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COMMUNICATION

INNOVATION



The Pitch

It's an undeniable fact that the environment all over the world is changing. Even in America's backyard, we can see the effects that a
changing environment has on the landscape. The National Parks were created to protect our lands as well the environment that allows
us to thrive and live. The National Parks need a way to advocate for all these things in an appealing and interesting way, so that
individuals and the government will understand the important role that the National Parks play.
 
This communications innovation is a sum of two parts. The first part is a multi-media campaign to inform people about the budget cuts
to the National Parks System, how taxpayer money and funds are allocated within the parks and other ways in which the American
public can help support the parks. The second part of the innovation is a continued education plan. After the initial launch raises
awareness, builds trust and improves transparency, a continued education program will launch to deepen the relationship between the
parks and the people - it is America's backyard after all. The program will teach individuals the rich history of the National Parks and
educate them to be conservationists who take pride in the environment and their National Parks.
 
In the end, the innovation aims to increase funding to support the National Parks for generations to come, while also show people that
they play a role in keeping these protected lands looking their best by whatever means possible. However, money isn't everything, so
the education aspect will teach Americans how to contribute in many different ways as well as advocate for others to do the same. 
 



Innovation

Impact

The goal is encourage people to do
whatever they can, by whatever means
available to them, so that they can help
the National Parks.
 
The impact would be a positive
relationship with not only the National
Parks, but also the environment. The
innovation will lead to a better
understanding, awareness and action for
a healthier and more sustainable
National Parks System. 



Benefits

Education TransparencyFunding

Keeping the parks looking
their best and allowing

future generations to enjoy
the wonder of America's

backyard. 

Building a lasting
relationship with people so
they better understand the

parks and the role they
play in protecting them.

Instilling trust in a
government agency while

showing people where
budgets are allocated and
how donations are spent.



BIG PICTURE TRENDS 

AND ISSUES



PARK CHANGES OVER THE YEARS

 
Even with wildlife and conservation as NPS goals, they're
often neglected due to infrastructure and maintenance
costs
The budget for parks has historically been unstable due to
politics, war and power struggles between party lines
An increase in visitors wanting an experience has led to
deteriorating parks, issues with litter, animal endangerment
and vandalism to park property

With the rise of social media, National Parks have become
desired backdrops for Instagram posters showing their
outdoor experiences



G P S  

T E C H N O L O G Y

Using the location of
people via mobile

phone device to send
alerts, messages and
gather data about the

person.

D A T A

V I S U A L I Z A T I O N

Telling a story with data
to make it more

understandable and
relatable. Good data
visualization inspires

action.  

N A T I V E

A D V E R T I S I N G

Advertising that looks
like it belongs in the

medium it's shown in.

S O C I A L

R E S P O N S I B I L I T Y

big companies choosing
a cause to advocate for

that aligns with the
audience as well as the

brand/org. 

People want an
experience they can

relate to and
understand quickly.

They're tired of in-your-
face advertising and

expect more useful ads
presented to them.

Social advocacy is also
a recent trend as
organizations and

brand try to relate with
their audiences. 



CONTEXT



HISTORY OF OUR

NATIONAL PARKS 

Congress established Yellowstone as the first National
Park in 1872
President Woodrow Wilson created the NPS on August
25, 1916
President Wilson enlisted the NPS to cover all of the
federal parklands under one agency
The National Parks were to serve as a model for
countries around the globe as a uniquely American
idea rooted in democracy, philosophy and art
In 2016, 331 million people visited a National Park's site
The parks contribute about $35 million a year to the
U.S. economy
Despite parks reaching record visitation, the NPS has
decreased their workforce by 11%
In 2017 the House passed an act that would make it
harder to create new national parks under the
Antiques Act and would also give presidents the
authority to reduce existing national parks' size

Histor ica l   in format ion gathered from NPS websi te  and History .com



Congress established
Yellowstone as the

first National Park in
1872

President Woodrow
Wilson created the NPS

on August 25, 1916

President Wilson
enlisted the NPS to

cover all of the federal
parklands under one

agency

The National Parks were to serve as a
model for countries around the globe
as a uniquely American idea rooted in

