
11/16/09 10:52 AMMediaPost Publications Brands Sponsor State Park Guides, Eco-Programs 06/10/2009

Page 1 of 2http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=107605

 
ADVANCED SEARCH

Home > Marketing Daily > Wednesday, Jun 10, 2009

SHARE

  

TOOLS

 PRINT

 COMMENT

 SUBSCRIBE

 RSS

RELATED ARTICLES

1. Who's Buying Organic Food?

2. Hyundai To Air Five Spots On
Super Bowl

3. Sell Experiences, Not Products

4. Q&A: Toyota's Bob Zeinstra Looks
At Job Ahead

5. Younger Moms Blog About Jeep,
Green Things

TAGS:  Green Eco-Friendly,
Strategy, Sponsorship

MOST READ

1. Google and Yahoo Claim FDA
Warning Resulted In Fuzzier Pharma
Ads

2. Q+A: Razorfish's Shiv Singh On
'Social Media For Dummies'

3. Brightcove Unveils Latest
Platform, Integrates Mobile and
Social Functionality

4. Could Warner Music Group Find
The Money In Video?

5. News Corp. Enlists McKinsey For
Growth

6. Warner, FreeWheel Ink Deal To
Place, Track Ads At Music Sites,
Platforms

7. Biggest Supply Chain Savings Go
Unaddressed

8. Hyundai To Air Five Spots On
Super Bowl

9. Diageo OK With NFL 'Morgan' Move

10. Verizon Ads: 'There's A Lawsuit
For That'

Sign In | Register Now  Publications  Events  Awards  Classifieds  Research  Communities 

HOME • MANAGE SUBSCRIPTIONS • MEDIA KIT

Brands Sponsor State Park Guides, Eco-Programs
by Tanya Irwin, Tuesday, June 9, 2009, 3:11 PM

Article !  Comments !

Just in time for summer, Odwalla, GEICO, Nestlé Beverage, General
Mills, Dasani, Coca-Cola, Subaru, and Sports Authority have all signed
on as sponsors of the 2009 20% For Parks program.

More than six million State Park Welcome Kits were shipped on June
1, making it one of the largest outdoor recreational publications.
Sponsors pay for the production and shipping of the kits, and parks
receive a 20% cut of net proceeds, plus the guides. The kit is printed
annually and handed to visitors by park rangers at the gate. Ninety-
eight percent of visitors keep the guide and use it to plan future
trips. The kits are produced at no cost to the states, taxpayers, or
park visitors.

This year's guide is expected to be even more popular, since more
consumers are opting for "staycations" this summer, which is likely to
result in a bump in park visitations. Recent research points to other
important business trends: corporate cause sponsorship budgets are
holding strong, and the support of socially responsible programs has a
proven impact on a company's bottom line: Revenue growth, profit
and cost savings, according to Government Solutions Group (GSG),
the agency behind the program.

In addition to the visitor guides, the 20% For Parks brand develops
corporate environmental sponsorship opportunities ranging from
reforestation and solar projects to carbon sequestration or education
programs. Overall, 20% For Parks raised more than $4 million in the
last five years.

The Web site created for the sponsorship at
http://www.parkvisitor.com/20forparks/ promises consumers that
"every time you see the 20% For Parks logo, you can be certain that
the participating company has a deep commitment to public lands."
Sponsors and their individual environmental programs are detailed at
http://www.parkvisitor.com/20forparks/supporters.html.

"Odwalla is expanding its participation in 20% For Parks in 2009," says Chris Brandt, Odwalla vice
president of marketing. "It reinforces the environmental responsibility of our company in a really
fun, unique way that our consumers enjoy. With GSG, we developed the online Odwalla Plant-a-
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Just in time for summer, Odwalla, GEICO, Nestlé Beverage, General
Mills, Dasani, Coca-Cola, Subaru, and Sports Authority have all signed
on as sponsors of the 2009 20% For Parks program.

More than six million State Park Welcome Kits were shipped on June
1, making it one of the largest outdoor recreational publications.
Sponsors pay for the production and shipping of the kits, and parks
receive a 20% cut of net proceeds, plus the guides. The kit is printed
annually and handed to visitors by park rangers at the gate. Nine-
tyeight percent of visitors keep the guide and use it to plan future
trips. The kits are produced at no cost to the states, taxpayers, or
park visitors. 

This year’s guide is expected to be even more popular, since more 
consumers are opting for “staycations” this summer, which is likely to 
result in a bump in park visitations. Recent research points to other 
important business trends: corporate cause sponsorship budgets are 
holding strong, and the support of socially responsible programs has a 
proven impact on a company’s bottom line: Revenue growth, profit and 
cost savings, according to Government Solutions Group (GSG), the 
agency behind the program.

In addition to the visitor guides, the 20% For Parks brand develops
corporate environmental sponsorship opportunities ranging from
reforestation and solar projects to carbon sequestration or education
programs. Overall, 20% For Parks raised more than $4 million in the
last five years.




