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Marketing Aligned with System Plan

Cleveland Metroparks new brand campaign Your Time. Your Place. aligns with the Second Century of Stewardship Plan

and is designed to welcome all by prioritizing inclusivity with significant input from focus groups, surveys, and internal and
external user testing.
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A Decade of Brand Evolution

« The brand campaign tells a comprehensive story of the depth and breadth of Cleveland Metroparks to help the community
navigate and explore the vast array of offerings.
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Cleveland Metroparks Strategic Framework

Mission

System Plan

Differentiated
Market Position

Segments/
Personas*

Protecting nature, connecting communities and inspiring conservation of our world.

Second Century of Stewardship
Innovate — Conserve — Connect — Welcome — Engage — Sustain

Your Time. Your Place.

Welcome all by prioritizing inclusivity and appreciation for finding yourself, your park and your place within Cleveland
Metroparks Emerald Necklace.

Park Enthusiasts Family Fun Finders Relaxers
LIS ez Eal Memory Makers Mental Relaxers Activity
Regulars Regulars Relaxers
Independent Event Seekers Connection Green Space
Regulars Cravers Indulgers

Work in progress to develop

Zoo Guests Golfers additional segments/personas
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Guest Focused Personas

Persona Park Enthusiasts Family Fun Finders Relaxers

Description

Enjoy visiting the parks for
independent and social
activities, including
programs and events.

Enjoy visiting the parks to
create memorable
experiences with loved
ones.

Enjoy visiting the parks to
relax and unwind amongst
scenic, green spaces.

>
- Fitness Regulars « Memory Makers « Mental Relaxers

Sub-personas Social Activity Cravers « Connection Cravers - Activity Relaxers
 Independent Regulars  Green Space Indulgers

« Event Seekers
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Creative Concept
4 YourPlace Testing




Key Insights — Research Findings
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Focus Groups

2 groups
17 participants

Simpler billboard and print
ad designs with locations
identified within photos
Slower paced commercials
encompassing all activities
offered as well as scenic
beauty

High awareness and
favorability of “Leafman”
symbol stronger than ever
before

Online Survey

404 external respondents

113 internal respondents

Your Time. Your Place. was
considered the most
inclusive campaign by all
external respondent
demographics; age, gender
identity, race/ethnicity and
user type (light, moderate,
heavy users)

Both internal and external
respondents prefer Your
Time. Your Place. for the
feeling of community,
connection and inclusivity

User Testing
6 participants

Validated the final revisions
for the Your Time. Your
Place. campaign based on
the quantitative findings
Your Time. Your Place. was
understandable, relatable
and it motivates
respondents to explore
Cleveland Metroparks




Key Insights — Your Time. Your Place.

Your Time. Your Place. had a mean score of over 8 for overall impression, fit with the image of Cleveland
Metroparks and overall appeal. Results did not vary by age, race/ethnicity or gender identity.
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Your Time. Your Place. - LIKES
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Most Appealing Tagline

The Your Time Your Place tagline was the most appealing to external respondents.

» Internal respondents showed an equal liking to all taglines.

Most Appealing Tagline

48%
34% 330 34%
30%
I I 23% I I
Always You Are Here Your Time Your Place

B External mInternal

Regardless of the billboards and TV commercials you have seen, please select which tagline or phrase was most appealing to you.
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Your Time Campaign
YourPlace Execution
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Sleepy Hollow « Big Met - Little Met » Manakiki » Ironwood = .
Mastick Woods * Seneca * Shawnee Hills « Washington
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Campaign Executions

Static Billboards Print Ad
S Digital Billboards A\ YourTime
’ YourPlace
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RESERVATulON

Explore over 325 Miles of Trails”
Discover the thionolly Acclaimed Zoo
Choose from 5,000 Free Programs
Play 9 Scenic Golf Courses

Bedford Reservation

Download the mobile app at clevelandmetroparks.com/app

cowon g
™ Google Play Jll @ AppStore
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Advertising Campaign

I T S 7 T Y N TR T Y T

:60/:30/:15 commercial

Digital/Social Search, Display, Pre-roll, OTT, Native content, social X X
Print Various weekly, monthly and annual publications X X X X X X X X X
OOH Static build out billboards and digital billboards X X X
Other Pole banners X X X X X X X X X
Other Printed collateral, on-site banners X X X X X X X X X

CLEVELAND
METROPARKS
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Doing More with Partnerships

« The sponsorship program within Cleveland Metroparks serves as cost-recovery for the organization, helping fund marketing
operational expenses, including paid advertising.

« Partnerships have evolved by focusing on longer term, more meaningful commitments driving an increase of 2.5 times more
cost recovery as compared to the program results in 2019.
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Communicating “Your place to...”

Social Media

s\YourTime

YourPlace
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Cleveland / Cleveland Metroparks
\atropark 63K fikes - 171K f .

Featured

Persona Video
Vignettes
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“Your Place” Retail Collection
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Your Place to Celebrate

« Special Events and Experiences continue to enhance and
expand special events across the park system to drive
increased usage.

* Nearly 40% of guests that attend Asian Lantern festival and Wild Winter
Lights have not visited the zoo in the past 12 months.

« The team hosted more than 325 zoo events annually attracting more
than 370,000 guests.

« Additionally, more than 5,500 events are permitted at a Cleveland
Metroparks locations, annually.
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Special Events
Runs/Walks
Weddings
Corporate Events
Family Occasions
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