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EXECUTIVE SUMMARY

The fatal unintentional drowning rate for African American kids is
5.5 times higher than those of white kids. Austin Parks & Recreation
offers safe and affordable swim classes while offering the
community a safe place to connect. This campaign will bring
awareness to the pivotal part lifeguards play in maintaining every
person’s safety at a public pool. 
 
Through Dives for Lives, Austin Parks & Recreation will be able to
grow their audience and increase their impact in the community.
The goal of this campaign is to increase attendance to aquatic
facilities among Gen Z (Ages 15-22) and Millennials (Ages 23-35) in
the East side of Austin in order to staff facilities and bring together
the community in the East side neighborhoods.
 
Our target audience are families, with a primary focus on parents
with kids younger than 18 as well as teachers in the East Austin area
who are looking for a summer income. 
 
The objectives of the campaign are to increase engagement on all
social media platforms by increasing Austin Parks & Recreation's
presence. Dives for Lives will promote the values of community
through outreach and hosting and promoting events. 
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The Austin Parks & Recreation
department was developed in 1928. Their
mission is to “inspire Austin to learn, play,
protect and connect by creating diverse
programs and experiences in sustainable
natural spaces and public places.” This is
accomplished by maintaining the parks
and offering nature and aquatic activities. 
 
They offer a variety of sports, recreation,
and educational programs as well. In the
Aquatic Division, there are 45 public
aquatic facilities that host open water
events, swim team competitions, and
instructional programs. 
 
There are 45 aquatic facilities in total and
currently 40 of them are understaffed,
specifically in the East side of Austin.
Austin Parks & Recreation have a strong
outreach in other parts of Austin,
therefore the focus is targeted at East
Austin. 

of households 
in the 78723 area

are black and 
latino.

When pools are not fully staffed, that
leads to parts of the pools closing,
the pools being closed early, or the
pools being completely closed. In
order to build community, we will

have to get parents involved in their
child’s swim instruction. The

department is in need of a strong
campaign that will help them reach
their goals and continue their efforts

towards growth.

INTRODUCTION

About  52.3%
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RESEARCH INSIGHTS

In order to gain a better understanding of the demographics that make up
the East side of Austin, we looked at a variety of things. We analyzed the
income, population as well as language. Although gentrification has
impacted East Austin, it still remains a historically  black and hispanic area. 
 
We looked at languages spoken in the area and noticed that a considerable
amount of people spoke Spanish. We concluded that in order to reach a
wider audience, we would have to make our information available to the
Spanish speaking community of East Austin. 
 
The income in the East Austin area was scattered by according to our
research, we can conclude that most household make less than $75,000. The
largest age range presented in our research is from 25-34 years-old, with 18-
24 coming in second.
 
Through our research, we also found that parents become less involved in
their children's learn-to-swim programs once they believed they've
accumulated enough skill. This mentality leads to a higher drowning risk and
lower retention rates in these programs. 
 
We conducted secondary research to gain a better understanding of the East
Austin community and what we can incorporate into our campaign plan. 
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TARGET PUBLICS
In the initial client meeting, the client expressed that families were
interested in more "competitive" swimming programs and that
gentrification had greatly shaped the East Austin community. Dives
for Lives aims to target families, with a primary focus on parents
looking for affordable activities for their children to participate in..
The ultimate goal will be to begin a feeder program for lifeguards.
We will also target teenagers and young adults in need of a job,
particularly teachers in the East Austin area. 

First language is Spanish
Married, stay-at-home mom
Values her family above all else and is
involved in her kids academics and extra-
curricular. 
Low-income household

Melissa

 

Young teacher who just moved to the area
In need of extra income during the summer.
Values positivity, reliability, and the kids she
gets to work with.
Enjoys an active lifestyle in her personal life.

Rachel

PERSONAS
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1. Community
Dives for Lives aims to promote aquatic facilities in the
city under Austin Parks & Recreation as a center for the
community to connect.
 
2. Awareness
The campaign would bring awareness to the pivotal
part lifeguards play in maintaining every person’s
safety at a public pool. 
 
3. Empower
Dives for Lives will empower future leaders and help
establish a feeder program for
future lifeguards.

KEY MESSAGES
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To increase attendance at aquatic facilities among
Generation Z (Ages 15-22) and Millennials (Ages 23-35) in

the East side of Austin in order to staff facilities and
increase community engagement in the East side

neighborhoods.