democracy, philosophy and art

Despite parks reaching
record visitation, the NPS

has decreased their
workforce by 11%

In 2017 the House passed an
act that would make it harder to

create new national parks
under the Antiques Act and

would also give presidents the
authority to reduce existing

national parks' size

In 2016, 331 million
people visited a National

Park's site

Stephen Mather, the
first director of the NPS

hires educated
individuals are park

rangers in all National
Parks in the 1930s

As Yosemite is
threatened with mining

and gaming issues,
Mather launches a
successful public

relations campaign for
the NPS  

FDR expands the NPS
with conservation
efforts and park

creation  

WWII puts the NPS were
subordinated by the war

effort. War planners
realized the parks could

be used as terrain
training grounds and

resting places for
soldiers

The war ends and the
NPS reaches 1 million
visitors. They realized
that preservation and

keeping the lands open
and accesible at all

times was contradictory

Mission 66 was created
as a plan to spend $787

million in building
interstates to parks and

improving the public
areas within the parks in

1966

Yellowstone turns 100
years old on March 1,

1972. The idea of
National Parks spread
around the world as a

symbol of freedom itself

More parks are added in
the 80s and 90s as

record visitation
increased throughout

the years

NPS saves more historic
monuments, often serving

painful reminders of
American history 

Bill Clinton added
nineteen new units to the
National Park System, and
de-authorized one during

his eight years

Barack Obama approved
19 new National Park

Units

The Trump administration
proposes further cuts to
the 2020 NPS budget as
visitation numbers reach

record highs

Eras Map

Histor ica l   in format ion gathered from NPS websi te  and History .com



SOCIAL, POLITICAL AND

CULTURAL CONTEXT

Politics play a major role in the success and failures of the National
Park System

Specifically, how elected officials vote on National Park budgets
The parks have always been really focused on getting people in
them and making the parks for the people - lately people are
flooding the parks 
Even with wildlife and conservation as NPS goals, they're often
neglected 
The budget for parks has historically been unstable due to politics,
war and power struggles between party lines



Individuals want to explore the National Parks and enjoy the spaces that are
designated to the public. However, according to Pew Research, 57% of Americans
think the government is doing too little to protect our National Parks and nature
preserves. 
 
As the fight for climate change and sustainable energies continues to gain
momentum, many people have lost trust in the government to protect the land we
pay taxes towards. Even when it costs the average American about the price of one
cup of coffee/year to fund the national parks, budget cuts still increase. How much
have budgets decreased? 
 
 
 

7% reduction to operations of parks over the last 5 years 
12% reduction in total budget in last 5 years 
Trump administration proposal was a 14% cut to the budget 

The Current Environment

In format ion gathered from Pew Research and the NPS websi te



The communications aspect for the National Parks
innovation is split into two parts: an initial campaign launch
and a continued education plan. 
 
The campaign launch will include a multi-media campaign
that informs people of the dwindling budget dollars as well
as how they can help. The information will be presented in
ways that inspire action and inform the public
 
The continued education program will partner with schools,
libraries and other stakeholders in order to provide a
continued relationship. The education program will teach
people about the National Park's rich history and how their
lives play a role in keeping the parks at their best. 

COMMUNICATIONS

ASPECT



STAKEHOLDERS



OUTDOOR LOVERS

Outdoor lovers breathe

the life into National

Parks. They advocate,

support, donate and do

whatever they can to

make sure that the

National Parks can thrive.

National Parks are a

sanctuary for them.

 

Specifics: campers,

hikers, bikers, outdoor

enthusiasts, travelers 

THE GOVERNMENT

Once the National Parks

proposes a budget, that

proposal gets wrapped

into the Dept. of Interior

budget and sent to the

executive branch. Once

edits are made there

they go to Congress for

vote. 

 

Specifics: congress

members, cabinet

members, president,

lobbyists

NONPROFITS

Whether the nonprofit

advocates for or against

National Parks, it's

important to appeal to

each. Nonrofits like the

NPCA work to raise

awareness about

National Parks budget

cuts and the effects they

have on the parks and

people who enjoy them.

 

Specifics: NPCA, Sierra

Club, Natural Resource

Defense

PARK STAFF

Park staff are affected by

budgets and the overuse

of National Parks directly.

They are a very

important stakeholder

due to their knowledge,

expertise and personal

connection to the

National Parks. 

 

 



U.S. CITIZENS
(TAX PAYERS)

U.S. citizens want to

know where their tax

money goes. Taxes are

inevitable, but it helps

when the organizations

receiving our monies, are

transparent about

funding allocations. It's

the peoples' land, and

they deserve to know

how and why it's funded.

 

Specifics: people who

don't mind paying,

people who do, people

who think the land

should be used for

personal benefits

VOLUNTEERS

Volunteers play a vital

role in keeping parks

clean and running

smoothly - the best part

is they do this because

they want to and they do

it for free. Volunteers, like

park staff have stake in

the National Parks. 

