








































Support San Diego County Parks with your name!
Parks Make Life Better!

County of San Diego

Parks and Recreation



A Campaign for the

Future of Our Parks!



For EveryoneForever
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DPR provides ways to link 
a donor’s name with parks 
that are the pride of San 
Diego. There are naming 
opportunities ranging from 
community gardens, and ball 
fields, to multi-use trails. 

Your support will enable  
visitors to enjoy the quality  
and excellence that is 
synonymous with the County 
of San Diego Department of 
Parks and Recreation. 

The award-winning facilities in the County of San Diego 
Department of Parks and Recreation (DPR) system are 

home to beautiful indoor and outdoor spaces that provide 
the best recreational value for our visitors. 

San Diego County Parks are challenged to continue 
providing the best recreational facilities for our visitors.  
As popular as our facilities are, we need to rely on the 
support of businesses, organizations and individuals that 
share our passion for enriching the community.



YOUR NAME HERE
Trail, Playground etc.

YOUR 
LOGO
HERE

GREEN BORDER
.5” from all edges of document
.25” Rounded Corners
COLOR: PMS 555c 
STROKE: 5-points

1ST LINE HEADLINE TYPE
FONT: Optima Bold.
SIZE: 90 point or maximum that fits
STYLE: All Capital letters
COLOR: PMS 555C 

2ND LINE DESCRIPTION
FONT: Optima Bold.
SIZE: 60 point or maximum that fits
STYLE: Upper and lower case
COLOR: PMS 555C 

FULL COLOR 
COMPANY  

LOGO
GOES HERE 

SIGN  
BACKGROUND 

COLOR IS WHITE

COUNTY SEAL (Vector)
Left edge: 1” from left edge of document

Bottom edge: 1” from bottom of document

DPR LOGO (Vector)
Right edge: 1” from left edge of document

Bottom edge: 1” from bottom of document

6

T he Parks and Recreation Department may consider the naming of a park amenity for an 
organization, business or individual that has given or offered to give an appropriate financial 

contribution to acquire, construct or enhance a park and recreation amenity. 

A significant financial contribution means a payment of a percentage of the assessed asset value of 
the park amenity, utilizing a fair market value analysis. Value includes, but is not limited to the cost 
of the acquisition, construction, or improvement of the County park amenity requested for naming.

It is preferred that naming partners 
are businesses, non-profit groups,  
or individuals that promote  
mutually beneficial relationships 
for the Parks and Recreation 
Department and support the department’s goals and mission. All potential naming opportunities 
will be reviewed in terms of creating on-going working relationships. The proposed naming 
opportunity should be consistent with a park’s master plan, character, and design intentions and 
should contribute to the facility’s function or design.

The interest from the naming rights fund will be used to support a variety of projects ranging from 
the upkeep of playgrounds and landscaping of the park, to maintenance of our parks and facilities.

Parks and Partnerships



NamingOpportunities

The naming of amenities that support the future of our parks provides an ideal opportunity 
to link a namer’s business with the quality and excellence that is synonymous with the 

County of San Diego Department of Parks and Recreation. 

A strong brand is invaluable as the battle for customers intensifies in the marketplace. It’s 
important to invest in ways that will define and build your brand to inspire credibility, target 
prospective customers with an emotional connection, and motivate the buyer to maintain 
loyalty for your product. There are many opportunities available.
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Naming a DPR amenity is a cost-effective way to reach 
customers and receive repeated exposure to large 
audiences. Here are some of the benefits:

 1. Increase your brand name visibility and awareness.

 2. Enhance your community relevance.

 3.  Reinforce brand image in the marketplace by  
using recreation, health, fitness and conservation  
as a platform.

 4.  The opportunity to support DPR’s mission and 
vision in a recognizable way.

 5.  Provide meaningful, relevant business-building 
promotional tie-in opportunities.

 6.  Increase goodwill with a contribution to the  
quality of life in San Diego.

 7.  Further evidence of your brand’s commitment 
to the community and its position as a local and 
regional leader.

 8. Create a revenue generating marketing platform.

Benefits
Naming Rights



Parks & Rec: The Next Big Naming Rights

Opportunity

By Michael Kithcart

In the world of sponsorship, especially sports sponsorship, naming rights have become one of

