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Before you begin.
Please notice the overall color scheme of 
this presentation, of this font, and the font 
and header palette above. It is intentional. 

As the outcome of this Study is to guide a 
strategic and long-lasting re-branding of 
PRPS, we are already thinking ahead to an 
equally fresh and surprising brand identity 
based on a non-traditional, yet appropriate 
color palette. See the palette series of 
colors next to this paragraph that we will 
explore following the acceptance of the 
Study recommendations.
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Objectives: Membership

Grow the total and diversity of membership. 

Achieve and sustain an average of 1,800 non-Student members on an annual basis 
beginning January 2019. Priority growth groups are Professional, Life, Associate, and 
Commercial/Corporate. 

After establishing certain geographic and demographic metrics, achieve a lower 
average age of member, increase the in-state and out-of-state diversity of members, 
and grow the number of predominantly non-professional organization members.
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Objectives: Influence

Improve the recognition and contemporary relevance of PRPS. 

As a leading voice and champion of parks & recreation in PA and nationwide. 

As THE go-to parks & recreation resource for members and affiliated organizations. 

As a major influencer in community & economic development, policy, and educational 
matters effecting parks and recreation in the state and nation.
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Objectives: Identity

Contemporize the PRPS brand identity and communications platform.  

To reflect and meet the modern needs/expectations of key audiences and impart a 
fresh, unexpected, and future-oriented message for PRPS members and general public.
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Audiences: Who & Why

Looking ahead for PRPS, there is a need for great focus on attracting and retaining the 
next generation of active PRPS members and ambassadors. 

To make it happen, PRPS must widen and deepen its approach and expectations of the 
Society as a brand and champion of parks & recreation in Pennsylvania and nationwide. 

To guide this process and move towards success, PRPS must first recognize and appeal 
to the many diverse audiences and stakeholders.
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Audiences: Who & Why

WHO 

Current, past/lapse, and prospective PRPS members who directly benefit from PRPS’s 
work, services, and insight. 

Parks and recreation users in the many and diverse settings of Pennsylvania (urban, 
suburban, and rural) who benefit from the commitment and hard work of PRPS 
members. 

Influential people and organizations working on a local, state, and nationwide scale, 
such as policymakers, press, civic leaders, and corporate leaders.
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Audiences: Who & Why

WHO 

Community and economic development stakeholders across Pennsylvania’s 67 counties 
that are looking to align with PRPS’s mission and work as a tool to help attract and 
retain the next generation of talent/workforce in their communities. 

Staff and programmatic partners at DCNR, DCED, and related Pennsylvania state 
departments/offices in Harrisburg.
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Audiences: Who & Why

WHO 

Universities and colleges across Pennsylvania that are looking to align with PRPS’s 
mission and work as a tool to help them educate the next generation of parks & 
recreation leaders and/or attract and retain a related student base. 

Pennsylvania-based, regional, and national corporations, organizations, and 
foundations, who we can inspire to become cooperative partners, donors, and active 
participants in advancing parks and recreation in Pennsylvania, while enabling PRPS to 
enhance its operations.
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Audiences: Who & Why
WHY 

The needs, expectations, and attention spans of our audiences, especially members, 
have changed. PRPS needs to catch up and get ahead so they can: 

Attract and retain the next generation of PRPS members and ambassadors.  

Surprise and actively inform new members as to the importance and direct benefits of 
PRPS membership. 

Inspire current members to rally behind PRPS’s work and share the benefits of 
membership and participation with peers in PA and across the country. 
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Audiences: Who & Why
WHY 

Continued: 

Compete with other membership organizations for the attention, time, and limited 
resources/money of new and more diverse members. 

Impart the “Good” message of local parks and recreation to increase usage of, 
appreciation, and financial support at a local and regional level. 

Lead, excite, and rally business, economic development, and government stakeholders 
behind PRPS’s work. 
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Brand Strategy: Renewed Messaging

Once again, PRPS is leading the way into the future of 
Pennsylvania parks and recreation. 
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Brand Strategy: Renewed Messaging

Leading the way. 

PRPS has more than eight decades of experience as the commonwealth’s leading parks 
& recreation organization. Their long history — and the perspective, insight, and 
leadership gained through it — cannot be understated as it relates to shaping the next 
chapter of Pennsylvania’s parks & recreation scene. 