 

Specifics: litter pickers,

event volunteers, nature

volunteers,

conservationalists  

AD AGENCIES

Ad agencies have

assisted in National Parks

Service ads in the past

and in the past two

years, outdoor ad signs

were allowed inside

National Parks. Ad

agencies and media

companies also have

data collection abilities

that can help support

National Parks initiatives. 

 

Specifics: AdCouncil,

ProBono agencies,

agencies that work with

partner corporations

OUTDOOR
COMPANIES

Outdoor companies such

as REI, Patagonia and

North Face have taken a

stance for the outdoors

and National Parks. As

large data collectors as

well as key audience

outfitters, they have a

stake in the National

Parks. 

 

Specifics: REI, Patagonia.

North Face, travel

companies, hotels
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INITIAL LAUNCH 

BMC





Key Partners

Individual taxpayers of the U.S. - Taxpayers deserve to know how the National Parks uses
funding as well as how funding the parks works.
Advertising and media agencies - Agencies like the AdCouncil and other agencies that do
work for nonprofits would be great to work with in terms of building an effective campaign.
Park enthusiasts - Park enthusiasts are the influencers for the National Parks system and they
have a deep relationship with the parks themselves. They have stories to tell and it's important
that they're told. 
Environmentalists and nonprofits supporting conservation - Environmentalists and
nonprofits supporting conservation are dedicated to assisting with education and funding. They
have a lot of resources that will be needed for the campaign.
U.S. government and military - The U.S. government, politicians and the military have
historical relevance with the National Parks. Everything needs to be in compliance with
government regulations. The military can also be used as a partner since the military has used
the parks as terrain training facilities in the past. 
Corporations aligned with the goals of the NPS - American companies like REI and
Patagonia have shown corporate interest in conservation and their partnership is key to funding
as well as pushing the message effectively. 



Key Activities

A creative and compelling media campaign - Creating an effective campaign will require manpower and
strategic expertise. Making sure that the campaign has video, image and copy that effectively pushes the
message is vital to its creation. 
Money - Securing funding in order to properly secure the campaign is a large part of one of the key activities -
Whether money is secured through donations, volunteering or grants.
Data visualization and transparency - As part of the campaign to instill trust and transparency, data will need
to be presented in a clear and interactive way to grab the audience's attention and make them want to take
action.
GPS technology - GPS technology will be used to gather data, as well provide an opt-in messaging system that
can alert park visitors about important information when they come close to the park boundaries. 

Key Resources

A compelling campaign and resources to launch it - A campaign has many parts and they all involve
different resources. Resources such as cameras, videographers, copywriter and editors will all be needed in
some form to make sure the campaign in effective. 

Cost Structure

Cost of campaign and resources - As stated above, the many parts and pieces of the campaign have
manpower, expertise and costs involved. Costs will be funded through corporate sponsorship, donations and
volunteerism.  



Audience Relationships
An advertising campaign - Presenting information and creating a relationship that shows trusts and
transparency exit. As a government entity, the parks face a unique problem with lack of trust. By creating trust and
showing transparency, a stronger realtionship with the audiences can be formed. 

Audience Segments

The government - As the government passes funding for the National Parks, they're also burdened by trillions of
dollars of debt. The governement needs a solution to better fund the parks that have been neglected for too long. 
Outdoor lovers/environmentalists - Outdoor lovers and environmentalists want a solution so that they can
enjoy the parks for years to come. They're passionate supporters who want to see the parks thrive. 
Organizations supporting parks - Social responsibility is major trend with corporations and what's a
better responsibility than the parks that America calls home? Corporations need the environment to thrive.
The environment and the parks themselves (including staff, animals and flora/fauna) - The parks need
funding and awareness more than ever to make sure that the damaged ecosystem within can recover. Park staff
have been underpaid and cut in recent years causing a lot of stress on park safety and conservation. 

Channels

Traditional Ad, social media, influencers, an interactive webpage and in-park communications - In
order to spread the message, all of these channels will be employed to ensure that that message is heard. 



