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Open Sky Relations strives to exceed all expectations in

relational connections and deliverables between the company

and its public. Our team is committed to providing in-depth

research, analysis, and interpretation to help build your dreams

into a thriving reality. We are committed to fostering a

sustainable, inclusive environment that thrives off good energy

and a strong work ethic.
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Opening Statement

Open Sky Relations has come upon the privilege of working with the esteemed client

ZenTrek Adventure Tours, a distinguished travel company offering curated adventure tours

combining the wonder and beauty of the great outdoors with wellness practices. This client

provides truly unique and unparalleled adventure options, integrating the excitement of hiking

and kayaking with the peace of mindful practices like yoga to deliver an unforgettable and

transformative experience to each individual. Ultimately, this practice of reconciling the power

of nature with the power of the mind, ZenTrek Tours is helping people reconnect with both

nature and themselves, through the gift of travel.

Yet, we at Open Sky Relations feel as though ZenTrek Tours can do more to set itself

apart from competitors in the industry, by leveraging its strengths, and improving its weaknesses.

Open Sky Relations seeks to increase bookings for adventure tours by 20% and improve SEO

visibility within six months. Our public relations strategy for the client focuses on showcasing

the transformative nature of the through customer testimonials and captivating visuals.

Open Sky Relations is eager to take on ZenTrek Tours as a client, to help bring awareness

to their brand image and sell more adventure tours to those who seek to become more in touch

with nature and themselves. We are confident our agency will deliver results on these fronts and

satisfy the goals of increasing sales and visibility via a dedicated public relations campaign.
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The client is ZenTrek Adventure Tours, located in Boulder, CO. ZenTrek differentiates

itself from other outdoor companies due to its intersection between wellness/mindfulness and

physical activity like hiking or kayaking. This unique experience benefits its consumers by

reconnecting them with nature and themselves. It’s not an item you are purchasing, it’s an

experience.

The wellness/mindfulness and touring industry is a huge market worldwide, with the

United States accounting for a large majority of revenue in 2023. According to Statista, the

United States accounted for $204.45 B, with China coming in second at $149.18 B. While this

number is large, states like Florida, California, and New York account for the majority of

revenue within the United States as of 2010. Colorado only accounted for $107 million.
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Primary and Secondary Publics

According to a recent trend report from the leading outdoor research group Outdoor

Industry Association, the largest audience within the industry is males ages 18-49. In a recent

article published by Forbes titled, Outdoor Recreation Industry Sees Significant Growth With

Changes In Consumer Behavior Sparked By Covid-19, they found that there is significant

growth in the outdoors industry following the pandemic and they predict that it will only grow

further from here.

ZenTrek is basing its strategy directly on its major competitors. To list a few, ZenTrek

competes with Patagonia, The North Face, REI Co-op, and more. According to Condé Nast

Traveler, a luxury and lifestyle traveling magazine, these companies excel in three areas; quality,

sustainability, and customer engagement. To stand out in the marketplace and bring more publics

to the beautiful land of Colorado, ZenTrek must ensure it not only meets the three standards of

excellence set by its competitors but also exceeds them entirely.

According to The Brand Leader, a new company like ZenTrek will find the most success

through an authentic sale of lifestyle rather than a material item. Due to the immense growth the

outdoors industry has seen, ZenTrek must differentiate itself from its already existing

competitors as well as emerging competitors shortly. Knowing this, ZenTRek must ensure it

stays authentic and drives the sale of the priceless Coloradian outdoors lifestyle that it so

uniquely offers.
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Background of Industry - Outdoor/Vacation Activities

The “outdoor industry” as we know it today was born from the economic boom post

World War II. This era was ushered in the “Back to Nature” movement, which saw many

families dedicating their leisure time and discretionary income to explore and engage with the

environment. Since then, outdoor activities have become popular among a range of

demographics. Travelers who are the most likely to participate in outdoor vacation activities are

young, affluent men. Among parents, the most ardent participants have more than one child.

