LIBRARY - MINISTRY OF FORESTS
PO BOX 9523 STN PROV GOVT
VIGTORIA BC VBW 9C2

AN 1989/90

INIS'I'Y OF PARKS




T

INTRODUCTION SECTION 1
BACKGROUND SECTION 2

B.C. PARKS MARKETING EXPERIENCE
MARKET RESEARCH

ECONOMIC BENEFITS OF PARKS
SOCIAL BENEFITS OF PARKS
COMPETITION AND PARKS

POSITIONING SECTION 3

INTRODUCTION

MARKET ANALYSIS

MAJOR MARKETS

PRODUCTS

PRODUCT MARKET MATCHING
B.C. PARKS IMAGE

IMAGE AND MARKETING

THE B.C. PARKS POSITION

TRENDS SECTION 4
MARKET TRENDS

PARK USE TRENDS
CAMPING USE TRENDS



PARK USE TRENDS AND
B.C. PARKS MARKETING

FORECASTS
GENERAL FORECASTS

PARK MANAGEMENT FORECASTS
PARK USE FORECASTS

BUDGET IMPLICATIONS
OBJECTIVES, STRATEGIES AND TACTICS
- KEY FACTORS

IN-PROVINCE OBJECTIVES

IN-PROVINCE STRATEGIES
IN-PROVINCE TACTICS
IN-PROVINCE TACTICAL PLAN

OUT-OF-PROVINCE OBJECTIVES
OUT-OF-PROVINCE STRATEGIES

OUT-OF-PROVINCE TACTICS
OUT-OF-PROVINCE TACTICAL PLAN

SECTION 5

SECTION 6

SECTION 7
SECTION 8

SECTION 9



The mandate of B.C. parks is to:

protect and manage for public benefit and use the

outstanding and representative examples of B.C.’s natural
and cultural environment.

The provincial parks system plays a major role in supporting, enhancing and
expanding the B.C. Tourism industry, especially the rapidly growing adventure/outdoor
recreation sector. It is the province’s largest supplier of overnight accommodation.
Over 19 million park visits, 17 million day visits and about 2 million overnight visits,
are recorded each year. -

In June of 1988 B.C. Parks became one of the partners in the Ministry of
Regional Development and as such supports the mission of the partnership to: foster
environmentally sound sustained economic growth and diversification; and provide
equitable access to govemment services in all regions of the Province.

The assignment given to B.C. Parks when the expanded Ministry of Regional
Development was created was to:

develop a plan for presentation to Cabinet to promote and
market British Columbia’s parks in conjunction with the
Ministries of Tourism and Provincial Secretary; Municipal

Affairs, Recreation and Culture.
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B.C. Parks has prepared marketing plans in 1985 and 1987 with an update
scheduled for 1988. It also cooperates on a regular basis with the Ministry of Tourism
and Provincial Secretary (Tourism B.C.) by supplying information on provincial parks
for inclusion in tourism publications and programs. B.C. Parks has close ties with the
Ministry of Municipal Affairs, Recreation and Culture (Heritage Attractions), since the
larger historic attractions now managed by that Ministry (eg., Fort Steele and
Barkerville) were part of the provincial park system until 1986.

Both the preceding ministries have assisted B.C. Parks in developing this plan by
providing guidance and research information. The 1988/89 Marketing Plan by Tourism
B.C. was used as the model for this plan and as a source of considerable valuable
information.

This Marketing Plan is a multi-year strategy for B.C. Parks to address its
mandate. It builds on the last three years of awareness-building and promotion. It
emphasizes B.C. Parks’ customer orientated management style and its commitment to
providing quality service. Finally, the plan emphasizes regionally based promotions
under a provincial framework.

Through the implementation of this plan, the marketing efforts of the B.C. Parks
will become further integrated with that of British Columbia’s Tourism Industry.
Although B.C. Parks specifically represents the Camping/Adventure/Outdoor Recreation
sectors, the provincial parks system will be promoted as an attraction serving all sectors
of the tourism industry - the "Natural” in "Super Natural B.C.".

