between December 2014 and December 2015, with consistent messages.

Strategies for Objective 1. 

To expose the counties where the greatest potential for passport sales increase exists to the passport message 5 to 7 times, the following strategies are recommended:

· Paid media 2 for 1 – :30sec spots directed to all non-park users in specific sales markets beginning January 2015. Months and dates of run will be dependent on ITD reporting and sales stats. (Reach / Impressions: See media buy)
· Insure collateral & banners with the passport messages in DMV offices are current and replenished (Reach: 70% of vehicle registrants = 900,000)
· Continue to nurture relationship with DMV  ‘sales staff’ thru training and ‘thank you’s’
· Public Relations strategies – (please see page 7 of this plan)
· Use Social Media tactics
· Provide automobile and RV dealerships with collateral / banners 
· Paid print media in publications such as The Spokesman Review, Coeur d’Alene Press, Post Register (Reach: circulation / TBD)
· Utilize radio promotions to generate awareness (Reach/Impressions: see media buy TBD)
· Utilize the IDPR and ITD website (Reach: site hits)
· Organize a direct mail piece to deliver to targeted zip codes; nearest park opportunities and boat launch opportunities with ample room for increased “opt in” opportunity.

Objective 2. 
Reach all Park Users 5-7 times between January 1, 2015 and Dec 31, 2015.

Strategies for Objective 2.
Reach all park users and subsets with the following methods:
· Face-to face staff contact 
· Posters, POS info in parks
· Campground hosts
· Social media
· T-shirts & buttons for staff to wear
· IDPR Website
· Reserve America – web, staff, phone
· Public relations strategies –(please see page 7 of this plan)

(Reach: Annual State Park Visitors)

Objective 3. 
Train, re-train, motivate, and incentivize Department of Motor Vehicles staff in 44 Idaho counties.

Strategies for Objective 3.
· Collateral – point of sale posters, banners, 3-up’s, t-shirts and buttons for DMV staff
· Park ‘Welcome Kit’ dissemination at DMV offices at time of Passport Purchase
· ‘Pull-up’ fabric banners with a great IDPR visual and tagline/headline, place in DMV offices in the top 10 cities
· Communicate with all DMV offices several times throughout the year to make sure they have the collateral they need
· Create a new way to say  thank you to each DMV staff members

(Reach: 70% of vehicle registrants = 900,000)


Objective 4. 
Use advocates to generate awareness and influence the sale of passports

Strategies for Objective 4. 

· Partner with automobile dealerships statewide, display banners and provide an informational flier at time of purchase, when title / transfer paperwork is taking place
· Partner with RV dealerships, display banners and provide an informational flier at time of purchase, when title / transfer paperwork is taking place
(Reach: Dealership customers)

Objective 5.
Place emphasis on generating awareness about state park offerings and amenities; experiences offered within

Strategies for Objective 5. 
· Leverage 50 Years lore in collateral and public relations efforts
· Utilize appropriate, emotive, park-based experiential visuals within :30 television spots
· Public Relations messaging to focus on park experiences
· Social media program centric strategies, leveraging search engines and custom, personal marketing opportunities 


Objective 6.
Place emphasis on generating awareness about the savings the Passport offers to boaters who live near state parks /utilize state park boat launches

Strategies for Objective 6. 
•	Create an insert to accompany all IDPR vessel registration renewals

(Reach: Registered boat owners within counties closest state parks with boatable waterways)



PUBLIC RELATIONS STRATGIES (not in priority order) 

These strategies reach the two largest target audiences – park users and non-park users, beginning in December 2014 running through December 2015

1. Posters / banners –  (Reach: Store visitors TBD)
A. To all Outdoor Recreation Stores i.e. REI. If stores do educational seminars like REI does, ask if IDPR can be a speaker (see list from the Outdoor Retailer). 
B. To all RV dealers, boat stores/marinas i.e. Camping World in Meridian, Bish’s RV in Idaho Falls.
	
