


Executive Summary

= In 2020, the community looked to Cleveland Metroparks for recreation and respite, and
set record high visitation despite challenges and impacts caused by the COVID-19
pandemic.

. Compared to 2019, Visitor Occasions increased by 3.8M and Recreation Visits by 1.2M.
. There were more than 19.7 million Recreation Visits in 2020.
»  To build upon growth in visitation a new campaign — Find Your Path — will encourage
exploration and inclusivity across the park district's more than 24,000 acres. The

campaign will broaden awareness and drive opportunities for guests to strengthen
personal connections with Cleveland Metroparks.

» The Find Your Path campaign will feature an all-new mobile app giving users access to
new maps of all 18 park reservations to find trails, attractions and hidden gems, as well
as upcoming programs and events across Cleveland Metroparks reservations, golf
courses, restaurants, retail locations and Cleveland Metroparks Zoo.

. The all-new mobile app will be available for download on all Apple and Android devices April 19th.
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Visitation Overview

Three types of visitation are measured for Cleveland Metroparks.

(1) Visitor Occasions - The number of people entering Cleveland Metroparks reservations by
vehicle, foot, or bicycle for any reason. This includes all of those who travel through the parks
as well as those who visit the parks for recreational purposes.

(2) Recreation Visits - Only includes those who park their vehicles or arrive by
foot/bicycle/in-line skate, etc. to use the parks.

(3) Commuter/Scenic Driving Visits represents the number of vehicles and visitors
unaccounted for by Recreation Visits. It is estimated by taking the difference between
Visitor Occasions and Recreation Visits.

4 )

Visitation Statistics by Cateqory for 2020

Visitor Occasions (1) 53,128,373
Recreation Visits (2) 19,714,148
Commuter/Scenic Driving (3) 33,414,225
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Summary of Visitor Occasions and Recreation Visits

* Visitor Occasions increased by 3.8M* and Recreation Visits by 1.2M
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During the pandemic the community looked to the park system for recreation and respite and set record
high visitation despite all of the challenges the community and Cleveland Metroparks collectively faced.

OCIeveland Metroparks: m— *Began counting at the intersection of Puritas and Valley Parkway in Rocky River Reservation,
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Areas Experiencing Decreases
* Temporary impacts due to necessary and mandated COVID-19 closures

Cleveland Metroparks Zoo -40%

* Closed for 3 months

Brookside -3% Tobogganmg -40%

5 JMTHOME =
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* Opened with reduced capacity
* Events cancelled

Merwin’s Wharf -80%

| | : * Closed for 6 months
* Parking lot closures, Zoo attendance S

impacts =

e

* Adult & youth sports cancelled &\Y\

* Washington
Golf Course
delayed
opening

* Arborview

Picnic

Shelter

closure
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2020 Increases

Bedford Acacia

+26% S : +40%

» Astorhurst
~_improvements..

e Du&t]am Park
+mp "‘Vements

Cleveland Metroparks Golf
+31%

. Golf starts up 31%
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Evolution of Cleveland Metroparks brand position
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Two creative concepts were tested in aresearch study

BILLBOARD PRINT AD
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Share your (eveland Metroparks #myOA
noe panded Daniel Maltz Rhino Reserve.
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Two creative concepts were tested in aresearch study

BILLBOARD PRINT AD
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Download Cleveland Metroparks app to choose your adventure.
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“Find Your Path” concept emerged as the position

Both the My Cleveland Metroparks and Find Your Path campaigns
appealed to respondents in different ways, although, Find Your Path
outperformed My Cleveland Metroparks regarding all attributes.

My Cleveland Find Your
Metroparks (A) Path(B)
Top 2 Box on a 10-point scale
Appeal 44% 54%
Fit with the image of Cleveland Metroparks 48% 57%
Overall impression 53% 59%
Campaign BEST described by each item

The campaign is believable 41% 54% (A)
| had the best emotional connection with this campaign 41% 51%
| would tell family member/friend about CM based on campaign 38% 53% (A)
The campaign is memorable 41% 52%
The main idea is clearly communicated 44% 52%
The campaign is unique 42% 50%
|M_OST likely to motivate a visit in the future 46% | 54% |

OCIeveland Metroparks’ e *Uppercase letters indicate significance at the 95% level.
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Respondents liked the scenery & diversity in activities

Likes n=300

Diversity in Activities 1 17%
Scenery/Photos/Images 1 17%
Everything/All of it 1 17%
Slogan/Tagline/Concept 1 13%
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Most Appealing Tagline

A

* The Find Your Path tagline was the most appealing to both internal and external respondents.