The B.C. Parks marketing plan is divided into two main components. The first
contains background, marketing positioning, trends, forecasts and budget implications

sections. The second, which is based on the observations, analyses and thrusts
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developed in these sections, provides the detailed B.C. Parks marketing objectives,

strategies and tactics.
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B.C. PARKS MARKETING EXPERIENCE

Prior to 1985 B.C. Parks did not have a provincial marketing program. There
had been specific promotional plans developed by the organization which were
designed to increase ski use at Cypress and Mt. Seymour Parks and the use of the ski
lc;dge and restaurant facilities at Manning Park. Limited advertising introduced new
parks and facilities but most B.C. Parks promotions were information oriented.

Other advertising and promotional efforts consisted of participation at industry
trade shows, displays in shopping malls, newspaper and magazine articles and
interviews on radio and television talk shows. These activities continue today. In 1982,
B.C. Parks produced "Adventure B.C." a cooperative television series with the C:B.C.,
aired nationally on an annual basis through 1985.

During this period the major provincal communications initiative of the
organization was a series of park brochures. Two special information programs resulted
in a park highway sign system and information shelters at the entrance to every
developed park.

In 1985, B.C. Parks was given the task of developing a marketing program f(;r
provincial parks. The program had two objectives:

- to reverse the recent trend of declining park attendance; and

- to support the growth and development of British Columbia’s tourist

industry.
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To achieve these objectives, a customer-oriented approach to park management
was adopted at all levels of the organization, and a marketir;g plan which stressed a
market-driven approach was produced. It emphasized high quality products and
excellent service. The communications activities focused on key parks, product lines
and market segments, and concentrated on increasing use and generating -high image
impact. Between 1985 and 1988, B.C. Parks has sucessfully implemented this market
driven approach to management.
The following key elements of this approach have been carried forward in the
objectives, strategies and tactics outlined in this plan:
- emphasis on high quality products and excellent service;
- an active program to gather market research information through customer
satisfaction surveys, household surveys and other means;
- use of Jerry the Moose as a parks mascot in a variety of public relations
activities; /
- involvement of B.C. Parks at the local level in community parades, special
events and cooperative advertising with the private sector;
- the use of prizes supplied by B.C. Parks and park concessionaires for
promotional contests;
- Implementation of cooperative advertising efforts with the private sector;
- Expansion of the work with the Knowledge Network featuring more parks
in the B.C. Moments series;
- annual implementation of broad-based media advertising campaigns
around the theme "B.C. Parks - It’s A Real Holiday";

- expansion of the provincial park system awareness program targeted at
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B.C. residents around the theme "B.C. Parks - Our Natural Heritage".

MARKET RESEARCH

Accurate attendance figures have been the backbone of B.C. Parks’ research for
many years. In answer o specific issues, such as a dramatic drop in use or the need
for public input into a park management plan, special research studies have been
undertaken.

| With the introduction of a marketing approach to park management in 1985, a
marketing research firm was hired to prepare a market research framework to guide
future studies. The strategy adopted by the parks organization has resulted in a
comprehensive research program which supplies quality and timely data internally and
to other interested agencies and organizations.

In 1988 B.C. Parks hired a research and planning consultant to assist in analyzing
and summarizing the available research information. Elements of that report, completed

in October, 1988, have been integrated into this marketing plan.
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ECONOMIC BENEFITS OF PARKS

Provincial parks plays a vital role in the tourism industry, and therefore the
economy, of British Columbia. One important indicator of this role is the number of
visits B.C. Parks receives annually and the amount of money that is spent during these
visits to B.C. Parks by B.C. residents and tourists.

In 1987, provincial parks received over 19 million visitors. They spent nearly $184
million on food, transportation and accommodation while on their park visits (see
fo'llowing chart). About $142 million or 77 percent of the total gross expenditures was
generated by excursionists or people who visited the park just for the day or part of it.
It is estimated that about 75 percent of these excursionists were local residents who left
and returned home on the same day while the other 25 percent stopped and used a
provincial park as part of a longer trip. Another $42 million or 23 percent of the total
expenditures was generated by the 2.028 million campers who used B.C. Parks. Out of
the $42 million spent on camping, B.C. Parks received about $4.1 million in camper fees.
In 1987 the number of nights spent in B.C. by resident and non-resident business and
pleasure travellers was about 57 million. Nearly 4% of this total (2.028 million) were
campers staying in provincial parks. An additional 16.8 million day visits to provincial
parks were also recorded. Overall, the $184 million that was generated by visitors fo
B.C. Parks in 1987 accounted for about 5 percent of the total gross revenues ($3.09

billion) that were generated by the B.C. tourism industry in 1987.
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ESTIMATED GROSS EXPENDITURES BY
VISITORS TO B.C. PARK,1986

