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Marketing
How to Spot Opportunities, Best Practices, Examples, Case Study, Procedure



How to Spot Marketing Opportunities
for Your Sites
• NPS contact(s) for marketing and social media

• Local businesses or attractions we can partner with for promotions? 

• Tourism groups (Convention and Visitor’s Bureaus, County Tourism offices, 
associations, Friends Groups) to leverage for promotional opportunities?  
• Good way to submit/publicize event listings (i.e. book signings)
• Retailer listing for a local “rewards card” or discount coupon offering

• Local media outlets?  
• Leverage Calendar of Events for free event listings

• Intra-park / multi-site promotional opportunities
• Good way to “do it on your own” in regions with multiple EN stores in relevant 

proximity to one another 



Marketing Best Practices

• Stay abreast of your site’s current events and happenings, so that we 
can support their existing efforts and leverage for our own promotion

• Designate point of contact among site staff for local opportunities

• What will success look like?
• How will you measure your marketing efforts?

• Metrics mean everything to gauging success; make sure these are established 
at the onset on any marketing initiative.  

• Metrics also help determine ROI for future marketing opportunities



Marketing Examples 
from Eastern National Stores 



Salem Witch Museum 
Admission Discount

A prominent tourist attraction, the Salem 
Witch Museum, works with local 
businesses to offer discounts by showing 
your museum admission ticket. 



Example of a local county discount program, 
offered by York County in VA for local businesses / 
attractions to promote various discounts as an 
incentive to drive visitation.

York County, VA 
Rewards Card



Ben Franklin Museum Store Discount Coupon

INDE stores Old City Hall and Ben Franklin Museum Store offer this discount coupon to drive intra-
park visitation between the two stores.  The coupon is offered at Old City Hall, the prime visitor 
location, to encourage visitation at the lesser-know store, incorporating the Ben Franklin theme into 
the messaging in a clever, cheeky, way. 



Ben Franklin Museum Store 
Passport Cancellation Card

The Ben Franklin Museum 
Store created this Passport 
cancellation card, offering a 
place to stamp the 
cancellation if the visitor 
forgot their Passport on the 
front (left), with a map 
guiding / encouraging them 
to visit the other sites and 
stores within the park on the 
back (right).



Marketing Case Study: Appomattox 152nd Anniversary

Experience Appomattox, a group of 
local businesses that banded 
together to create special tourism 
package for the 152nd anniversary of 
the surrender, presented an 
opportunity for Eastern National to:

• Offer a discount coupon

• Place logo on website, linking back 
to easternnational.org 

• Include store in media materials

• Share social media posts 
mentioning store

https://www.experienceappomattox.com/


Marketing Procedure

• Alert HQ Emily Geesaman (David Eberle) for requests to use EN 
copyrighted or trademarked materials
• HQ to approve any product using our logo or promotion using our materials –

this is important to enforce with new and existing partners!

• Please use Marketing & Graphic Support Request Form 
• Form is available on enparks.org

• Submit to Emily/David to initiate conversation

• HQ can facilitate file conversion requests for apparel, etc.



Advertising 
How to Spot Opportunities, Examples, Procedure



How to Spot Advertising Opportunities
for Your Sites
• What are the main media outlets targeting tourists/visitors (or main 

demographic of park)?
• Where do other local attractions/events advertise?
• What’s the “reach” or how many people will potentially see your 

advertisement (some outlets provide this by number of impressions, 
subscribers, etc.)?

• Where are the outlets distributed?  Ideally within local/regional 
destinations/attractions (hotels, conference centers, etc.)

• Are there discounts offered to nonprofits?
• Are there bundled packages offering a mix of advertising and editorial 

opportunities?
• Do the outlets have an online and/or social media presence that can be 

leveraged for further promotion?



Advertising Best Practices

• Look for discounted rates for placing more than one advertisement

• If your advertisement will run in more than one issue, time the issues 
around your peak sales season

• Many outlets work up to six months (or more) in advance, so plan 
accordingly!

• Most information can be found in outlets’ media kits

• When measuring ROI for any advertising purchases, make sure you 
can differentiate what, if any, other promotions may be taking place 
at the same time to tell if the ad alone drove visitation/sales



Advertising Example: Destination Salem

Advertising Purchase provided:

• ¼ page advertisement and map 
listing in print booklet 
distributed at hotels, VCs, etc.

• Online listing, link to website

• Social media mentions

• Calendar of Events submissions

• Blog posts



Advertising Example: Blue Ridge Parkway 
Association Directory & Travel Planner



Advertising Procedure

• Any advertising placements can be facilitated and purchased from HQ

• If you believe, or are unsure of whether or not, an advertising inquiry 
is worth considering, please submit the opportunity to Emily 
Geesaman at HQ (via the Marketing & Graphic Support Request 
Form)
• You can always attach the media kit, initial email from the outlet’s ad sales 

rep, or other relevant background information

http://enparks.org/pub/Marketing_Graphic_Support_Request_Form_EDITABLE.pdf


Public Relations
How to Spot PR Opportunities, Best Practices, Case Study, Procedure



How to Spot Public Relations Opportunities
for Your Sites
• How are Eastern National funds (grants/donations) being spent to 

enhance park programming and experiences for visitors?
• Is the park doing anything to promote a certain program/event that Eastern 

National has supported?

• Have there been recent media articles mentioning certain programs or events 
that Eastern National has supported?

• Is there a compelling human interest story worth sharing? 