2. Ask outdoor recreation stores if they would place bag-stuffers (3-ups) with the passport program message, in customer’s bags, ideally in December 2014. (Reach: Customers TBD)

3. Get outdoor bloggers statewide to write about the new program i.e. Steve Stuebner (Reach: blog subscriptions TBD)

4. Articles in all Idaho conservation organizations print and e-news newsletters. (Reach: newsletter circulation, TBD)

5. Op-Ed piece in all major news dailies – to compliment television advertising (Reach, circulations, Idaho Dailies, TBD)
6. Continue to collaborate with Idaho Tourism to send quarterly email blasts about the passport program (Reach: subscribers, TBD)
7. Collaborate with Idaho Tourism to place articles about the passport program in their newsletters, twice in 2015, starting with Jan 2015 issues (Reach: newsletter circulation, TBD)
8. Place information at Idaho Fish and Game offices for their walk-in customers (Reach: sales outlets, TBD)

9. Utilize ‘meet-up’ sites on the internet that exist for hiking, snow showing, backpacking, etc.  i.e www.meetup.com/IdahoHikingClub; www.meetup.com/Boise-Trail-Heads (Reach: followership: TBD)

10. Utilize chambers of commerce throughout the state to get the word out via their print and e-newsletters (Reach: number of chambers)

11. Stage events at the most heavily used parks to get the word out. (Reach: event attendees, TBD) 

13. Reach kids through 11x14 coloring tear off pads. Graphics could be “find all 30 Idaho State Parks” and of course the passport message.


You +1'd this publicly. Undo
Social Media Strategies
You Tube – put :30 sec spots on You Tube
Facebook – get our fans to talk about and like the passport
Blogs
Digital or Programmatic – purchase auctioned user profiles to deliver custom ads


Tasks/Projects/Reach
 
Budget

· Budget for 2015/2016, ending June 30, 2015 = $100,000


1. 3-up’s – estimated total needed – handouts in parks, at events, bag stuffers, dealerships

Reach: 100,000 +/-
Budget: $1500

2. Additional cloth banners for DMV offices/dealerships/parks - $150/each – 20 new locations - $3000 total

Reach: 900,000 +/-
Budget: $2000 - $5000

3. :15 /  :30 sec spots tv / radio – 

Reach/impressions: see media buy (treasure valley emphasis for television buy)
Budget: $65,000 

5. Production of :30 sec spots – talent, production - $4,500

Reach/impressions: see media buy 
Budget: $5,000


6. Print media budget (40 K plus) 
A. Adds in local papers $1,500 x 2 newspapers

Reach: TBD (newspaper readership in Idaho Falls / Pocatello Markets)
Budget: $3000


7. Direct Mail to Kootenai County / West Ada County

Reach: 59,000
Budget: $20,000

Collateral Materials – 

1. 3-up/informational pieces for the following customers:
	Park Visitors
Automobile / RV Dealership Customers
Registration Customers
	Outdoor Retail Customers	

2. Posters - 2 sizes, 8.5x11 and 11x17 for parks, communities, DMV point of sale

3. Banners – include postage to send to dealerships

4. :15 / :30 sec television spots 

5. :15 / :30 radio spots

6. Print advertisement

7. Direct Mail – send postcard to residents within Kootenai County


Other Recommendations & Opportunities

· By explaining to park users in the summer of 2015, that fee changes have occurred, there is an opportunity to sell more $40 MVEF Annuals / Passports that summer.  Consider using this idea in training internal staff spring, 2015. 

· Continue marketing efforts for this program to greater and lesser extents until December 2016. Then find ways to continue to engage people with the Passport Program by offering incentives such as a “Perks Program” and placing renewed emphasis on the program.

· Enlist sponsors/corporations to invest in the campaign and become a "cause marketer."

Evaluation
The most significant measurement of this plan will come from the number of Passports sold and the revenue from the sale of the Passports.
There are a number of other metrics by which the plan can be measured:
· The reach and frequency of the media buy. 
· Print advertising can be measured by readership and circulation
· Emails and newsletters (print and e-news) can be measured by circulation
· Earned media can be measured by traditional public relations measurements
· Website can measure hits to the Passport specific page




[bookmark: _GoBack]Program launch timeline – 
November 2014 – new messages drafted
November 2014 – begin design for revised collateral
November 2014 – revise web content
November 2014 - Finalize new :15 / :30
November 2014 – Organize information dissemination to partnerships
November 2014 – All collateral complete, ready for dissemination
November 2014 – Mail renewal inserts sent with registration renewals to boaters
November 2014 – Collateral dissemination
November 2014 - :30 dissemination / placement
January 2015 – on air with :30 in select markets (rotated throughout year)
March-May 2015 – PR and social media strategy emphasis
May – August 2015 - Programmatic social media push
July 2015 Anniversary PR emphasis alongside Passport marketing efforts
August 2015 – call to collateral outlets, DMVs, parks, dealerships to ensure inventory
December 2015 – Marketing execution, sales evaluation
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