TYPE OF NIGHTS/DAYS AVERAGE _em TOTAL PERCENT
VISITOR SPENT IN EXPENDITURE EXPENDITURE OF
PARKS PER NIGHT/DAY EXPENDITURE
(in millions) $ (in millions}
EXCURSIONISTS
(Day Use)
a. Local B.C. residents 12.60" $4.74 $59.7 33

(left and returned
home on the same day)

b. Tourists (part of a

longer trip)
Staying with friends 151 $4.74° $7.2 4
Hotel /Motel 59 $50.00 $295 16
Cottages 17 $50.007 $85 5
Private/National Park
Campgrounds 193 $18.99 $36.7 20
CAMPER (Nights) 223 $18.99° $423 23
TOTAL 19.03 $9.60 $183.9 100

" Source: 1986 B.C. Parks Visitor Satisfaction Survey

?  Source: B.C. Tourism Marketing Plan, pg- 2.

*  Source: 1986 Canadian Travel Survey, special tabulations for Ministry of Parks, adjusted to 1987 by CPL

* While no one data source is available for the average expenditure for a day visit, it was estimated to be about 1/4 of the average
expenditure for a camper night due to the shorter length of stay than a camper night (see 1986 B.C. Parks Visitor Satisfaction Survey).

Another indicator of the importance of the role of provincial parks in the tourism
industry is the economic impacts for park operations and capital development. In the
1987/88 fiscal year, the Ministry of Parks spent about $28 million on park operations
and capital development. It is estimated that these expenditures generated about 822
man years of employment, $31.9 million in household income and about $11.3 million in

government taxes (see following chart).
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ECONOMIC IMPACTS OF B.C. PARKS
EXPENDITURES, 1986/87 FISCAL YEAR

TYPE OF DIRECT INDIRECT TOTAL
ECONOMIC IMPACT

Employment
(Man-years) 546 377 923

Household Income
(salaries & benefits,

interest, profits, etc.) $18.0 M $13.9 M $32.9 M
’ Tax Revenues :

Provindal N/A N/A $6M

Federal N/A N/A $68 M

M = millions
N/A = not available

A final indicator of the importance of the role of provincial parks in the tourism
industry are the complementary impacts of businesses- which operate within the park
system which producé recreational goods used in parks (see folloWing chart). In the
1987/88 fiscal year, it is estimated that businesses occurring on parklands generated
about $8.1 million in gross revenues. Out of this total B.C. Parks received about
$239,000 or about 3 percent of total gross revenues. It is also estimated over $400
million is generated annually in the production of various recreation goods in British
Columbia. ~ While these gross revenues obviously cannot be attributed entirely to
provincial parks, the provincial parks system does provide a basis for stimulating the

economic activity throughout the province.
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GROSS REVENUES FROM COMPLEMENTARY
RECREATION BUSINESSES AND INDUSTRIES
IN BRITISH COLUMBIA

TYPE OF GROSS REVENUES
BUSINESS {in million %) e
Businesses Occurring on Parkland
o Ski Operations (Manning,
Seymour, Cypress) $5.8
o Park Concessions $2.3

* Selected Recreation Industries

o Recreation Vehicles $130
o Outdoor Equipment (camping,

hiking, nordic skiing, kayaking,

canoeing, etc.) $ 60 - 80
o Recreational Boats $200

SOCIAL BENEFITS OF PARKS

In "Striking the Balance", the recent policy statement of B.C. Parks’, the social
benefits of the park system were summarized as follows:
¢ For society, parks are a heritage, a way to share the finest natural environments

today, then pass them on to posterity.

¢ For communities, parks mean employment, near-by recreation spots or distant
vacations.
¢ For the individual, parks offer solitude, physical challenge, and spiritual renewal.

The provincial park system contributes to the social fabric and quality of life of

B.C. residents in several ways. First, it contributes to the physical and mental well-
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difficult to measure (ie, possible reduction in health costs, etc). However, parks do
provide an opportunity for rest and relaxation, solitude, socializing with friends and
family, physical challenge, and nature study.

B.C’s world class system of provincial parks contributes significantly to the
quality of life that helps attract new businesses and skilled workers to the Province.