EDUCATIONAL

PROGRAM BMC





Key Partners

Individual taxpayers of the U.S. - Taxpayers deserve to know how the National Parks uses
funding as well as how funding the parks works.
Schools and libraries - Schools and libraries are always looking to spread knowledge to other
people, which makes them the perfect partner for the educational program.  
Park enthusiasts - Park enthusiasts are the influencers for the National Parks system and they
have a deep relationship with the parks themselves. They have stories to tell and it's important
that they're told. 
Environmentalists and nonprofits supporting conservation - Environmentalists and
nonprofits supporting conservation are dedicated to assisting with education and funding. They
have a lot of resources that will be needed for the program to make it a rounded experience.
U.S. government and military - The U.S. government, politicians and the military have
historical relevance with the National Parks. Everything needs to be in compliance with
government regulations. The military can also be used as a partner since the military has used
the parks as terrain training facilities in the past. 
Corporations aligned with the goals of the NPS - American companies like REI and
Patagonia have shown corporate interest in conservation and their partnership is key to funding
as well as providing additional platforms to raise awareness. 



Key Activities
Money - Securing funding in order to properly secure the program is a large part of one of the key activities -
Money can be secured through donations, volunteering or grants.
Long-term ad strategy - As part of the continuation of the campaign, awareness about the education program 
Organizations and people willing to host the program - Organizations like libraries and schools will be
needed to host the program and teach it to people. 

Key Resources
Conservation information, education and research - The program will need to be as informative as
possible for many ages and learning groups. People will also be needed to organize the program and teach it if
needed. Research will be done to make the program better understood with relevant information.

Cost Structure
Cost of program and resources - As stated above, the many parts and pieces of the program require
manpower, expertise and money. Costs will be funded through corporate sponsorship, donations and
volunteerism and education grants.  



Audience Relationships
Education - Teaching the public the role they play in keeping the parks at their best for years to come is
empowering. By showing them they have a stake in the parks, it will compel them to take action by whatever
means necessary. Showing them data, ways to help the parks and how their politicians are voting for the parks
budgets will build trust and create a deeper relationship that will inspire ownership of their parks. 

Audience Segments
The government - As the government passes funding for the National Parks, they're also burdened by trillions of
dollars of debt. The government needs a solution to better fund the parks and inspire people to do whatever they
can to take responsibility for the National Parks. 
Outdoor lovers/environmentalists - Outdoor lovers and environmentalists want a solution so that they can
enjoy the parks for years to come. They're passionate supporters who want to see the parks thrive. 
Organizations supporting parks - Social responsibility is major trend with corporations and what's a
better responsibility than the parks that America calls home? Corporations need the environment to thrive.
The environment and the parks themselves (including staff, animals and flora/fauna) - The parks need
educations and awareness more than ever to make sure that the damaged ecosystem within can recover. Park
staff have been underpaid and cut in recent years causing a lot of stress on park education.

Channels
Traditional Ad, social media, influencers, and organizations - In order to spread the message, all of these
channels will be employed to ensure that that message is heard. Schools, libraries and other organizations will
provide additional channels for the education program to exist. 



FUNDING FOR 

BOTH BMC MODELS



Presented to
Congress in the
Dept. of Interior

Budget

Government
approves, cuts,

or revises 
funding

Individual 
Taxes

Funding Structures

Individual,
corporate and

nonprofit 
funding

&

Since the National Parks is government funded, the budget needs to be approved by several levels. The budget is
rolled into the budget of the Department of Interior which has been humorously labeled "the department of
everything else" because of the broad range of responsibilities it has. This broad range causes funding for National
Parks to be undermined.  
 
Similar to other non-profits, the parks rely on Individual, corporate and nonprofit funding to fill in the gaps that lack of
government funding has left. 

Information gathered from nps.gov and Smartasset
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The "Why"
When I started brainstorming an innovation, I wanted to provide a communications
innovation for something not only meaningful to myself, but also the world around
me. The thought to create a communications innovation for the National Parks
came to me as I was visiting my family at Lake Michigan. 
 
As I looked across the shimmery water, I realized the lake looked different from
years past. My father explained the the great lakes have had extreme cuts to their
budgets. The beach I'd come to love now suffered from erosion and the
picturesque sunset was now hazy with the shadows of steel mills.
 
On a larger scale, our climate is changing. The National Parks were created to
protect our lands as well the environment that allows us to thrive and live. The
National Parks need a way to advocate for all these things in an appealing and
interesting way, so that individuals and the government will understand the
important role that the National Parks play.



Brainstorm
When I started, I wanted to explore
what the National Parks were and the
problems they faced. In order to do
this, I mapped out everything
associated with the National Parks and
found a lot of similar issues that
stemmed from each other. 
 
Then I completed a journey map which
gave me insights into how effective
communication was with people who
visited the parks. I found that in terms
of donating and transparency, there
was a lot of room for confusion. 



