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Quote valid until 03/01/15
Challenge

Graham Creek Nature Preserve seeks to boost their online presence as one of the premier outdoor facilities in
South Alabama. Marketing efforts are focused on the attracting visitors to enjoy the natural surroundings,
educational opportunities, and entertainment. The park envisions future marketing efforts to encompass the
properties new event center and Wolf Creek Park. Graham Creek Nature Preserve competes with several local
city and state owned nature facilities to gain market share of the recreational consumer. The park is searching
for methods fo firmly establish itself as a series of unique outdoor parks attracting both local citizens and visitors
of varying ages and interests.

Method

Graham Creek Nature Preserve will receive comprehensive digital marketing services by engaging consumers in
relevant social media channels and employing email marketing tactics to ensure their message reaches target
demographics. By utilizing "outside of the box" digital marketing strategies, this campaign will yield an increased
consumer awareness and brand growth for Graham Creek Nature Preserve, Wolf Creek Park & the City of Foley’s
Environmental Programs.

Digital Marketing Proposal

Social Media Management overview
a. 24/7, 365 monitoring and management of all social media sites

Creation of annual social media marketing plan

Posting of relevant content to fit within social media plan

Timely response to fans comments, feedback, messages

Select up to 4 events annually for a Pink Fish Social Media Manager to stage “live updates”
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Provide weekly consumer comments/responses and monthly social stats to management
Monitor social media trends making recommendations to add relevant channels as needed
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Note: Graham Creek Nature Preserve employees are encouraged to co-post “live”
shots/experiences or submit to Pink Fish Marketing staff forimmediate posting.

& Facebook
I. Objectives
a. Dedicated Social Manager to oversee conversation 24/7
b. Tell your story visually
c. Share a mix of local news & events info, construction updates, new staff, relevant links,
engaging content, personal achievement stories, promotional campaigns, etc.
d. Tell success stories: congratulate event winners, promote special awards, etc.
e. Drive traffic to website

Il.  Approach

a. Research relevant media & create posts including Logo branded “image quotes”

b. Respond fo messages, comments, reviews & feedback within 24 hours (Note: During event
times dedicated Social Manager will acknowledge and respond to posts within 1.5 hrs.)
Create “events tabs” for Public Sporting Events and invite guests through your FB page
Develop monthly contests to keep your fan base engaged
Interact & network with relevant social profiles
Create custom profile covers & thumbnail images
Craft basic content in the “About Us” section and provide contact info
Create sign up link for email campaigns
Monitor & remove spam messages
Provide monthly performance report
Integrate Facebook button into website
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ll. Measurements of Success
a. Likes, Reach, and Engagement
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Twitter

I.  Objectives

o}
b.
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d.
e.

f.

Attract 20 to 30 year old user demographic providing quick, fast paced data
Dedicated Social Manager to oversee conversation 24/7

Share a mix of local news & sporting events, relevant links, engaging content, featured
business partners, personal achievement stories, promo campaigns for new events, efc.
Include a mix of content, photos and videos

Vary posts between personal content and promotional content

Drive fraffic to website

II.  Approach
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k.

Identify relevant Twitter accounts to follow

Use all five types of Tweets to engage with your audience (Tweet, @Reply, Mention, DM, RT)
Create and utilize relevant #hashtags

Develop monthly contests to keep your fan base engaged

Interact & network with relevant social profiles

Create custom profile covers & thumbnail images

Craft basic content in the “About Us” section and provide contact info

Create “Lists” within Twitter (Ex: Media, Event Hosts, Participants, etc.) to send up to minute
info at a moment’s notice to a specific group

Monitor brand mentions and social conversation

Provide monthly performance report

Integrate Twitter into website

. Measurements of Success

a.

Followers, Following, and Engagement

Email Marketing Campaign - Partners & Guests

>

a. Secure 3 party system to retain client and prospect emails for future marketing

b. Create a monthly Graham Creek Nature Preserve e-Newsletter

Focus on upcoming events, accomplishments, area fun facts, news and information
E-Newsletter Goal: stay in front of business partners and visits, establish importance of the
preserve to the community, showcase the event centers capabilities to prospects

c. Promotional e-Blast, on an as needed basis

Focus on special announcements, pushing registrations, or boost slow periods, etfc.
E-Blast Goal: general information and driving sales

d. Ongoing management of email database

e. Provide monthly performance report to management
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Future Social Media Sites to Incorporate in 2016 Fiscal Year

(Refer to separate bid provided for investment in full social services contract)

% YouTube
I. Objectives
a. Attract wide demographic of users through visual engagement
b. Dedicated Social Manager to oversee conversation 24/7
c. Drive traffic to website
d. Ideal for sharing visual content so users can connect easily with brand

Instagram
I. Objectives
Attract teen to 16 to 29 user demographic
Dedicated Social Manager to oversee conversation 24/7
Post attractive area photos and funny highlights that engage users
Drive fraffic to website
Use creative campaigns to show off Graham Creek Nature Preserves beauty & personality
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¥4 Pinterest
I.  Objectives
a. Appeal to female user demographic
b. Dedicated Social Manager to oversee conversation 24/7
c. Visually share what it's like to play, live, and work in your community
d. Vary posts between relevant photos and promotional content

¥ Google+
I.  Objectives
a. Attract this tech savvy, business oriented demographic
b. Dedicated Social Manager to oversee conversation 24/7
c. Increase visibility through search engine optimization (SEQO)
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Commitment & Investment

Pink Fish Marketing will serve as your backstage resource, creating and executing your digital marketing
initiatives as an exclusive representative of Graham Creek Nature Preserve. We work closely with you and your
selected staff fo opftimize the results of the digital marketing strategy. Throughout the process you will receive
timely audits of the digital campaigns progress.

Timing
Pink Fish Marketing recommends a twelve month commitment period for full development, launch and
ongoing support of the entire digital marketing initiative.

This proposal will be enacted on the first day upon your signed acceptance of this contract.

Fees, Terms & Conditions
¢ Contract length: March 1, 2015 to September 30, 2015

o Digital Marketing Contract (includes Light Social & Email Marketing)
o 12 Month Investment: $320 per mo. ($3840/yr.)*
o Investment can be paid monthly, quarterly, or annually
o “*Introductory pricing provided for the first year client

Contract terms and billing: The monthly contractual fee is exclusive of production costs but is inclusive
of all other expenses, so long as all work required is within the scope of the above listed objectives.
Contract fees will be billed on the Tst of the month and are due by the 15,

Expenses outside of the contractual fee will be billed as accrued and are due upon receipt of our
invoice. Reasonable travel expenses for mileage will be billed for travel to locations outside of a 30 mile
radius of the Pink Fish Marketing office (Foley, AL). Should overnight accommodations be required,
additional reasonable fravel expenses include full coach airfare, taxi, car rental, hotel, meals and fips.

Pink Fish Marketing does not bill for fax, courier, administrative work, telephone, duplication or related
office expenses.

Conditions: The quality of our work is guaranteed. In the event that you feel that we are not meeting
the standards described herein or based on our mutual conversations and agreements, this agreement
may be cancelled given a 60-day written notice.

Extension, modification or cancellation of annual contract should be made no later than August 31,
2015 by Graham Creek Nature Preserve to guarantee no interruption of ongoing marketing efforts.

Acceptance
Your signature below indicates acceptance of this proposal and the terms and conditions herein.

For Pink Fish Marketing For Graham Creek Nature Preserve

Signature: Signature:

Printed Name: Kristin Roberson, President/CEQ Printed Name/Title:

Date: 11/20/2014 Date:
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