These demographic descriptions hold regardless of whether outdoor activities are the focus of the

trip or just one activity in a varied itinerary. Moreover, outdoor activities are not just relegated to

dedicated trips. Rather, they are equally enjoyed by travelers who aren’t taking activity-focused

trips, such as taking time for a hike during a multi-day sightseeing trip in a city.
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SWOT Analysis

Strengths:

- A unique concept that reaches

multiple audiences.

- Located in Boulder, CO, a nature

hotspot.

Weaknesses:

- Lack of in-depth social media

presence of testimonials.

- Struggling to position itself

prominently in the market.

Opportunities:

- Open Sky Relations has an active

social media presence and features

strong visuals

- Sky Relations focuses on attracting

travelers who are looking for

wellness-focused experiences.

Threats:

- To set themself apart from companies

such as REI Adventures, G

Adventures, and Backroads to show

that they are adventure companies.

- Lacks in-depth customer testimonials

or content that showcases the

transformative nature of their tours
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Strengths

Open Sky Relations as a company has countless strengths. One of which is the unique

concept that reaches multiple audiences, with experiences such as hiking or kayaking. The other

is its location. Located in Boulder, CO, Open Sky Relations is a nature hotspot, benefiting its

consumers by reconnecting them with nature and themselves.

Weaknesses

The company’s lack of customer reviews or testimonials minimizes the trust and

credibility among potential clients. The company also faces challenges in standing out from

competitors, leading to difficulty in establishing itself as a leader or preferred choice. Potential

customers may not fully understand what sets the company apart from its competitors because of

that.

Opportunities

The company can utilize an already active presence, focusing on increasing audience interaction

through polls, live sessions with wellness influencers, and user-generated content. The company

also has strong visuals that can be paired with storytelling to captivate and inspire potential

travelers, especially those seeking wellness experiences. By focusing on wellness travel, Open

Sky Relations can establish itself as a specialized provider in a growing but distinct market

segment. As travelers increasingly prioritize health, relaxation, and personal growth, Open Sky

Relations is well-positioned to capitalize on this trend.
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Threats

Competitors of the company, such as REI Adventures, G Adventures, and Backroads

have strong brand recognition, well-defined offerings, and loyal customer bases, making it

challenging and hard for OpenSky Relations to differentiate itself. In addition, without

compelling customer testimonials, Open Sky Relations risks appearing less reliable or less

impactful than competitors who showcase customer experiences prominently.
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Market Research

Figure 1: “Activity and Demographics analysis”. Retrieved November 2nd 2024 from

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab

Our market research revealed to us many valuable insights to help guide ZenTrek in

targeting the most promising demographics for our products and services. The Index in this

dataset is a key metric that compares the activity level of men aged 18-49 to the average for the

total population. Indices above 100 show that the group is more likely than average to engage in

that activity; for instance, an Index of 165 means they are 65% more likely to participate. On the
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other hand, an Index below 100 suggests lower-than-average engagement, such as an Index of 80

indicating they are 20% less likely to take part. Higher indices show us activities with stronger

engagement from the demographic, making them ideal targets for focused marketing efforts.

Hiking stood out to us as a highly popular activity across all demographics, particularly

among men (Index 145) and residents in the West region (Index 166), making these groups prime

targets for outdoor gear and experiences. Younger individuals aged 18-49, especially men, are

drawn to high-energy, fitness-oriented activities like Jogging/Running, Hiking, and especially

water-based sports such as Wakeboarding, presenting a strong opportunity for

performance-based and endurance-focused products. Women, on the other hand, show significant

interest in wellness and studio-based activities like Yoga (Index 184), showing us the potential

for yoga-inspired outdoor experiences. Regional trends also highlight the West as a key market

for outdoor activities, driven by its alignment with hiking and other outdoor pursuits. However,

niche activities like Zumba, Pilates, and Sailing show limited appeal among men and Western

residents, suggesting they are less strategic for our focus. Based on these findings, we

recommend targeting active men and younger age groups for high-intensity outdoor activities,

while also developing products and marketing campaigns tailored to women’s growing interest in

wellness-driven outdoor experiences.
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Client, Product & Competition

Client

Zentrek is an outdoor adventure travel company that specializes in providing a mindful

and holistic experience through outdoor adventure tours consisting of activities including hiking,

kayaking, rock climbing, and yoga. Located in the heart of outdoor activities for enthusiasts,

Boulder, Colorado, Zentrek offers a transformative experience to refresh and escape from the

daily hustle.
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Product

The primary product offered by Zentrek is outdoor adventure tours for a transformative

travel experience. Outdoor activities offered by Zentrek include guided hikes, yoga, mountain

biking, wakeboarding, rock climbing, and kayaking. These tours are priced at $500 - $3000

depending on the duration of the trip and activities. The experience is uniquely curated for each

individual to dive into an experience that most resonates with them and to reconnect with nature.