Having a park system also provides an opportunity to preserve unique natural
habitats and historical resources for current and future generations. These resources are
the backbone of the province’s "eco-tourism” industry. The importance of these
resources grows as their availability in areas, outside parks, diminishes.

Finally, provincial parks provide a high quality "outdoor classroom" for British
Columbians. For the specialist (scientists and conservationists) provincial parks and
ecological reserves offer a land base on which to study unique ecosystems, protect
natural gene banks and protect rare and endangered plant and animal species. For the
general public provincial park visitor programs, like the salmon run on the Adams
River, provide an opportunity to learn more abut the relationships of man and his

natural environment.
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COMPETITION AND PARKS

In their 1987/88 Marketing Plan, Tourism B.C. noted growing competition for the
time, attention and disposable income of potential travellers to and within B.C. In
order to continue to make a major contribution to the B.C. tourist industry and to
effectively contribute to the quality of life of B.C. residents, B.C. Parks will nieed to take
a pro-active role in in-province marketing and work with Tourism B.C. and the
Regional Tourist Associations in their out-of-province promotional activities.

' Compétition for the day user or short-term tourists time is intensive. They seek
opportunities that are convenient and close to home. In addition, people tend to
frequent areas which are familiar to them in order to minimize planning and
preparation. Recreation areas that are well known and provide quality opportunities
and service are likely to be at an advantage in attracting users.

In contrast to the more general outdoor pursuits, such as, picnicking and boating,
an increasing number of individuals are developing specialized recreational preferences.
B.C. Parks will need to address whether and where to develop facilities and
opportunities which cater to this segment of the public.-

A more significant competitive challenge is attracting people planning their
"annual” holiday. Many visit provincial parks occassionally to camp, hike or boat, but
prefer somewhere "different” or "more exciting” for their major vacation. Relatively
inexpensive travel packages to Hawaii, Disneyland, the Calgary Stampede and so forth,
make the decision to go somewhere else easy.

One of the greatest areas of competition, and also areas of opportunity for B.C.

Parks, are tourists who are staying with "family and friends.” The largest percentage of
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travellers cite visiting family and friends as the main reason for their trip. B.C. Parks
has the task of persuading the B.C. residents to bring their visiting friends and relatives
to the parks in their region. Word-of-mouth is one of the most important sources of
information for destination travel choices. If local residents visit parks more often and
increase their pride in provincial parks, they will more frequently plan to take their
"visiting friends and relatives” to them. As a result, the long term travel patterns of
these tourists can be affected to the point where they visit B.C. provincial parks on their
own.

B.C. Parks must also compete with variables they have no or limited control
over, such as, weather, accessibility, and ensuring there is room available when

travellers arrive.
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B.C. PARKS VISITOR’S ORIGIN AS A PERCENTAGE
B.C. PARK TYPES

ORIGIN DAY-USE
B.C. 77%
ALTA. 11%
US.A. 3%
OVERSEAS 3%

REMAINDER 6%

CAMPGROUNDS BACKCOUNTRY

67%

15%
7% —
4%
7%

76%
5%
5%
7%
7%

(¢ US.A. figures are for Washington, Oregon and California).

"(¢ Remainder covers rest of Canada and the US.A).

MARINE

50%
1%
45%
0%
3%

ANALYSIS OF ALL VISITORS TO B.C.

Trip Purpose

Research provided by Tourism B.C. indicates the most common purposes for

~ visiting British Columbia are:

- Touring Trips

- Visiting Friends and Relatives -

- Adventure/Outdoor
They have identified that the two major opportunities for increasing tourism use are
touring and adventure/outdoors.

The touring product is identified by Tourism B.C. as a touring trip by car, bus or
train through areas of sceﬁc beauty, cultural or general interest.

The adventure/outdoor product has been identified as an outdoor trip in a

natural area where one may camp, fish, hike, raft, canoe, etc.

55%
38%

20%
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Visitors to B.C. who are interested in these products (representing 75% of all
visitors) particularly those seeking adventure/outdoor products will have an interest in
visiting provincial parks. For example, the "Visitor 87" study conducted by Tourism
B.C. indicated that of the 18,000 party-days of visitor activities recorded, 24% involved
visits to the beach or seashore, 24% were spent visiting parks or gardens, 49% involved
sightseeing and 27% involved outdoor activities.

Accommodation

The most common accommodation used by the non-resident visitor is:

- Friends and Relatives - 26%

- Campgrounds/Trailer Parks - 24%

- Motels - 24%

- Hotels _ - 16%
Expenditures

Visitors to British Columbia spend an average of $40/person/day.

