


Creative Brief Questions

The Numbers

· 8 years ago: 1,000 active members
· Currently: 9,000-10,000 active members
· Next 5-10 years, active members number should be at 100,000
· 42 year old organization with stellar reputation and public has a popular image of it
Positioning 
Who are the audiences?

· People who want to protect the river, and the watershed of NYC

· Hudson river users/lovers such as sailors, kayakers, fishermen

· NYC/Westchester drinking water consumers

· General public

· Schools, youth, educational resources, college students as new generations of activists, law school students

· News media

· Scientists/naturalists

· Wildlife lovers

· Elected officials

· Fellow environmental organizations – national, internationally, and locally

· River protectors and water advocacy groups – wants to establish models that set standards, 

· Residents of Hudson River Valley – Fort Edward to NYC Harbor

· Contingency users (not directly connected but want it protected, such as community folks, who are not necessarily environmentalists) but they are a huge untapped resource but don’t see themselves that way

· artists

· Activists, anti-corporation types, other grassroots organizations and community organizations that could partner with RK (who has sophistication and resources that they need) 

· Regulatory agencies such as the DEC, DEP, EPA – RK pulls them off center of politics which these agencies like. RK applies pressure to get them to do their jobs which they like, and they look to RK to see what issues they should be paying attention to as well

· Catskills’ developers and property owners are a distinct constituency, who may have hostility towards RK since they want to use the water, and RK possibly could lock up land in the Catskills
What are the category conventions we can/should challenge? 

· Idea that RK is well-funded that doesn’t need help, and are a fully able organization – this perception comes from association with celebrities, Robert Kennedy Jr., and high end events – and this perception is NOT true

· Idea that all RK does is litigation and the idea that RK “likes to sue people.” This is more complicated since RK is an enforcer and are one of the biggest and best groups for that, but RK uses other methods to protect the river. It was noted that RK is less litigious than they used to be, and like to talk first before jumping to legal action.

· Idea that the river doesn’t matter for people who don’t use it specifically

· Idea that RK is Clearwater on the Hudson or Scenic Hudson organization; confusion created because of Pete Seeger connection with Clearwater

· Idea that RK is Robert Kennedy Jr’s group and is exclusively funded by him. This (incorrect) assumption can drive people away quickly in the future if RFK Jr. leaves the organization

· Idea that “the Riverkeeper” is just one person; all staff and members are advocates. This is a little complicated in that Alex is the singular “Riverkeeper” but it is a group of people that keep the organization going. 

· Idea that RK is just an Upstate organization; It is an Upstate and NYC organization: 80 -90% affected by the water are NYC water consumers and a lot don’t realize that the watershed affects them in NYC. (The Hudson Valley has a longer stronger association than NYC with RK, but that might have been minimized in the past few years.)

· Idea that RK is an anti-nuclear group across the board, which is NOT the case
· Idea that RK are extremists and this misperception can distance possible supporters or the public

· Idea that RK is an energy group 

What are the promises and values the organization offers to its constituencies?

· RK is the region’s no. 1 watchdog of water quality issues

· NOT a promise of clean water, but of working towards cleaner water

· RK is the no.1 advocate to protect the resources, and stop polluters

· RK promises integrity; vigilance; fearlessness

· RK promises to be fair, professional, just, and inclusive

· RK promises to represent the public by acting as a high-integrity group that is not compromising

· RK promises to give ownership/responsibility to members (this point CAN be improved upon in print communications)

· RK promises to show people how to be involved citizens in the community

· RK promises to provide tools, like road maps and guidelines, for other grassroots organizations and for individual advocates, in order to help citizens be in control of/manage their public resources correctly. Essentially, provide a pro-active education to the community

· RK promises to have impact/produce results

What do we want people to do differently and why? 

· Not just check writing; donors should adopt sustainable principles in their everyday lives

· People should take ownership in their surroundings, and should realize and accept that it is THEIR river and that they have to participate in restoring it. 

· People should interact even if they don’t have a direct connection with the water. Currently, the majority of direct consumers are mostly not engaged and don’t feel ownership or responsibilities. 

· People are aware of problems and are willing to let them go on. Instead they should feel challenged by RK to get more involved.

