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ABSTRACT

This paper explores the relationship between brand development and Customer
Engagement. Customer Brand Engagement and Customer Engagement theories and
models are examined through existing literature. Concrete steps to advance Customer
Engagement are identified. Artifacts are created as part of a comprehensive branding
package to guide a children’s museum, Oneonta World of Learning (OWL) through their

branding process.
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I. INTRODUCTION

I volunteer and am a board member for Oneonta World of Learning (OWL), a not for profit
children’s museum in Oneonta, NY. As a community resource dedicated to promoting learning
through play with children and their caregivers, successful customer engagement requires inspiring
families to get off the couch and come into the museum. In this project, I explore the role that
effective branding can play in fully engaging customers. Topics discussed include Customer Brand

Engagement, Customer Engagement, and Customer Engagement Marketing.

RESEARCH OBJECTIVES

Effective Customer Engagement is more than a positive feeling toward a brand or
organization. Effectiveness can be measured in terms of furthering the organization’s goals, be it
selling products, raising money, increasing attendance, or publicity. Through this work, I gain a
better understanding of the complex relationship between branding and Customer Engagement,

with an emphasis on how branding can effectively further an organization’s goals.

RESEARCH QUESTIONS

How can companies leverage branding to reach potential customers and keep current
customers? In terms of Customer Engagement, what are the most important aspects of brand
identity? How can branding be employed to reach target audiences and align with company goals?
How can Oneonta World of Learning (OWL) benefit from a consistent, coordinated branding

platform?

BRANDING PACKAGE FOR ONEONTA WORLD OF LEARNING (OWL)
The artifacts created as part of this project form a comprehensive branding package for

Oneonta World of Learning (OWL). Although happy with their current logo, it is limiting because



the museum does not have a vector version of the logo for use on large scale signage. Additionally,
the OWL website is perhaps 10 years old and looks it. The board members could also use a
professional looking prospectus for use when approaching large donors. The branding package

consists of the following:

1. Introduction
2. Mission Statement
3. Vision Statement

4. Core Values

5. Brand Story

6. Brand Personality and Voice

7. Target Audiences

8. Logo files

9. Color Palette

10. Typography/Font Recommendations

11. Suggested Imagery

12.  Website Mockup

13. Business Card

14. Social Media items



15. Prospectus for Donors



II. Literature Review

INTRODUCTION
Customers today can act as "pseudo-marketers," who often have "greater influence, lower

costs, and more effective reach than their firm-based counterparts" [Harmeling, Moffett, Arnold,

and Carlson p.312]. Further, fully engaged customers spend more money [Kumar, Rajan, Gupta

and Pozza]. This new market reality has spurred intense interest in Customer Engagement (CE).
As a non-profit children's museum fully reliant on volunteers for every aspect of business, Oneonta
World of Learning (OWL) has long survived on a shoe-string budget, leveraging local social media
circles for most marketing campaigns. Limited cash flow along with limitations on volunteers'
time mean that resources must be wisely employed. This research will help prioritize the

possibilities and maximize Customer Engagement (CE) in positive ways.

To better understand Customer Engagement (CE), and especially Customer Brand Engagement
(CBE), my research focused on relatively recent (published between 2010 and 2020), peer

reviewed, scholarly articles pertinent to those topics. As pointed out by Pansari and Kumar,

relationship marketing did not begin to gain traction until the late 1990s and early 2000s. In my
survey, I found an ever-evolving understanding of engagement regarding CE, CBE, Customer

Engagement in Service (CES) and Customer Engagement Marketing (CEM).

CUSTOMER BRAND ENGAGEMENT (CBE)

Hollebeek distills a definition of Customer Brand Engagement (CBE) based on a wide
canvass of leading literature as well as a detailed study involving personal interviews and focus
groups. In her study, a parallel thematic approach is applied to draw out common elements across
the entire research. The definition of CBE that evolves is "the level of a customer's cognitive,

emotional and behavioral investment in specific brand interactions" [Hollebeek p.565].




Elements of Customer Brand Engagement (CBE)

Hollebeek identifies immersion, passion, and activation as the key themes of CBE and
defines them. In later work, these are refined into the CBE dimensions of cognitive processing,

affection, and activation, with very similar definitions [Hollebeek, Glynn & Brodie]. Cognitive

processing gains the definition of “a consumer's level of brand-related thought processing and

elaboration in a particular consumer/brand interaction" [Hollebeek, Glynn & Brodie p.6].

Affection is described as the emotional dimension, or "a consumer's degree of positive brand-

related affect in a particular consumer/brand interaction" [Hollebeek, Glynn & Brodie p.6]. As a

dimension, activation bears the definition of “a consumer's level of energy, effort and time spent

on a brand in a particular consumer/brand interaction” [Hollebeek, Glynn & Brodie p.6].

CONTRADICTORY RELATIONSHIPS

While gathering data on antecedents of Consumer Brand Engagement (CBE), researchers
found a complex and in some cases contradictory relationship between the three dimensions of
CBE (affection, activation and cognitive processing) and their proposed antecedents (consumer

involvement, consumer participation, and self-expressive brand) [Leckie, Nyadzayo and Johnson].