ANALYSIS OF CAMPING IN PROVINCIAL PARKS

Trip Purpose

The main reasons visitors have given for camping in provincial parks are that:
they like to camp; they enjoy outdoor activities; camping is an inexpensive vacation;
and its good for the family.
Profile (primary) |

- Majority are middle-aged (30-44), many with growing families.

- Likely to be married.

- Income over $35,000 per year.
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- Majority have some university or post secondary education.

- Majority live in a household with 3 or more people.

This group can generally be defined as Older Families (children 5 - 17).
Profile (secondary)

- Young adults (18-30) without children, empty nesters and seniors.

- Likely to be married.

- High school or some post-secondary education.

- Income between $20,000-34,000 per year.

- Live in a household with 2 people.

These groups can generally be defined as Empty Nesters.

ANALYSIS OF DAY USE IN PROVINCIAL PARKS
Trip Purpose ’

The main reasons visitors have given for using day-use areas are to be out in the
natural world; to spend time with family and friends; and to get away from daily
concerns.

Profile

- Majority are families with children between 0-12.

- - Have high school or post-secondary education.

- Live in households with three or more people.

- Equal numbef of males and females.

- Approximately equal number of married/single.

- Tend to be middle income earners.
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These groups can generally be defined as Young Families (children 0 - 4) and

Older Families.

ANALYSIS OF BACKCOUNTRY USE IN PROVINCIAL PARKS

Trip Purpose _

The main motivation visitors have given for backcountry visits to B.C. Parks is
that they provide a quality trip involving adventure, outdoor activity and excitement in
an uncrowded, undisturbed wilderness and/or scenic environment.

Profile

- More likely to be single (50%).

- Almost 75% have post-secondary education.

- Likely to be in the mid to high income bracket.

- Majority are male (67%).

These groups can generally be defined as Young Adults and Empty Nesters.

ANALYSIS OF BOATERS IN PROVINCIAL PARKS

Purpose

No specific research has been done to date on why visitors go to marine parks. -
Profile

- Majority are between 35-54.

- Have above éverage education - 80% with post-secondary education.

- Tend to live in one or two person households.

- More males than females.

- Equal number married and single.
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The marketing program will have a dual emphasis. The first to be general in
nature, will foster the image of provincial parks as excellent places for the passive
activities like relaxing and enjoying time with family and friends, for active pursuits like
hiking, nature appreciation and beach activities, and for protecting natural features and
landscapes. The second will be more product specific, tailoring individual parks to
specific markets based on motivations. This dual emphasis will be integrated whenever
possible into the marketing activities which develop out of the objectives, strategies and
tactics presented in subsequent sections of this plan.

The success of the marketing program will be dependent on two main initiatives.
One is to better evaluate the image and needs which park users and potential park
users have of the park system, as well as the effectiveness of the B.C. Parks marketing
activities. Part of this information is provided by the just completed B.C. Parks survey
"Planning the Future of You; Provincial Park Campgrounds” as well as the ongoing
customer satisfaction surveys and other recent research activities. However, a more
broadly based, intensive information gathering program will be required in the future.

The second is to match and rank the resources and the activities available at key
parks in order to match each park with specific user groups. This is being
accomplished through Annual Park Management Plans which were initiated in 1986 by
B.C. Parks and refined this year. A priority of this planning initiative will be
identifying park level opportunities for increasing use, setting objectives for use
increases and, as a result, developing advertising/promotion and product and service
development priorities at the park and district levels.

Taking into consideration the B.C. Parks marketing objectives, its limited

marketing budget, and the opportunity to link with Tourism B.C. and the Regional
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Tourist Associations for out-of-province promotion/advertising, the following marketing

approach will be implemented:

British Columbia

Alberta

major marketing activity will be in B.C.;
At least 80% of the Parks marketing budget will be spent in B.C,;
A B.C. Parks advertising/promotions program will be developed targeting

B.C. residents. In the development and implementation of this program

- B.C. Parks will work closely with Tourism B.C., Heritage Attractions, the

Regional Tourist Associations and the private sector;
All three product lines, Camping, Adventure and Outdoors, will be

promoted, as well as the Conservation role of the park system.