What are people doing now instead? 
· “Check writing syndrome” where donors simply write a check and think that takes care of their responsibility
· Once donors contribute money, they forget and/or don’t live according to what their organization is trying to achieve in an everyday way; don’t adopt sustainable principles to their everyday lifestyle
How do we expect communications to impact attitudes and behavior?

Web and print communication should:

· Inspire

· Inform people of the problems

· Empower people to action

· Provide connectivity for a lot of the issues; it should, in particular on the web, connect the dots in what is challenging the environment

What is the objective and role of the communications tool/program/system? Specifically refer to print and web.

Currently for communications, RK uses:
· Direct mail and an acquisition component to engage recipients to become members, and a renewal to bring members back

· Invitations, save the date card, for special events 

· Program books from events

· Promotional merchandise (historically, this has been weak and should be ramped up in this project)

· Press releases and coverage in news media

· “e-actions” to get people to make advocacy actions relating to events and news

· Monthly e-newsletters to drive people to certain actions

· Biannual journal that will be turned into a single annual report (which hasn’t been produced before)

· Personalization in RK’s thanks to major donors – Alex and Robert Kennedy Jr. call $5000+ gift givers and get great feedback for that the thank you calls, handwritten notes, etc.

· Membership includes gifts such as formerly their journal (now Annual Report), historically mugs and t-shirts; Jonathan Alger mentioned members like to get “stuff” – more tangible, the better, but Alex countered by saying that feeds into the over consumptive lifestyle, and some of their members actually refuse gifts, since it seems like it is consumptive; Moving forward, RK may reward members with more special event invitations, instead of “stuff”

Physical spaces/events used for communications:

· The boat is a communication point on the river 

· Events that RK speaks at, such as:

· The Omega Institute

· Museum of Natural History lectures

· Table environments

· Testifying and being in policy/lobbying world in front of Congress

Objectives going forward in communications:

· Bridge the gap at reaching the general public who don’t know RK. Currently, there are no advertising or journals (the biannual journal will no longer be produced) 

· 20% unsolicited members or dollars probably driven by reading the paper; “David vs. Goliath” stories: the public really appreciates and responds to; going against big adversaries that an individual can’t go against himself due to cost and complicated battles; 

· Get people to do what they can locally, and have RK shed the light about those local activities, and then focus on doing the larger jobs

· Get involved online on networks such as myspace/facebook/environmental social websites to reach those audiences but RK knows this could be hard to maintain. (Idea was brought up about having RK’s own social networking site, but this seems to be beyond RK’s capacity at the moment; “MyRiver” community website but too big for this year, says Tracy)

· Most web traffic came from being in the news for “doing something”; 

· RK doing good deeds and having them publicized needs to happen. This is a capacity issue, but RK doesn’t want to over saturate by press releasing all good deeds. Also a complication: RK has many different issues/minds/teams, which can be a liability to have many cross-interests-based campaigns, and therefore…

· RK needs to keep to their core mission and get rid of less supportive side activity; 

· Translating web visits to web donations – very paltry so far, unique web hits at 500 a day average, low around 70-80, maybe 100 on weekends; 

· Increase personalization in timely acknowledgement letters after a donation, since currently, there is a poor renewal rate with those members; 

· Capture a user with a brand/website, make if fun, and reel them back to the organization/website

· PROMOTE to constituents that RK is the ORIGINAL Riverkeeper even though there are many other orgs across the globe; please note: there is currently some confusion between RK and Waterkeeper Alliance (which recruits new Riverkeepers across the planet, an umbrella organization for all those new organizations)  - and that can all translate to a confusion for donors

What do competitive communications look like and how can we avoid imitating them? Or what do they achieve that you like?

· Scenic Hudson sucks a lot of funding out of RK’s possible donors; 

· Clearwater has better or more name recognition nationally, but 

· Scenic Hudson is biggest competitor; they go into the community and are big planners, have partnerships in municipalities; they are also a land preservation group with big endowment allowing them to buy property which is essentially built-in marketing, 

· Scenic Hudson has land, which is concrete and land serves the people, serves the humans

· Scenic Hudson doesn’t serve the fish or the water; 

· RK’s benefits are less tangible than land preservation like Clearwater; can’t put a sign in front or fence around what RK is trying to “keep” and preserve

Personality

Based on the target audiences, what are the shared emotional need/attitudinal characteristics (not demographics) or desire the brand can best address? 
Current emotional response from logo and wish to retain:

· Parental quality as protectors
· A guardianship 
What is the unique personality of the brand? When defining personality, be provocative and avoid meaningless generalizations like “confident” or “innovative.” 