CAMPAIGN GOAL
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OBJECTIVES, STRATEGIES, &
TACTICS

Objective 1
To increase engagement on Austin Parks and
Recreation’s Facebook, Twitter, and Instagram by 25
percent among Millennials (Ages 23-35) and Generation
Z (15-22) in the East side of Austin and surrounding
areas for the next 6 months.

Increase social media presence by delegating tasks and
utilizing social media tools more effectively.

Strategy 1

Tactic 1 - Establish an internship or volunteer program to assist
on social media platforms, such as creating content and
monitoring posts and engagement. 
Tactic 2 -  Increase frequency of social media posts to
weekly and create a content calendar to ensure posts are
scheduled on time.
Tactic 3 - Utilize social media tools such as a hashtag
(#DivesForLives, #AustinCityPools, #TakethePlunge) to include
in post captions and the geolocation tag in order to build a
community on social media. 
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OBJECTIVES, STRATEGIES, &
TACTICS CONT.

Post social media content that inspires our target audience
to engage with the Dives For Lives campaign to connect to
their community through our client. 

Strategy 2

Tactic 1 - Create a website (www.divesforlives.com) that will serve
as a hub for  information regarding our campaign.
Tactic 2 - Develop video content, including an introduction video
and testimonials from lifeguards.
Tactic 3 - Write blog posts  to discuss campaign aspects and
highlight the importance of lifeguards and promote through all
social platforms.
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OBJECTIVE 1
STRATEGY 1

TACTIC 3

OBJECTIVE 1
STRATEGY 2

TACTIC 1
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OBJECTIVES, STRATEGIES, &
TACTICS CONT. 

Objective 2
To create and increase awareness of the Dives for Lives
campaign as well as Austin Parks & Recreation's story of
community and values.

Host events and promotion that garner traditional and
social media attention through community engagement
and education.

Strategy 1

Tactic 1 - Conduct a free and professionally-taught swim class at
Bartholomew pool. 
Tactic 2 - Host a movie night at the pool for the community. The
movie will be voted by the community online through social
media.
Tactic 3 - Partner with First Responders to host community
outreach events at schools in the East Austin area. 
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OBJECTIVES, STRATEGIES, &
TACTICS

Create and distribute materials with key messages to
increase brand recognition in the community as well as
awareness of the importance of pool safety. 

Strategy 2

Tactic 1 - Make Dives For Lives shirts for team members to wear
at all events and for giveaways. 
Tactic 2 -  Design, print, and distribute Dives For Lives stickers.
Tactic 3 - Design, print and distribute information cards with our
key messages. 
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OBJECTIVES, STRATEGIES, &
TACTICS

OBJECTIVE 2
STRATEGY 1

TACTIC 3

OBJECTIVE 2
STRATEGY 2

TACTIC 2
DIVES FOR

LIVES
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CONCLUSION

Finally, it may be concluded that the objectives, strategies, and
tactics laid out in the Dives For Lives campaign present Austin Parks
& Recreation with a comprehensive and quantitative way of
measuring the increased community awareness among millennials
and Generation Z. Through this campaign, Austin Parks &
Recreation can create symbiotic relationships with its targeted
audience and position themselves as a place for the community. 
 
Austin Parks & Recreation should evaluate the campaign at the end
of the six-month timeline to determine the success of the overall
campaign. More specifically, this evaluation will allow them to see
which objectives, strategies, and tactics can be implemented again
in the future. After carrying out the Dives For Lives campaign plan,
Austin Parks & Recreation can evaluate the effectiveness of the
tactics to determine how successful the campaign was. 



Austin Parks & Recreation Aquatic Division    |      Campaign Plan 15

REFERENCES

Brown, K. (2017, May) SwimATX Tackles Lifeguard Shortage.
The Austin Chronicle. Retrieved from
https://www.austinchronicle.com/news/2017-05-19/swimatx-
tackles-lifeguard-shortage/
 
Morrongiello, B.A., Sandomierski, M., & Spence, J.R. (2014).
Changes Over Swim Lessons in Parents’ Perceptions of
Children’s Supervision Needs in Drowning Risk Situations: His
Swimming Has Improved So Now He Can Keep Himself Safe.
Health Psychology (Hillsdale, N.J.), 7, 608. Retrieved from
https://www.ncbi.nlm.nih.gov/pubmed/23977872
 
Wegmann, J. (n.d.). Is there room for children in booming
western cities? Empirical evidence from Austin, Denver, and
Portland. CITIES, 96. Retrieved from https://doi-
org.libproxy.txstate.edu/10.1016/j.cities.2019.102403
 