Limited- advertising/promotion will occur in Alberta (Calgary and
Edmonton). In the implementation of these activities B.C. Parks will work
closely with Tourism B.C. and the Regional Tourist Associations;

Camping and adventure product lines will be emphasized.

Washington/Oregon/California

Overseas

Work with Tourism B.C. and the Regional Tourist Associations to reach
the Western U.S.A. market (Washington/Oregon/California);
Very limited budget to be allocated;

Emphasize marine related Outdoor, Camping and Adventure products.

Work with Tourism B.C. to reach Japan, West Germany, the United

Kingdom and Australia;
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- Very limited budget to be allocated;
- Work with the Canadian National Park Service to produce publications in
Japanese and German;

- Emphasize the Adventure product.
Inter-Ministerial Cooperation - Qut-of-Province

Given B.C. Parks’ desire to increase the number of users and to cooperate with
Tourism B.C. and Heritage Attractions, the benefits of increased out-of-province
miarketing will be assessed in the future. This cooperation facilitates all sides working
toward the same goal - increasing the number of tourists coming to B.C. From an
economic point of view this will enhance the revenue generating capacity of parks.
Out-of-province tourists spend more money getting to and staying in or near provincial

parks.

B.C. PARKS IMAGE

A successful marketing campaign either builds a positive image for a product or
builds on a product’s existing positive image. Provincial parks are generally viewed
positively. This is advantageous as future B.C. Parks advertising/marketing strategies
can focus on the specific image the organization would like people to have of thé
provincial park system based on the positive general imége they already have.

The image which people currently have of the park system motivates them to
visit parks. Parks are considered areas of natural beauty which provide a relaxing
environment conducive to spending good times with family and friends. From survey
results it appears that this positive image is particularly true for individuals who have

used parks recently and less true for individuals who have not used parks for the past
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couple of years.
A 1983 telephone survey identified some of the specific images which users had

of parks and details those areas of concern to potential users, important information to

any marketing plan.
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CAMPER PERCEPTIONS OF B.C. CAMPGROUNDS (1983)
ITEM NEGATIVE SCALE VALUE POSITIVE
IMAGE IMAGE
A cosT (EXPENSIVE) (NEXPENSIVE)
B SAFETY (UNSAFE) (SAFE)
C  CLEANLINESS (DIRTY) (CLEAN)
D FACILLITES (NADEQUATE) (SATISFACTORY)
E  STAFF (UNHELPFUL) (HELPFUL)
F ACCESSIBILITY (DIFFICULD EASY)
G PEACE/QUIET (NOISY) (PEACEFUL)
H  SCENERY (UNATTRACTIVE) (BEAUTIFUL)
I OVERALL (UNFAVOURABLE) (FAVOURABLE)

It is apparent that the respondents in 1983 had a favourable image of B.C. Parks

and were particularly impressed by the beautiful scenery and helpful staff. They had
somewhat less favourable impressions of park cleanliness, accessibility and cost, and
appear to have been somewhat concerned about adequate facilities and peace and quiet.

Park visitor satisfaction surveys in 1985, 1986, 1987 and 1988 allowed park
visitors to express concerns on a more specific park by park basis. In response to this
information B.C. Parks has been able to target its efforts to address these concerns. For
example, in 1985 the control of pets, sense of security and control of noise were
- identified as areas needing improvement by campground visitors. In 1986, the
organization made it a priority to address these concerns and substantial improvements

resulted in visitor satisfaction in all three areas:
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- control of pets + 6%
- sense of security + 14%
- control of noise + 14%
(increase in excellent to above average rating).
A number of specific park facility concerns have also been identified by visitors.
They have strongly indicated in the satisfaction surveys and other studies that showers
and flush toilets are considered basic health necessities. As a result, the organization
initiated a multi-year program to install these facilities in key provincial parks, while
continuing to recognize the importance of maintaining a natural setting within its parks
with minimal facility development.
Given the results of current satisfaction surveys it is obvious that these efforts are
working and that, on top of an overall favourable image, the specific park products are

very well accepted.

OVERALL VISITOR SATISFACTION RATINGS

SATISFACTION CAMPING BEACH BACKCOUNTRY MARINE
SCORES -PICNIC

1986 85 86 97 86
1987 . 83 84 95 96

(% of visitors surveyed who gave an excellent or above average rating.)