With fresh leadership and new faces, PRPS is adapting its work to meet the needs of the 
changing and always challenging world of parks & recreation.
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Brand Strategy: Renewed Messaging

Leading the way (continued). 

PRPS is investing in new programs and communications tools to keep members and 
their constituencies well-informed, prepared, and inspired to continue their work. 

PRPS is widening its tent to bring non-traditional, smaller/volunteer-driven, and 
influential thought-leaders into its active membership and partnership pool. 

Through the “Good for You, Good for All” and “Get Outdoors PA” statewide campaigns, 
PRPS continues to connects its work — and the continuing work of its membership — to 
celebrating and enhancing quality of life for all Pennsylvanians.
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Brand Strategy: Renewed Messaging

PRPS lives up to high standards. 

Imaginative & Informed. As chief visionaries for parks & recreation across Pennsylvania, 
PRPS is always thinking about what’s next, while drawing on inspiration and ideas from 
national influencers.  

Ready & Able. PRPS is resourceful and always prepared to act on and react to issues 
and opportunities. 

Inclusive. PRPS knows that the world of parks & recreation comes in all different sizes, 
shapes, needs, and abilities - and they act accordingly.
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Brand Strategy: Renewed Messaging

PRPS lives up to high standards (continued). 

Obliging. If the phone rings or the email dings, PRPS Is ready to help its members and 
associates across the state and country. 

(Always) Friendly. PRPS staff appreciate working in a people-oriented industry. Their 
pleasant personalities and fun-loving manner complements their important work. (Cue 
Leslie Knope.)
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Brand & Communications: Action

Year One :: Short-Term (100 Days) 

Establish a new and long-lasting PRPS brand identity, including a new logo and 
accompanying slogan. The identity will have immediate application to a new PRPS 
website and related digital communications.  

Announce and educate all current membership on the new identity via the new PRPS 
website and related cross-state virtual briefings and select workshops. 

Working with a professional design team and dedicated PRPS advisory team, the new identity should reflect 
the messaging and tone of the “Renewed Messaging” shared on previous pages. The new identity should 
serve as a basis for the look & feel of the new PRPS website.
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Brand & Communications: Action

Year One :: Short-Term (150 Days) 

Audit and re-design all PRPS communications materials, including email templates, 
social media channels, collateral, reports, and publications. This work includes a design 
and content refresh of Pennsylvania Recreation & Parks magazine for Fall 2017 edition. 

Create and establish a “PRPS Opportunities Kit” as a new membership, partner, and 
donor recruitment tool, segmented by type of member/audience (designed as print 
piece with a digital companion or eBook living on PRPS website).
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Brand & Communications: Action

Year One :: Short-Term (150 Days) (continued) 

Establish a unique name/title for and implement a pro-active editorial calendar for a 
PRPS Blog that lives on PRPS’s new website and guides PRPS email, social media, and 
advocacy content and activities. 

Evaluate the current and establish new and effective marketing & communications tools 
to build on the new PRPS identity at the 2018 conference. This work should include a 
refresh of all conference promotion and registration materials.
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Brand & Communications: Action
Year One :: Mid-Term (12 months) 

Sustaining minimum 3x monthly PRPS blog publishing featuring multiple authors and 
diverse topics; minimum 3x monthly blog promotions on email, social media, and 
publication outlets including paid promotions via Facebook to maximize reach and 
grow audience and following. 

Implement an “All Together Now” communications campaign to celebrate inclusiveness 
in parks & recreation, in partnership with the PRPS Inclusion Task Force 

Working with a content marketing contractor, plan and begin implementation of a 
“PRPS/Good for All” statewide photo and video story series that visits and captures 
parks & recreation scenes, leaders, and users in all regions over all four seasons.
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Brand & Communications: Action

Year One :: Mid-Term (12 months) (continued) 

Measure readership, incoming membership leads & registrations, and partnership 
inquiries on a monthly basis with monthly progress reporting and process 
recommendations to Board.
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Brand & Communications: Action
Year Two :: Long-Term (15 - 24 months) 

Capture progress and momentum built by new PRPS brand & communications 
investments in year one via presentations, displays, and interactive sessions at the 2018 
PRPS Conference. 

Sustaining, measuring, and reporting on all communications programs from year one. 

Sustaining tracking and reporting progress on membership growth and diversity of 
membership.  

Prepare, publish, and promote first edition of “PRPS/Good for All” four season photo & 
video series.
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