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Creative Brief

Positioning 

Brand positioning represents the “place” that Riverkeeper will occupy in the mind of its audience, signifying not only the image that the organization represents to its constituents, members and users, but also representing its values and integrity.

For NYC/ Westchester drinking water consumers 

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

· RK works towards cleaner water

For contingency users and the general public, residents of Hudson River Valley – from Fort Edward to NYC Harbor

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

· RK fights on behalf of the public interest

· RK is a custodian of public trust

· RK shows people how to be involved citizens in the community
· RK helps citizens to be in control of and manage their public resources correctly
For fellow environmental organizations (national, international and local),

activists, anti-corporation types and community organizations 

· RK is a partner who has sophistication and resources that they need

· RK is the region’s no.1 advocate to protect water resources, and stop polluters

· RK has impact and produces results

· RK enforces the laws

· RK is a full-time presence on the Hudson River

· RK is a leader and pioneer

· RK provides tools and guidelines

For river protectors and water advocacy groups

· RK protects the Hudson River and the watershed of NYC

· RK establishes models that set standards

For the Hudson River users/lovers such as sailors, kayakers, fishermen and wildlife and nature lovers

· RK protects and preserves the River

· RK maintains clean and healthy waters for people to swim, and keep fish safe for consumption

· RK is a wildlife custodian 

For schools, educational resources, college students as new generations of activists, law school students

· RK provides an education and information about RK’s resources

· RK shows how to be involved and pro-active

· RK is inclusive

For members and donors

· RK gives ownership/responsibility to members

· RK produces results 

· RK is able to fight for big causes 

· RK informs them about the problems

· RK provides connectivity for environmental issues

· RK inspires members and donors

· RK empowers people to act

· RK provides monthly e-newsletters to drive people to certain actions

· RK gives a sense of community
· RK provides member benefits, such as events
For officials, government and regulatory agencies such as the DEC, DEP, EPA 

· RK sets specific legislations and policies that advance a goal to institutionalize clean water protection

· RK pulls them off center of politics which these agencies like 

· RK applies pressure to get them to do their jobs 

· RK is an indicator of what issues they should be paying attention to 

For news media

· RK is a source of press releases for news stories

· RK is a trustable source of information

Personality

The “personality” represents the subjective qualities that people associate with Riverkeeper. An examination and exploration of these qualities can be useful in clarifying and categorizing aspects of the organization that might be perceived as intangible or abstract.

· Pioneering

· Proactive/Vigilant

· Effective/Solutions-oriented

· Grassroots/Community oriented

· Truthful/Trustworthy

· Passionate/Committed/Dedicated

· Tenacious/Determined/Resolute

· Influential

· First/Original

· Assertive (not Aggressive)

· Accessible

· Instructive 

· Leading 

· Fearless

· Inspirational

Identity

The identity refers to the way the organization looks, its established public conduct, and its public perception both within the community of its constituents and to the general public.

Users will form impressions of Riverkeeper based on visual, physical and experiential characteristics from both online and offline points of contact. Online, these will be derived from the visual design of the website, its content, performance, technology and service. Offline, these impressions will be derived from the visual design of the identity and the style, content and tone of voice of print communications.

Primary Identity Attributes

· Representative of New York state

· Community oriented and local

· Grassroots-oriented

· Guardianship 

· Responsible of health and welfare of the River 

· Appealing, hip and cutting edge

· Human 

· Established

· Relevant

· Contemporary

· Clean

· Just

· Inclusive 

Creative Considerations

Look and feel

· Embody the concept of “water being alive”

· Clean water is essential for all life

· “Defend the River”: mission should be part of the logo conceptually
· Communicate collective power, integrity and relevance 

· Layouts should be flexible and active
· Use appropriate colors suggestive of water and landscapes with an additional accent palette

· Color scheme for website should complement the images

· Imagery should help convey the urgency and importance of the problems and the beauty and the landscape treasures of the Hudson Valley

· Powerful imagery, provocative cropping, and possibly adding new images that embody RK’s mission 

· Apply new identity to web

Tone of Voice

· Trustworthy

· Serious

· Professional

· Accessible and responsive 

· Inclusive/Embracing
· Informative and clear

· Urgent

· Empowering

· Personal appeal

· Inspirational
C&G Partners’ brand identity objectives

· Evolve a clear identity able to accommodate current needs and future growth
· Explore graphic symbol designs in concert with the current wordmark

· Explore minor typography intervention to the wordmark to improve readability

· Develop a design approach for basic signatures and a color palette applied across distinctly different applications. 
· Explore typographic lockups with the symbol/wordmark and tagline
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