To ensure that these efforts continue to work to B.C. Parks advantage, care must
be taken to see that these "improvements" compliment people’s motivations for using

parks. For example, in the past, provincial parks, and the province as a whole, have
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been portrayed as providing solitude. Instead of promoting the concept of "peace and
quiet” this approach has lead to the perception by some that parks are areas c;f
loneliness and are inappropriate for family recreation.

Another image weakness is the tendency for people to link provincial parks to
campgrounds despite B.C. Parks’ attempts to imprint the various park product lines in
people’s minds. More effort is needed to let people know of the other park options
available.

Finally, the recent controversy surrounding mineral exploration in Strathcona
Park points to an immediate need to implement an overall support and awareness
strategy for the provincial park system designed to build a positive image of the role
these parks play in protecting the unique natural areas of B.C.

The benefits people identify from having used the park system also tells us
something about our image. A recent B.C. Parks survey indicates that 50% of t-hose
interviewed view having a park system as good for camping/holidays, 40% say they
provide mental and physical health benefits, 38% say they are valuable for protecting
the natural environment, 30% say they are good for tourism, 13% say they protect
wildlife and 12% believe they help the public enjoy the outdoors and nature.

The above observations identify B.C. Parks’ present public image, a very positive
one. The marketing tactics of this plan exploit existing positive perceptions while

overcoming the negative perceptions.

NOVEMBER 1988 POSITIONING - 32



IMAGE AND MARKETING

The Market Analysis Section provided specific information on those people who

visit the camping, day-use, backcountry and marine areas in provincial parks.

Recent studies indicate that people are most likely to visit a park if they view

the experience as an enjoyable way to:

L4

$

see beautiful scenery;

spend time with family;

get away from it all; and
participate in activities they enjoy.

On the other hand, those individuals who are not likely to spend time in

provincial parks:

¢

¢

are, or feel they are, limited by work and family commitments;

view parks as boring because they fhave been there before;

feel all parks are the same; or

have become used to vacations perceived to be more exotic (ie., overseas,
warmer climates).

Considering the foregoing, the central thrust of the B.C. Park's

marketing/promotional campaign particularly for British Columbians will incorporate

the following considerations:

¢

Build on existing image, the park system provides high quality products which
have received limited promotion;

Exploit motivations; and

Promote the range of activities available in specific regions.

These factors can be easily included in visual and verbal media. More
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specifically the campaign will:
BUILD ON IMAGE

¢ Work with what is familiar; People like parks, they are beautiful, they represent
rest and recreation etc,;

¢ Work at erasing any negative images; Parks are not boring, there are new
facilities, there is lots of room for everyone (i.e., no crowds), they are preserving
outstanding natural features.

EXPLOIT MOTIVATIONS

¢ People are influenced to travel/use parks by the same general factors.
¢ People want a break but they do not have the time to go far;
¢ People want to spend time with their families but do not want a lot of hassle

planning a holiday;

¢ People enjoy nature and the outdoors but want to be comfortable and have
adequate facilities; ﬂ

¢ People want to have a good time but are offended by rowdy parties, etc.

RANGE OF ACTIVITIES

It is crucial to promote the range of activities available in B.C. Parks in specific
regions of the province. Some of the key reasons people do not use parks are because
they feel they have exhausted the recreational possibilities, that Parks are boring or that
they are some kind of environmental mecca which cannot be disturbed.

This is the area where B.C. Parks must compete with all the other
vacation/travel options the public is faced with. The message has to get out that while
parks are relaxing and fun they also offer recreational options ranging from hiking to

heli-skiing, camping to canoeing and wildlife viewing to white water rafting. Most
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importantly people must realize that these options are available relatively close to home.

The above observations lay the foundation which provides the consistency and

flexibility necessary to remain effective in the future. The following chart illustrates this

approach.

CAMPING QUTDOORS ADVENTURE CONSERVATION
Promote shared Beautiful scenery, clean environment, setting for family recreation etc.
image among
products

. Exploit common Want to spend time with family, want a break, enjoy nature, fun etc.

park user
motivations
Specify benefits Campfires Boating Rafting Preserve our
and activity Nature Hiking Min Climb Natural Heritage
options Walks Wildlife Challenge

Social Viewing

THE B.C. PARKS POSITION

In summary, the position of the British Columbia Provincial Park System is:

D an international leader in providing camping, adventure tourism and
outdoor recreation opportunities;

2) the principle element in conserving and presenting the Province;s

" natural heritage.
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