Public Relations Best Practices
• Screen grants and donations for Park Stories – opportunities to talk about how EN is 

fulfilling our mission and being productive park partners – that we can leverage / 
repurpose via social media, ENformer, Annual Report, etc.

• Notify HQ of any local media coverage of any EN-funded programs – the sooner the 
better!

• At the field level, PR opportunities will mainly be driven by the park: we are a supporting 
partner of the parks; not the main event.

• Check with your NPS contact to see if they are preparing any materials or press releases; 
if so, let them drive the effort and ask how we can collaborate in a way that will yield our 
inclusion in the final product (i.e. providing key messaging, media kit materials).

• Maintain open lines of communication with Superintendents and CIOs – don’t be afraid 
to ask questions, especially if Eastern was involved with funding, developing, or 
supporting a program. 

• Be proactive about taking photographs and getting release forms signed if you know a 
program taking place was supported by EN.

• When in doubt, send opportunities along to HQ; we can help vet if the story is worth 
sharing, and how.

http://enparks.org/pub/EN_PHOTO_VIDEO_RELEASE_FORM.pdf


PR Case Study: Obed
Wild and Scenic River

National Parks Traveler, a key 
industry publication, included 
Eastern National as part of a feature 
story, which was facilitated by NPS, 
on a grant-funded program at Obed
Wild and Scenic River.  

http://www.nationalparkstraveler.com/2016/12/grant-allows-obed-wild-and-scenic-river-expand-night-sky-programs


Public Relations Procedure
• Please share any media inquiries you receive, including invites to serve as 

a guest speaker or guest blogger, before responding with Emily 
Geesaman at HQ to vet if it is a “friendly” opportunity
• Any requests for data (sales info, etc.) or higher level questions/issues (selling 

confederate flag merchandise, ethics, why we do/don’t sell someone’s product) 
should be answered by HQ

• HQ can provide guidance with key talking points, visual aids (photos, logos, etc.) and 
additional background information (fact sheets, media kit materials, etc.)

• Field may have direct contact with reporter for local/regional media inquiries, 
depending on opportunity, with support/guidance as needed from HQ

• National/larger media inquiries will be facilitated by HQ

• Share Park Stories with Karen Wernick at HQ
• Providing educational or interpretive programming that improves visitors’ experience
• NPS should be sharing summary of program, describing how funds were used
• Goal of program and results (number of people who directly benefitted)
• Quality photos and signed photo release forms



Social Media
How to Spot Opportunities, Best Practices, Example, Procedure



How to Spot Social Media Opportunities
for Your Sites
• See How To Spot PR Opportunities (same list applies here!)



Social Media Best Practices

• Social media platforms are intended to share short stories
• In order for us to share these stories across our company platforms, there 

has to be a relevant connection – before forwarding a press release from 
NPS, please include the following details:
• How is Eastern National affiliated?  Have we funded and/or are participating in the 

program/event?
• Is there a call-to-action; what do we want the reader to do as a result (i.e. attend, 

donate, shop)?  
• If promoting a product, what is the price point?

• Visuals help capture the story in a more concise manner – think photo 
captions

• If you’re sharing a photo, please ID the individuals included (name and 
title)



Social Media Example

A recent post on our Eastern National 
Facebook page shared a photo with NPS 
at the launch of a new product offered at 
Effigy Mounds National Monument.  This 
post exemplifies:
- Strong connection with NPS
- Visual component
- Call-to-action



Social Media Procedure

• Please submit potential stories to share with Karen Wernick at HQ

• Please connect NPS social media contacts within your region with   
HQ – we’d love to collaborate!



Photos
Best Practices, Examples, Procedure



Best Practices for Capturing Compelling Photos

• A picture is worth 1,000 words, so let it do the talking!

• The more, the merrier; when possible, take a group shot!

• Say cheese; smiling, happy people always make for the best photos

• Don’t worry about zooming in; we can crop photos to achieve the desired 
“close up” effect, but not the other way around

• Candid photos, or “action shots,” can be just as impactful as “staged” 
photos

• Avoid metal poles, empty shelves, hanging wires, and other distracting and 
unseemly backgrounds

• Avoid direct sunlight in the background, which will darken the individuals 
being photographed



Photo Examples



Photos Procedure

• A signed photo release form is required for any photograph of non-
NPS or non-EN personnel to ensure we have written consent to use 
that image for promotional purposes

• If you do not have the EN photo release form, or if you have 
questions regarding using the form, please contact Karen Wernick

• Please email a scanned copy of the signed release form to Karen 
along with the images

http://enparks.org/pub/EN_PHOTO_VIDEO_RELEASE_FORM.pdf
http://enparks.org/pub/EN_PHOTO_VIDEO_RELEASE_FORM.pdf


Marketing Team HQ Contacts
Contact Contact For:

Emily Geesaman
Marketing Manager
emilygeesaman@easternnational.org
267-464-7150

• Media Relations Opportunities & Questions

David Eberle 
Marketing Specialist 
davideberle@easternnational.org
267-464-7183

• Marketing Opportunities & Questions
• Public Relations Opportunities & Questions
• Advertising Opportunities & Questions

Karen Wernick
Communications Specialist
karenwernick@easternnational.org
267-464-7151

• Social Media Opportunities & Questions
• Photo Opportunities & Questions

mailto:emilygeesaman@easternnational.org
mailto:davideberle@easternnational.org
mailto:karenwernick@easternnational.org