the most coveted opportunities for brands to expose themselves to the masses. Naming rights

have also traditionally come with multimillion price tags for the right to be front and center of

sports fans, concertgoers, extreme sports enthusiasts … all the events that take place on the

property sponsored. The potential payo� comes in increased brand loyalty, exposure to new

consumers, “free” advertising through the name and signage, and perceived goodwill of

supporting the community. Naming rights, along with other premier sponsorship levels, are
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multiyear investments that can extend for decades. However, there is a shift emerging in the

sponsorship world that is a prime opportunity for parks and recreation districts.

Why are parks and recreation the next opportunity in naming rights? According to a National

Recreation and Park Association (NRPA) survey on local government o�cials’ perceptions,

Parks and Recreation is viewed very highly, often being seen as a solution to key community

issues and used by most people in the area. In any given community, nearly 80 percent of

residents say they use their local parks system. Yes, your local parks system could be a great

naming rights opportunity, and with over 14,000 cities and towns across the country with parks

and recreation, regional and national opportunities could be created.

There are a couple of key reasons why sponsors should be looking at parks and recreation as a

solution to their marketing and sponsorship objectives:

1. For the �rst time, nearly six out of 10 sponsors report they are looking to get an early release

from at least one of their sponsorship agreements, according to IEG. Overall spending isn’t

going down, but sponsors are looking for better ways to engage with and �nd new

audiences. This is a big jump from year to year from 45 percent likely to switch sponsorship

to 58 percent of brands saying they are considering changing their sponsorship

strategy/looking for new events to sponsor. Parks and recreation are a refreshing avenue to

connect to community, build brand loyalty, and get product in the hand of targeted

consumers.

2. If you are an emerging brand, traditional naming rights can be cost prohibitive. Naming

rights for parks facilities are usually much more cost e�ective.

3. Parks and recreation o�erings are family friendly, sports focused, community oriented, and

o�er a variety of youth programs. Many communities have sports complexes, �elds and

community centers. There are so many connections that brand positioning can align with.

4. Parks and rec departments are environmental stewards and build community, so brands are

aligning with mission and vision. It’s like a cross between sports and entertainment

sponsorship, health and wellness, and cause marketing. All rolled into your local parks.

5. Millennials and Gen Z view corporate sponsorship most favorably because they’ve only

known a world of brand interaction. Parks and rec draw these groups. Across the country,

nearly 80 percent of any community enjoys its parks and rec department. Sponsorship of

parks and rec o�erings provides access to the majority of any given community, and naming

rights of sports facilities in particular gains access to neighboring communities and visitors.

https://www.nrpa.org/publications-research/research-papers/local-government-officials-perceptions-of-parks-and-recreation/


Naming rights for parks and recreation facilities isn’t a new thought. With decreasing budgets

and goals to provide communities with quality parks, facilities, trails, and events, sponsorship

and naming rights have increasingly made their way onto budget lines. Brands that have

already found naming rights with local parks and rec include Kaiser Permanente with the

sports complex in Bakers�eld and the Chicago Blackhawks with ice arenas in Chicago. Glenview

State Bank became a parks partner in Glenview, Illinois, by sponsoring the parks volunteers.

Coca-Cola went beyond pouring rights in Chicago by combining marketing and foundation

dollars to bring health and wellness programs and a facility for youth. And in Long Beach,

California, an independent organization, Partners of Parks, was created to generate creative

revenue in support of the parks department and city facilities. Today the organization is

focused on corporate sponsorship and has attracted the brands Jet Blue, Walmart and Charter.

For brands that are looking for refreshing ways to creatively align with complementing values,

sports, youth programs, the environment, and community, naming rights and other

sponsorship opportunities with parks and recreation could be the right �t.

About the author: Michael Kithcart is the chief strategy o�cer of Caravel Marketing.

Throughout her career, Michael has transformed organizations, created divisions, organized

startups and enhanced the e�ectiveness of individuals and teams. She is a leader in working

with organizations to develop strategic initiatives that meet and exceed sponsorship sales

goals.
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