Funding
After learning from my brainstorming
that funding was a root issue, I decided
to brainstorm one step further with the
focus solely on funding and advocacy.
As you can see, a lot of parts and
pieces are involved in funding the parks
and a challenge presented itself - how
do we get all these pieces to effectively
communicate together for a common
good. 
 
To further investigate I mapped out the
step I had to take to find National Park
donation information. The NPS website
was difficult to navigate and wasn't
exactly clear about how to donate and
donation allocation. 



SCAMPER
As I began to understand the
complexities of NPS funding, I used the
SCAMPER method to create possible
solutions that would lead to an effective
innovation. My first SCAMPER had the
visitors in mind first, which I realized
wasn't going to solve the issues that I
had originally set out to solve. My
second SCAMPER was completely
dedicated to improving funding and
advocacy for the parks. 



Value Propositions
The value propositions were valuable ways in which I made sure the
relationship between the NPS innovation and the stakeholders was
beneficial for both parties.  In order to ensure the relationship was beneficial
for each, I filled out a value proposition canvas for each of the stakeholders
listed in the BMCs I created. 



National Parks 
U.S. Citizens/National Parks Users & 

A place to

explore, relax

and unwind

Taking responsibilty

for lands through

conservation and

donations

A better park

experience

Parks that are doing

the job they were set

out to do

They want to be able

to come to the parks

as they please even

when the parks are

damaged

Take care of your

land through

conservation and

donations

Public land

A place to explore

and unwind Come to the

parks

Providing a place where

humans and animals alike

can thrive
Awareness and education

to what the parks do

A better understanding of

funding allocations

All the facts and

information

presented in a

clear way

National Parks Enthusiasts

Education program geared

for continued learning

Education program geared

for continued learning



National Parks  Ad Agencies

A place to

explore, relax

and unwind

Being able to

showcase their

agnecies work on a

broad scale

Dealing with a limited

NPS budget

Public land

Create or provide

resources for an

ad campaign for

the national parks

A campaign for

strengthening the NPS

A worthy cause for

advertisers

Awareness and interest



National Parks  Environmentalists and Conservation nonprofits

A place to

explore, relax

and unwind

A chance to provide

resources for the

causes they care

about

Whether they want to give

valuable information to

the NPS

Help promote

NPS efforts

Public land

Provide resources

and education

Providing a place where

humans and animals alike

can thrive

Park fees 

PR and Ad campaigns to

raise awareness of

environmental issues

An educational

program to teach

others their

responsibilty in

conservation and

perserving the

environment 

Awareness to their

efforts



National Parks  The government and military

A place to

explore, relax

and unwind

Takes the burden off

the governemnt for

funding

Some politicians

might not like their

connstituents being

aware of their voting

habits

Be more

transparent

Public land

Awareness to the

military and its

history with the

National Parks

Support the parks

in whatever ways

they can

A long standing staple of

the governments

preservation efforts 

Individual donors taking a

burden off the

governement

Education for the american

people

Poloticians

championing NPS

efforts get more

awareness

The history of the military

and the NPS



National Parks 
Corporations aligned with environemenatl

affairs and the outdoors

A place to

explore, relax

and unwind

Social responsibilty

and a purpose for

their brand

Resources and money

Public land

A string mission for

the company

Help fund the

parks and bring

awareness to

them 

Social responsibility for

large corporations

Brand alignment 

Awareness and interest as

well reminding people to

go outside

Can promote outdoor

brands



At first, my business model was really simple and contained some brief ideas on what I thought the innovation would look like. As I completed
several business models and continuously added, subtracted and modified, the idea became more and more clear. The business model
helped me shape what the innovation would look like in terms of what was needed, who was needed and the complex relationships that
need to be nutured and fostered in order to make the innovation successful. 

Business Model Canvas



THE POSSIBILTIES



FINAL IDEA

The final idea is launching a multi-media campaign that will link back to a new,
interactive webpage. The webpage with feature visual and interactive data about
National Park funding. The webpage will also feature ways that individuals can
donate, volunteer or help the parks in other ways. Lastly, the webpage will have
an opt-in that allows the parks to GPS location to send park updates and alerts
right to your mobile device. 
 
After the launch of the initial funding campaign, the education program will
launch. The education program will be similar to the Smokey the Bear campaign.
The National Park education campaign will feature endangered animal mascots
by park region and each one will teach the audience about climate change, park
history and how everyone has a role in keeping our National Parks at their best
for all generations. The program will be spread through the media, schools and
libraries. 
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