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BRAND STRATEGY
& TONE OF VOICE

The Camp Solomon Schechter brand (our unique visual identity
and tone of voice) is one of our most valuable assets as an
organization. These guidelines are designed to help maintain
and strengthen that brand for our community and for our
internal communication. They will help our community identify,
remember and respond to Camp Solomon Schechter as we
continue to grow and engage with that community.

If our brand is to stay strong, trusted and distinctive, our
communications must also be designed and written in a
consistent way. Consistency makes us more identifiable, more
memorable, and makes people more inclined to register for
camp, apply as staff, donate, or change their behavior. While we
want to remain fun and campy, we must also keep design
simple and the number of extraneous elements to a minimum.
Every element used should be there for a reason. This ensures
our messages stand out.

Our tone of voice is an expression of the CSS brand personality.
We express our brand every time we communicate with the
community; whether we're talking to them at camp, sending
them direct marketing or interacting with them online. So our
overall personality must be reflected in our overall tone of voice:

JOYOUS CONNECTIVE INCLUSIVE 



CALENDARING (MONTHLY)
Our monthly marketing
strategy and content
calendar is designed to lay
out all of our programs,
events, and promotions
visually and plan when
emails and social media
posts need to be scheduled. 

These are color-coded by
their type and channel, to
further visually represent
which program or event is
being promoted and when.

This helps us organize and
prioritize the different
groups that make up CSS
(summer camp, family
camps, development,
recruitment, etc)



CALENDARING (YEARLY)
Our yearly marketing
strategy is designed to
plan out our
communications focus
month by month and
channel by channel. 

This helps us organize
our messaging and
prioritize specific
programs and events
over the course of a
whole year.



ENROLLMENT PROMO SCHEDULE
Our plan for camp registration involves
heavy communication before and after
registration to keep it top of mind for
both new and returning camp families.

Priority registration is reserved for
returning camp families, but we
continue to build hype as well for
general registration and early bird to
entice new families.



EMAILS (CONSTANT CONTACT)



PROMO VIDEO AND PHOTOS

https://www.youtube.com/watch?v=RSKHxk3lnWA


MORE PROMO PHOTOS



SUMMER COMMUNICATION 

A look at the week ahead and what
to expect
A recap of the week prior
And a program focus to share what
our campers are doing on a specific
day

Our communication during  summer
camp include three weekly emails:

These emails also include reminders
about our COVID policy, finding photos
through Campminder, and filling out the
Camper Satisfaction Index survey for
campers of the previous session. 

Each email is targeted to families of
those sessions.



NEWSLETTER: LIVE FROM THE LAKE



ROSH CHODESH RUNDOWN
Unlike our Live From the Lake newsletter (which focuses
on longform, story-based content), the Rosh Chodesh
Rundown is much more succinct and to the point.

There are no drawn-out stories or explanations here, just
headlines, a short description, and a relevant link and
photo.

This is designed to be a monthly digest of everything our
community needs to know. It's especially useful when
we have a lot of programs and events going on and we
need one place to consolidate all of that information.



SOCIAL MEDIA

2.9k likes, 3k followers

Target Audience:
Camp families,
alumni, donors

1,896 posts, 4k
followers, 493 following

Target Audience:
Camp families,

campers, camp staff
and counselors

200 followers 
(just started)

Target Audience:
Alumni and donors

936 subscribers, 558k
lifetime views

Target Audience:
Camp families,

campers, camp staff
and counselors

Daily stories over the
summer

https://www.instagram.com/campschechter/followers/
https://www.instagram.com/campschechter/following/


Our Reach

Sent to 4,000+ Contacts
49% Avg. Open Rate 
4% Avg. Click Rate (2x Industry Avg.)

Facebook reach: 7,572
Instagram reach: 3,259
Facebook page visits: 1,790
Instagram page visits: 1,738

Users: 3,336
By device:

1,731 mobile (51.89%)
1,573 desktop (47.15%)

New Users: 3,173
Sessions: 4,999
# of Sessions per User: 1.50
Pageviews: 10,083
Pages per Session: 2.02
Avg. Session Duration: 1min, 35sec
79.3% new visitors, 20.7% returning

Live From the Lake Newsletter

Social Media (Facebook & Instagram)*

Website*

*Over a 90 Day Period, from August 19 - November 17 , 2022

Our Partners

Our Geographic Network Includes
Seattle Metro, Portland Metro,
Spokane, and Vancouver B.C. 



TOP FIVE TAKEAWAYS
1.
2.
3.
4.
5.

Plan ahead

Stay consistent and on-brand

Think critically about photos
and videos

Don't over-communicate, but don't
under-communicate either

Consider your target audiences and
what they want to hear about


