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Issue Overview

Issue: BRANDING
SUMMARY

During the fall of 2000, the National Board of Directors adopted a vision:  Enriching Lives, Changing the World.  In April of 2001, a group of staff and volunteers met in New York City to discuss the challenges that ACA and the camp experience were realizing in relationship to a profound public presence, influence, and awareness as an association.  These conversations were focused primarily on technology.  Additional meetings took place allowing ACA to recognize this problem was not simply a technology issue.  Hence, a comprehensive and ambitious initiative was born and the Project VIII team emerged.  V- Value   I- Identity  I – Image  I – Influence

By 2002, ACA launched a major fund raising campaign designed to address an association-wide need to position ACA and the camp experience through maximized value, image, identity, and influence; CAMPaign ’07.  The branding effort is only one small, but significant piece, of the overall CAMPaign ’07 initiative.

During 2002, ACA completed opinion research providing ACA with critical information about who we are, how we are perceived, and who and what we wanted to be.  At the 2003 national conference, an association-wide survey was completed in 2003 to capture the best thinking of our members about the efforts, to date, to improve our image.

From March ’03 through October ’03, the Project VIII Team and the consultants went back to the drawing board using the input received.  At the National Board meeting in October, James McCafferty the Chairman of the Project VIII Team presented a draft branding design to the board members for their consideration.  Consensus was reached with the direction to take the brand to the ACA attorneys for legal review and trademark research.
ACTION REQUESTED OF THE COUNCIL OF DELEGATES

The National Board of Directors will present ACA’s new brand at the 2004 Council of Delegates meeting.

BACKGROUND INFORMATION

In 1946, ACA had a circular symbol with an acorn in the middle.  Colors were green and brown.

In 1964, ACA changed the logo to the current logo using green and brown.

In the early ‘70’s, the same logo was changed to red, white, and blue.

In 2001, the problem the Project VIII team had to solve was not a simple brand awareness problem but a brand strength issue that failed to promote value.  The brand had become the commodity and, as such, outdated.  In developing the new brand, the Project VIII team had to answer the following questions.

· Will the new brand sell a commodity or value?

· Will the new brand serve functionality?

· Will the new brand serve representative quality?

· Will the new brand serve required simplicity?

· Will the new brand express our core values?

· Will the new brand express what we do well?

· Will the new brand serve multiple interpretations within a diverse association?

· Will the new brand clearly express camp and the association?

· Will the new brand become easily dated?

· Will the new brand serve credible persuasion?

· Will the new brand express our business specialty?

· Will the new brand stand without explanation?

· Will the new brand visually complement the association name?

· Will the new brand achieve capturing the elements members requested?

· Not a lot of words

· Playful

· Forward

· The word camp is strong

· Fresh

· Clean

· Crisp

· Contemporary

· Professional but light

· Warm

Members of Project VIII:

Chair:  James McCafferty


Cindy Beaudoin


Bill Cole


Michael Chauveau


Don Wood


Bill Hoch (originally, Brian Scholl)


Sharon Kosch


Consultants:  Dean Johnson Design

ATTACHMENTS

Watch for more attachments with additional information.
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