Competition

There are multiple competing outdoor adventure companies such as REI Adventures, G

Adventures, and Backroads. These companies are different in which activities are offered G

Adventures offers anything from outdoor activities to excursions around all different sites

whereas Rei Adventures more focuses on outdoor adventures of the wilderness taking on hikes,

camping, and more. Backroads offers a range of diverse destinations and activities such as

hiking, biking, and more in a preferred location. Backroads is most likely Zentrek’s largest

competitor as their focus is to provide a luxury experience for biking tours and other travel tours.

G Adventures has the most global reach out of the three and attracts those who care about

sustainability. Rei Adventures provides guided tours for people who already are attracted to the

brand as they are a well-known outdoor company. Rei Adventures is more affordable and is not

as luxurious but still provides a rich outdoor experience. These companies offer their services

across a diverse range of locations while Zentrek has the main goal of attracting people to

Boulder, Colorado to explore and appreciate a taste of mountainside nature.
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● REI Adventures - Offers a unique outdoor experience and a range of different activities

ranging from hiking to mountain biking to camping, and wilderness tours. This

experience is definitely for someone who is looking to dive into the wilderness and

nature. Prices range from $1,500 to $7000 depending on the duration of the trip and

activities.

● G Adventures - Offers a culturally enriching experience with a variety of different

activities and travel tours. Although their activities are outdoor, they are not

wilderness-based but more about exploring the cultural aspects and locations all across

the world and puts emphasis on sustainability. They offer their services in different

diverse locations across the globe with activities ranging from hiking, biking, sailing, and

more. They offer group tours that explore a destination and do a range of activities in that

location. G Adventures guided tours cost on average between $100-$200 per person per

day.

● Backroads: Backroads provides a luxury adventure experience with bike tours,

multi-sport trips, walking, hiking, and more. These guided tours are priced at

$2000-$8000 per person. People who participate in these activities are more affluent with

higher disposable incomes given the price. Backroads offers a more guided experience

with nice stays at premium hotels. Focuses more on providing a comfortable and

enjoyable experience through fine-dining, luxury accommodations, and activity tours.
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Social Media Presence and Strategies

Competitor Social Media Platforms and Their

Following

Rei Adventures Facebook: 2.1 million followers

Instagram: 2 million followers

Twitter: 450k followers

G Adventures Facebook: 1.3 million followers

Instagram: 292k Followers

Twitter: 115k followers

Backroads Facebook: 346 k Followers

Instagram: 103k Followers

Twitter: 5000 followers

Zentrek Facebook: 200k Followers

Instagram: 50k Followers

Twitter: 10k Followers

The more well-known companies such as Rei Adventures and G Adventures have the

most social media presence and followers ranging on all forms of social media. The more

well-known companies such as Rei Adventures and G Adventures highlight their
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customers' experiences by showing all the different activities and the impact it has on

people. As a lesser-known company like G Adventures, they take part in paid

partnerships to gain widespread awareness and attraction for their travel destinations and

use hashtags to help push out their content more. The majority of content that is produced

by Zentrek’s competitors is about promoting the brand message and the services they

offer by showcasing the experience that they provide.

