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Your Image. Your Park. Your Story.
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WE ALL HAVE A BRAND.
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Marketing Redefined.
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WHAT IS BRAND. AND HOU
DID IT BECOME SO IMPORTANT?
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2o 00s & earlie

“Branding iron’s in the shop.”

Branding started as an identifying mark for
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Emotions began to be attached to




Emotions began to be attached to
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Emotions began to be attached to
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And stories are what 1s shared






WHAT PEOPLE ARE SAYING
ABOUT YOU ONLINE
IS AFFECTING YOUR BUSINEXS.
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BRAND DEVELOPMENT
ALLOWS YOU TO TAKE THE PEN
AND WRITE YOUR OWN STORY.
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“We enjoy visiting Ledgeview RV Park because the owners and staff are very friendly. The

park is clean and well-maintained. We love the quiet and serene atmosphere.™
—Paul & Flo G., Izelin. NJ

Ll B T/ loont .Ledgev1ew RV Park
Adpma[p[acewhwfheumfenneeﬁs?‘hewoom 1N Lake Georsge_l NY
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Your Image. Your Park. Your Story.
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RV Park Lake George, NY
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RV Park 3‘— Lake George, NY
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SHAPE THE CONVERSATION ABOUT
YOUR CAMPGROUND
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WRHY DOES BRAND MATTER FOR
SEARCH ENGINE OPTIMIZATION?
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WE ARE IN
A
CONSENSUS
MARKETING
— ECONOTMY —




Google 1s far
more
sophisticated
now- They have
embraced the
value of
community
consensus.. and
—that boils
down to user
experience.



> Why

does your

campground
have a
pool?
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TO ENHANCE
USER EXPERIENCE



Think of
video
as the pool
of your
online
presence.-.

TO ENHANCE
USER EXPERIENCE



Why
did you
put 1n a
jumpilng
plllow?

TO ENHANCE
USER EXPERIENCE




Think of

engagilng
photography

as your

online

jumpiling

- plllow-

TO ENHANCE
USER EXPERIENCE



Why
did you
add the

bumper
boats?

TO ENHANCE
USER EXPERIENCE




Think of
rich
soclal
content
as your
online

—bumper—
TO HNBAOECE
USER EXPERIENCE



hy do you
take so
much
time to
make
sure your
park
Tol%ﬁﬁigiﬁs

USER EXPERIENCE




Think of
good
website
design and
navigation

as your
well-kept
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USER EXPERIENCE I3
ALL ABOUT ENCOURAGING
YOUR GUESTS TO STAY LONGER.

STUDIOS



The longer your guests stay at
yvour parkas

the more your revenue 1ncreases-.

Your websitte—works—exactly the
same way -
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o Google owns YouTube
o YouTube 1s the 2nd-largest search

engine
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® Google rewards sites with longer
session duration.
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SO HOW DO I DO IT?
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DO IT WITH BRAND:

Identify who you want to be 1n the market

Analyze your website- “Does 1t make me want to

go there?™

Convey emotion with your website.. don't just
transfer information

Provide rich media content for today®s market

Be the same everywhere you appear. online and

ln print

Shape the story your guests tell online with
consistent messaging cwﬁ@@
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Your Image. Your Park. Your Story.

The more they see-
the more you sell-