Top 8:

· Pioneering (instead of Visionary)

· Proactive/Vigilant

· Effective/Actions/Solutions-oriented

· Grassroots/Community

· Truthful/Integrity/Direct/Trustworthy

· Passionate/Committed/Inspiring/Dedicated

· Tenacious/Determined/Resolute

· Influential

Runners Up:

· First/Original

· Assertive (not Aggressive)

· Accessible

· Instructive 

· Leading (as Leaders)
Identity

What are the primary identity attributes you wish the identity to express?

· Identity should be more representative of New York State

· Should stay community oriented and local

· But also be sexy, hip, and cutting edge

· NOT too fancy or slick or corporate 

Which attributes are currently expressed by your identity?

· Grassroots

· handmade

· Health and welfare of the river

· Puts a human face on the river to show its importance on our welfare and wellbeing and lives

· Anthropomorphizing the river

What are the positive or negative connotations of the current identity? 

· Alex said that perhaps ½ like and ½ don’t like the logo if you surveyed a group of people right now

Positive:

· Parental protector role of the river

· A guardianship is elicited

· Strong emotional quality

Negative:

· Looks like oil spill

· Tornado

· Pot smoke

Concerns about logo change:

Historical and emotional connection is there with it. Changing the logo shouldn’t make people think that RK’s values are changing

Creative Considerations

· Probably could reshape/refine/play with some of the letters to increase legibility, but so a regular joe couldn’t tell it was monkeyed with; Alex says C&G have that license

· Has to be abstract, yet simple

· Sub-brands used for events, says Tracy

IMAGERY

· Embody the concept of “water being alive”, that there is “life in the water”

· Clean water: what RK is about, RK’s essence, and is essential for all life

· Very literally: outline of NY state with the Hudson River drawn out, people could see where their drinking water comes from; Tracy says maps are big, want to have it in website*

· Maps: reference Xerox of Hudson River Foundation stationery 

· “Defend the River”: Mission should be part of the logo conceptually

· Show what humans can get out of it, Alex finds it effective; see Lake Ontario Waterkeeper does (graphic of a swimmer, a glass of drinking water, fish and hook: http://www.waterkeeper.ca/)
· Idea of a simple fish or a creature – something symbolizing “living water” and tangible – could be used (Shad Fest T-shirt shown as an example); 

· Positives of the fish idea: 

· American Shad is the most iconic fish of the Hudson since it has a long stay in the Nation’s history but kind of generic looking

· Sturgeon more distinct looking, but already used by Waterkeeper

· Negatives of the fish idea (from Development standpoint):

· It really brings it back just to Hudson, and particularly fisherman

· Too limiting and too narrow with just a fish

Look and feel

Background on the name “Riverkeeper”

Why not HUDSON Riverkeeper vs. just Riverkeeper; 

· “Riverkeeper” name trademarked by RK (used to be “Riverkeeper Fund”) 

· Now there are Sandkeepers, Baykeepers, etc., originally under RK’s umbrella, but when those numbers grew to be too large, they were transferred to “Waterkeeper”
· Now all 180 “keepers” are required under licensing to use their geographic name in front of “keeper” like San Francisco Bay Keeper – only RK can use the “Riverkeeper” only name since they are original organization. (Alex’s full title is “Hudson Riverkeeper & President” officially, but in reality, others rivers than Hudson are protected by RK)
Is this tagline used throughout your communication: “Defending the Hudson. Protecting our Communities.”? Please elaborate on when you use the logo versus using the tagline. In the past, have you been using a lock up? 

· Tracy says there should have two versions one with tagline, one without 
· Alex says that tagline is by no means staying as it is currently written
You mentioned, you have done an identity exploration years back, can you explain why was not successful?  

· The change of the logo has to be significantly better to make the change and the past two explorations didn’t produce that successfully.
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