American Camping Association®

Branding: What did we consider?
What did we want to do?

Create an identify that conveys the value of the camp experience

Key Outcome:

Develop a sharp, unified image for the camp experience and ACA that conveys value.

What do we believe?

· We believe the camp experience is important to human growth and development.

· We believe in all children and adults who come to our camps.

· We believe that each of us plays an important role in the stewardship of our environment.

· We believe fore every life we enrich, we change the world.

Fact:

· Only 5 out of every 26 camps belongs to ACA

· ACA and Accreditation awareness is very low (opinion research 2002)

· Camping causes confusion (opinion research 2002)

· The national office has no less than 8 ‘branding’ images

· The sections have no less than 10 additional branding images

· For a name to be memorable, it should contain no more than 4 to 5 syllables

Assumptions:

· To enhance awareness you must have repetition and consistency

· To enhance a position you must use memory and recall

· To develop a ‘personality’ you must have awareness and trust

· To change the audience knowledge you must have a compelling, relevant message

Our Position:  branding influence

(result of member input from the 2003 survey)

· 10% liked some form of ‘world of good’

· 17% liked some form of ‘enriching lives’

· 18% liked building tomorrow or the future or lives

· 6% liked some form of ‘community’

Additional Factors:

· it is not the camp/s but the ‘experience’ (opinion research 2002)
· it is the human element that is common

· it is not the environment that makes the difference but the people/relationships (opinion research 2002)
