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A Black Hole?

Common misperceptions of marketing....

e “There’'s too many things.”
All of these things can be true

e “It's too expensive.” : : :
. If you don’t strategize and
e "You can't measure marketing.” prioritize.

e “It's too general. My audience is
niche.”
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Why Marketing
Matters

Photo Credit: JCC Camp Deeny Rib8
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"People don't know what they

want until you show it to them."
- Steve Jobs




The Competitive Landscape

e Saturated market in many regions

e Generational preferences
Search behaviors
Personalized experiences
Divided attention

Cancel culture

e Constantly evolving marketing channels

O O O O
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Your Brand Messaging Sets the Stage

(————)

e Who are you?

e What makes your camp unique?

e Why should families choose you?

e How do you do things differently than the
camp around the corner?

Workshop your value proposition.
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https://drive.google.com/file/d/1gQqgvmxJv5Rv6hUHA2ipqpRpKAVqrwGq/view?usp=sharing

Your Value Proposition is Not...

e Your child will make the best of friends
e \We offer circus and have the best lake

e We have 10 bus routes
e Lunch is included with camp tuition
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“Marketing is about understanding
people’s heeds and wants, and giving
them what they want in a way that

makes them feel good about it.”
- Seth Godin




ELEVAT=

NEXT=-LEVEL COMMUNICATIONS
AND MARKETING STRATEGY

How Do I Do It?

Photo Credit: Camp Cayuga




Create a Plan and Stick to It

e What does your research show?
e What key messages are you trying to convey?
e What channels make sense?
o How much time do you have to maintain them?
o What content can be scheduled ahead of time?
e What's your budget?
e Who's in your orbit?

Messaging Worksheet
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https://docs.google.com/document/d/19ShsY3pumhv_DWotNDxP4nE6AbeNYQT_IwYgppu7ZL4/edit?usp=sharing
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70% of brand marketers list building
brand awareness as their top goal for
social media.*

~

*Source Lin



https://sproutsocial.com/insights/social-media-channels/

What Does it Mean to
“Be on Social Media”

@ timberlakecamp

e What are your goals?
o Awareness, brand building, recruitment,

retention, communication, lead generation,
information sharing, etc. Oae Qo T2

[ ] . . .
e Do you have content pillars to tell o S campers Voo rmarone o v, o

performances were felt miles away! Congratulations

W

once again to the incredible BROOKLYN WHITE TEAM!!!
o

cohesive story and maintain consistency? =«

@ HAPPY BIRTHDAY: Lauren Testa

O S ummer VS. yeo r—-roun d | | BREAKFAST: Scrambled eggs & bacon

%% LUNCH: Grilled cheese & tomato soup
"% DINNER: McDonald's and Chipotle for Banquet

O DO y0u knOW WhO iS fO”OWing YOU? .~ WEATHER: Mix of sun and clouds, high 67F

4 EVENING ACTIVITY: Academy Awards

O M Oy I OO k d iffe re nt pe r C h O n n e I #CampMemories #WhiteTeamVictory #CampSpirit

#UnforgettableNights #TimberLakeCamp #CampLife
I
|

#PerformanceMaaic #Summer2024
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Canl Cast a Wider Net?
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e Social media advertising
o Retargeting/remarketing e
Jan. 14& &20

o Lookalike audiences i;\ I

o Lead targeting
e Google Adwords B iR
B8 gNAHJEEWAH ‘_«4\“

e Digital publications P Nt
;; ; ‘ 7 , b : - : < -
= ‘ s '7 9 o .:ic::::ngl:e!

o Chaperoned emails =
Imagme a summer of adventure' Camp}in qlenm,er W

Zip-line through the air, sing your X - o Ve =
heart out, and scream with laughter N Empower your child with a dynamic summer % =
Camp Lindenmere. With a flexible progr... more A)

o Sponsored content .
] alongside new best friends! J#§
Learn more @

i Join our Virtual Info Session on Nov § &
nnie Stein Minoff follows Camp

{ Reels ~ Q & ®

Unlock Adventure at
Camp Lindenmere!

. More |
/]

4 ¥y
= ULERRE] |
- - L)

o,
Q&LEARN MUR_L

'ﬁ 11th or 21st to dlsco_ver Nah-.

e Landing pages : an
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“Nobody reads ads.
People read what interests them.

Sometimes, it's an ad.”
- Howard Gossage




Demystifying SEO

e Use the right words on your website — NO keyword
stuffing!
o Website text
o Blog posts
o FAQS
e Keep your website fresh — Google likes welsites that are
active.
e Link building
o Local parent blogs
o Camp directories
o Community organizations
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Grassroots Outreach

e Parent ambassadors
o Referral programs
o Community events & camp fairs
e Partnerships with schools, community
organizations, and houses of worship
e WhatsApp & Facebook groups
e Canned social media + email content
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“We do a lot of one night stands in
lead generation and not enough in

long term relationships.”
- Mike King
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Get started somewhere.
(Then measure your efforts.)



https://docs.google.com/spreadsheets/d/1hWPwjG4cEAwu76oQVpq05RBh56Sl54j8t8JRJ7ydnss/edit?usp=sharing
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. Should I Hire
< Out?

Photo Credit: Willow Lake Day Cam




It Depends On...

Needs

Budget

Priorities

In-house capabillities
You
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North Shore Day Camp
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How Can I

Leverage
Summer 2025?

Photo Credit: Iroquois Springs Cam§s




Make the Most Out of 7-9 Weeks

e Shot list

e Video B-roll

e Video testimonials

e Camper + staff focus groups
e User generated content

e Bottling camp
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LET'S TALK RETENTION STRATEGY

Day camp attrition: 30-33%
Overnight camp attrition: 23%

sources : American Camp Association
Foundation for Jewish Camp




You’'ve Already Sold Your Value

e Re-enrollment incentives
e Survey your families (and older campers)
e Alumni spotlights

e Yedr-round engagement

e Look at YOY enrollment trends
o When are you losing campers?

NNNNNNNNNNNNNNNNNNNNNNNN
AAAAAAAAAAAAAAAAAAAA



NEXT=-LEVEL COMMUNICATIONS
AND MARKETING STRATEGY

Pulse of the

ELEVAT

Day Camp

: Rolling River

Photo Cred
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Let’s Stay in Touch!

Laurie Ehrlich

Founder + Chief Strateqist
917.716.0208
Laurie@elevatemarketingstrategy.com
E 'F' Connect with me on LinkedIn
Follow Elevate on Instagram

Newsletter

Presentation



mailto:Laurie@elevatemarketingstrategy.com
https://www.linkedin.com/in/lauriebehrlich/
https://www.instagram.com/elevatemarketingstrategy/