Figure 3: “Men aged 18-49 Behavior Analysis”. Retrieved November 2nd 2024 from

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab

Based on the more in-depth research that we did on men aged 18-49, our market research

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab
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identified several key behaviors and activities that highlight the most effective vehicles for

targeting them. This demographic is highly engaged with digital platforms, with standout

participation in gaming, video streaming, and music-related activities. Specifically, "Playing a

Multiplayer Game" has an Index of 156, making online gaming services a powerful channel for

reaching this group. Activities such as "Downloaded or Streamed TV Programs" (Index 132) and

"Watched a Full-Length Movie" (Index 129) indicate strong engagement with streaming

services, suggesting that advertisements placed on popular video platforms would impact them

effectively. Additionally, this group frequently uses mobile apps (Index 117), listens to music on

streaming platforms (Index 246), and most importantly they are 37% (Index 137) more likely to

have listened to a podcast in the last 30 days than the general population, further revealing the

importance of digital environments.

Beyond entertainment, men aged 18-49 actively seek information through websites, as seen in

activities like "Visited a Website for Financial Information" (Index 115) and "Visited a Website

for News" (Index 105), indicating opportunities for targeted content-based marketing. Social

media usage for activities such as "Accessed Social Media" (Index 240) and "Used Instant

Messaging" (Index 251) also presents a valuable secondary channel for engagement. However,

lower participation in an activity like "Read a Book" (Index 82) suggests traditional platforms

may not be as effective.

To summarize our findings, the most effective vehicles for targeting men aged 18-49 are online

gaming platforms, podcasts, streaming services (both video and music), and websites that
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provide financial or news content. Using these digital ecosystems with tailored ads and

messaging will maximize reach and engagement with this audience.

Communication Plan: Goal, Strategies, Tactics, and Calendar

Goal: Increase bookings for adventure tours by 20% and improve SEO visibility within six

months.

Strategy 1: Increase Brand Awareness through multiple Broadcast platforms.

Tactic 1: Peter Attia

Description: Peter Attia, MD, is the founder of Early Medical, a medical practice that applies the

principles of Medicine 3.0 to patients with the goal of simultaneously lengthening their lifespan

and increasing their health span. He is the host of The Drive, one of the most popular podcasts

covering the topics of health and medicine. A segment on his podcast would be dedicated to

showcasing ZenTrek Adventure Tours. Founder Michael Jonhson will be a guest on the podcast,

and introduce the company and its services, as well as emphasize the transformative and

mindfulness aspect of the tours. This is a perfect opportunity to highlight the self-health aspect of

ZenTrek while intersecting it with the physical activity aspect of the company. Also, Michael

Jonhson will promote the Zentrathon, a race-day event which is our second strategy.
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Tactic 2: Radio Show

Description: Colorado's Premier Outdoor Radio Show: Sportsman of Colorado is a Colorado

outdoorsman show that airs every Saturday from 1-2 pm on 560AM KLZ. Founder & Host Scott

Whatley and Co-Host Kevin Flesch will introduce the company and its services and highlight the

upcoming race event that will take place on Colorado’s famous trailheads held by Zentreck in

order to promote the outdoor adventure company. As most people tuning into this radio station

will be Colorado outdoor enthusiasts, being featured on this radio station will help to spread

awareness about Zentreck and the upcoming race to an interested, targeted audience.

Tactic 3: Segment with 9 News Denver on trailhead with the founder of Zentrek, Michael

Johnson.

Description: The popular TV show The Office featured a wildly successful segment with a

businessman trekking his way through the wilderness. To parody this, Zentrek will schedule an

interview with a new intern at the news station and “accidentally” fail to tell him he will be

completing a 2.5-mile trek up the most difficult mountain in Colorado. Clips of this will go viral

and increase awareness of Zentrek.
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Strategy #2: Increase brand awareness by hosting a race on a Colorado trailhead called the

‘Zentrathon’.

Tactic 1: Collabing with sponsors

Description: Collaboration with sponsors will be essential to the success of the first-ever

Zentrethon. With Zentrek having no prior experience, a lack of a loyal customer base, and

growing exposure, partners/sponsors will provide the necessary capital needed to set a firm

precedent in the athletic world. According to Kick it Events, sponsors, “increased brand visibility

and direct engagement with a target audience.”
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Tactic 2: Sell products at the race and donate a portion of the proceeds to the Colorado Wildlife

Federation.

Description: Zentrek will be tabling and selling commemorative merchandise for its first-ever

Zentrathon. This will feature exclusive hats, T-shirts, pins, cups, and more. To encourage

purchases from its target audience, which is known to care very much about the environment, we

will be partnering with the Colorado Wildlife Federation in order to display our environmental

consciousness and support for wildlife conservation.