Most Appealing Tagline

55% >7%
I45% | I I
My Cleveland Metroparks Find Your Path

B External @ Internal

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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All-new Mobile App

* Research identified the important function of a mobile app would be the ability to find a
trail, finding locations of popular spots, and having access to downloadable maps.

Functionality preferences:

To find a tail |, o1
Locations of popuar spots |, 5
Downloadable maps |, -
N 727
Learn about nature |, ¢
Recorda ke N 59
Find phone numbers |, <o
Online ticket purchase & usage _ 46%
Reservable shelter info _ 41%
Rules/regulations _ 39%
Fitness activities _ 38%
I 36%
I 25
Social media links _ 15%

0% 20% 40% 60% 80% 100%

Register for a free event/program

Food/beverage info (orering, etc.)

Golf (book a tee time)

*What ways would you like to utilize a potential Cleveland Metroparks mobile application? Select all that apply.
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Mobile App Preview https://www.youtube.com/watch?v=a9yRCzVFy3M
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https://www.youtube.com/watch?v=a9yRCzVFy3M

:30 Television Advertisement  https://youtu.be/WAaglfi4M1U
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https://youtu.be/WAaqIfi4M1U

Full year advertising campaign

Advertising Campaign

-—-------

Medium Media Deliverables 19
TV :30/:15 second commercials X X
Radio :30:15 second commercials X X
| st L [ [ [ e [ e[ o] s | -
Print Various Publications X X X X X X X X X X
OOH Digital Billboards X X X X X X
Other Pole Banners X X X X X X X X X X

Other Pl Cllaterl, X X X X X X X X X X
On-site Banners
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COVID-19 Statement

2020 was an unprecedented year and the impacts of the COVID-19 pandemic spread to all areas of
Cleveland Metroparks.

Throughout 2020, Cleveland Metroparks reservations were deemed an essential service and remained
open to the public while following the directives of the Ohio Department of Health and Centers for Disease
Control and Prevention (CDC). While the park reservations remained open, operations were significantly
impacted to adhere to health guidelines including the necessary closures of nature centers, park shelters
and playgrounds, cancelations of in-person park programming and large-scale events, reduction of parking
lot capacity in high-traffic areas, as well as the three-month closure of Cleveland Metroparks Zoo.

However, while many areas were impacted or closed due to COVID-19, other park areas, including
reservations, trails and golf courses saw increased visitation even with increased safety measures for social
distancing.

During the pandemic, more than ever before, the community looked to the park system for recreation and

respite and set record high visitation despite all of the challenges the community and Cleveland Metroparks
collectively faced.
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Visitation Calculation per Month

Mechanical counter(s) readings
Average

number of
people in
vehicles

% of vehicles estimated to enter
at entrance(s) equipped with a
mechanical counter
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How Visitation Is Calculated — Recreation Visits

Example: Euclid Creek — Recreation Counts

February

COUNTER LOCATION READING | SUM |DIVIDE BY| EXTENSION | WEIGHT | USABLE WEIGHT
REC1 (All pull in lots 0 1 0 0
REC2 [Highland Picnic Area 2,292 2,292 1 2,292 0.28 0.28
REC3 |Quarry Picnic Area 0 1 0 0 0
REC4 |Welsh Woods Picnic Area North 1,050 1,050 2 525 0.005 0.005
RECS5 |Welsh Woods Picnic Area South 1,061 1,061 2 531 0.01 0.01
REC6 0 1 PN p—
4,403 4,403 3,348 0.295

Ped. Adjustment 1.038

Total Cars | / 11,347|Veh. Occup. Factor 1.7
| Total People 20,613

3,348
(Mechanical counter readings) 1.75
(average 3.8%
29 59 number of (pedestrian
people per adjustment)

car)
These multipliers
vary by

reservation, by
season

(% of vehicles entering reservation
at these locations)
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