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Why are we talking about “branding” the ACS?

7 AMERICAN If our goal is to “communicate the
‘* COMMUNITY importance of the ACS to the American
+ SURVEY ) i

public,” branding the ACS can help

Y U.S. CENSUS BUREAU

While traditionally associated with the commercial world,
tenets of branding are used by:

Political candidates Non-profits Causes
and parties
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When done right,
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Building blocks of the most effective brands

w

What’s the benefit?
What do you stand for? What’s your USP?

Why people should care?

How does this help them?

“Today doesn’t come down to what you sell or what you do. It’s about who
you are and what you stand for. People don’t come to work every day for
just a paycheck, and customers aren’t indiscriminate shoppers anymore.
They both want purpose, they want to believe, and they want to feel like
they’re part of something larger than themselves.”

- David Galullo, CEO, Rapt Studio, in Forbes (December 2, 2013)
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Building blocks of the most effective brands
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B ®* What are you promising?
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®* Communicate persuasively, emotionally
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Elevate benefits from functional to emotional
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Building blocks of the most effective brands

® Authenticity and transparency help build trust
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Building blocks of the most effective brands
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Where to start?

® What has worked for others? Look for what’s worked for others and borrow.
— What’s similar to ACS? Mandatory, Intrusive, Sensitive
— Jury duty, drivers’ licenses, taxes, Census

®* What are the trends in play/context that can influence/interfere?
— Government distrust
— Privacy concerns
— Perceived lack of data security
— Lack of awareness, understanding of benefits/uses

®* How can ACS participation be reframed to overcome obstacles?
— Exclusivity
— Privilege
— Affinity
— 7?77

® How can ACS build off the branding of the Census?
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Campaigns
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American
Red Cross

BE NICE TO ME,
| GAVE BLOOD
TODAY!
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