Tactic 3: Influencer special invites.

Description: For the purpose of increasing our brand awareness during the Zentrethon, we

invited superstar influencers who can help gain media attention with their range of audiences.

Tomasz Furmanek vlogging and promoting Kayaking, bringing audiences through his

captivating photography and storytelling. Cameron Hanes would be vlogging his running

experience, inspiring through his dedication to personal excellence, mental toughness, and

connection to nature. And last but not least, Alex Honnold, shows his audience that anything is

possible as long as you put your heart to it. These influencers are not only respected and

influential in their own sport but are a good example and models that demonstrate what ZenTrek

Adventure Tours can offer.
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Calendar: Scheduling of Tactics

Calendar
for 2025

March April May June July August September

Item

Strategy #1
Tactic #1
The
segment on
Peter Attia
Podcast

Tactic #2
Colorado's
Premier
Outdoor
Radio Show

Tactic #3
Colorado
Trailhead
Race

Strategy #2
Tactic #1
Collabing
with
sponsors

Tactic #2
Donate
proceeds of
products
sold the at
race to
Colorado
Wildlife
Federation
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Tactic #3
Influencer
special
invites

Budget

Strategy Tactic Information Cost

Broadcast Peter Attia Founder Michael Johnson will
appear on Peter Attia's podcast to
promote ZenTrek, emphasizing
mindfulness and health benefits.

$5,000-$10,000

Radio Show Sportsman of Colorado will feature
ZenTrek services and the Zentrathon
race, targeting Colorado outdoor
enthusiasts.

$1,000-$3,000

News show A news segment showcasing a trek
by a 9 News intern to promote
awareness and create viral content.

$2,500-$6,000

Zentrathon Collabing with
sponsors

Partners/sponsors provide money
and support for the opening of the
Zentrathon.

$10,000-$25,000

Selling Products at
race

Sell exclusive merchandise and
donate a portion of the proceeds to
“Colorado Wildlife” to show
Zentrek’s environmental
consciousness.

$500-$2,000

Influencer special
invites

Invite influencers like Tomasz
Furmanek, Cameron Hanes, and
Alex Honnold to boost awareness
via their audiences.

$3,000-$8,000

Total $22,000-$54,000
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Evaluation

Open Sky Relations PR plans to apply multiple evaluations in order to Increase bookings

for adventure tours by 20% and improve SEO visibility within six months. Therefore, to increase

our brand awareness, we use multiple evaluations through a broadcast platform that includes a

Peter Attia podcast, a Sportsman of Colorado radio show, News show showcasing a trek by a 9

News intern. Open Sky Relations PR also hosted a race on a Colorado trailhead called the

‘Zentrathon’ to boost brand awareness. Using tactics such as Collabing with sponsors, Selling

Products at races donating to “Colorado Wildlife”, and influencer special invites.

To measure the success of our campaign, we will be tracking the listeners of the podcast,

listeners of the radio show, and viewership of the local news channel. This can show the impact

these Broadcast platforms have and track interactions throughout the platforms.

We will also be measuring and keeping track of the attendance of participants from our

Zentrathon race. In addition to this, we would be keeping count of the product we sold during the

race as well as how much money we raised for the “Colorado Wildlife”. We would also have a

QR code for the number of people who signed up for any future information and updates.

Through our evaluation, we aim to provide results on how OpenSky Relation PR

successfully created a lasting impact with a creative campaign that created brand awareness for

ZenTrek Adventure Tours.



26

Appendix

Figure 1: “Activity and Demographics analysis”. Retrieved November 2nd 2024 from

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab
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Figure 2: “Men aged 18-49 Behavior Analysis”. Retrieved November 2nd 2024 from

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab
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Figure 3: “Men aged 18-49 Behavior Analysis”. Retrieved November 2nd 2024 from

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab

https://insights-mrisimmons-com.lib.pepperdine.edu/essentials/crosstab
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Figure 4: “Hoka Speed Goat 6 x Zentrek”. Mockup Canva October 2024
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