While involvement, participation and self-expressive brand all showed a direct positive impact on
cognitive processing, cognitive processing itself had a negative impact on brand loyalty. At the
same time, involvement had a direct positive impact on brand loyalty. Involvement as well as self-
expressive brand, showed a direct, positive impact on affection — which in turn showed a direct

positive impact on brand loyalty. Yet self-expressive brand had a direct negative impact on

activation, which in turn had a direct positive impact on brand loyalty [Leckie, Nyadzayo and

Johnson]. These relationships are shown in Figure 1.
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Figure 1. Conflicting Relationships Between Proposed Antecedents of Brand Loyalty

The researchers suggest possible explanations for the contradictions, referencing other
research. There may be burn out once the level of consumer engagement with the brand exceeds
some optimal level or excessive message repetition could cause consumers to turn against the
brand. They also suggest that studies in a different marketplace (they were limited to cellular
service customers) might reveal a link between participation and affection, which their study did
not reveal. It is suggested that the results regarding self-expressive brand would differ within

another industry as well [Leckie, Nyadzayo and Johnson].

A key take-away from this research is that "consumer involvement was found to have a

positive impact on all three dimensions of the CBE" [Leckie, Nyadzayo and Johnson p.570]. The

researchers conclude that "heightened brand engagement levels" make for brand-loyal customers



[Leckie, Nyadzayo and Johnson p.571]. They suggest that companies should work to develop

affection within online communities like Facebook and implement rewards programs that
encourage activation among customers. They also stress the importance of consistently meeting

consumer expectations to reduce the negative impact of cognitive processing [Leckie, Nyadzayo

and Johnson].

THREE-DIMENSIONAL NATURE OF CUSTOMER BRAND ENGAGEMENT (CBE)
This key result is fully validated by a 2014 empirical study, which validates the three
dimensional nature of CBE and provides a 10 item CBE scale, developed and validated drawing

significantly from studies involving Facebook, Twitter and LinkedIn brands [Hollebeek, Glynn &

Brodie p.6]. Social media platforms are chosen as both highly relevant and offering perfect
examples of the engagement concept, since consumers interactively generate content. The 10 items
were selected from an initial list of 69 items, narrowed down based on applicability to CBE and

relevance to a wide cross section of brand types. [Hollebeek, Glynn & Brodie]. They express the

definition of brand as inclusive of "the totality of all stake-holders mental associations about the

organization and related objects" [Hollebeek, Glynn & Brodie p6].

In the empirical study, the only identified CBE antecedent was consumer involvement,
which lead to all three dimensions (cognitive processing, affection, and activation). The three
dimensions each contributed to two identified CBE consequences, self-brand connection and brand

usage intent [Hollebeek, Glynn & Brodie p.9]. Figure 2 shows these relationships and is based

loosely on diagrams provided in the study.
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Figure 2. Customer Brand Engagement: Antecedent, Dimensions, and Consequences

SERVICE QUALITY STUDY

A study published in 2019 explored the importance of service quality and its role in
customer engagement. The study focused on luxury hotel guests and revealed a clear, positive
connection between service quality and re-patronage intent, especially among women. [Jamid

Islam, Linda Hollebeek, Zillur Rahman, Imran Khan and Aaleya Rassol]. While the connection

between service and re-engagement may seem obvious, this is of significance for organizations
employing relationship marketing to build a long-term, loyal consumer base. This led me to

consider service quality potentially as part of a feedback loop, shown roughly in figure 3.
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Figure 3. Customer Brand Engagement - Service Quality Feedback Loop

CUSTOMER ENGAGEMENT (CE)

Customer Engagement (CE) proves more difficult to pin down, as there are several theories
in the literature, often with different definitions for CE. One common thread is the assumption that
customers have "something of value to add to the firm, beyond their financial patronage"

[Harmeling, Moffett, Arnold, and Carlson p.313]. Harmeling, Moffett, Arnold, and Carlson

identify these resources as network assets, persuasion capital, knowledge, and creativity. In their

examination of Customer Engagement Marketing (CEM). Hollebeek, Srivastava and Chen are

among those who simply nod to "brand-related operant resources," which in their view include
cognitive, emotional, and behavioral assets. More recent studies have begun to include social

resources as well [Hollebeek, Srivastava and Chen].




COMPETING CONCEPTUALIZATIONS OF CUSTOMER ENGAGEMENT (CE)

In a systematic and thorough study of the literature, Ng, Sweeney and Plewa attempt to

find a consensus among researchers concerning the nature of CE, but instead settle on four general
trends of study. The primary conceptualization of CE appears to be that of a behavioral
manifestation, easily measured, that extends beyond a single transaction, to include activities such
as sharing customer experiences online. Similarly, a minority of studies considered CE as a

disposition to act, observable because of the resulting behavioral manifestations.

The second most common conceptualization of CE was as a psychological state, with cognitive,
emotional, and behavioral dimensions, a nearly exact parallel to the definition of CBE [Ng,

Sweeney and Plewa]. A minority of studies viewed CE as a multi-stage process, involving

cognitive, emotional, and behavioral aspects as well as decision making stages.

COMPETING THEORIES

Ng, Sweeney and Plewa also identify several theories used among researchers, none of
which is truly predominant. There are three leading approaches however, service-dominant (SD)
logic, value cocreation, and relationship marketing. The reviewers seemed to find value in all three.
SD logic views service, rather than a product, as the basis of an exchange, whereby customers and
providers together create value. Customers are an active part of the process. Value cocreation
extends the SD logic model to consider a wider service network, in which many collaborators
interact to create value. Relationship marketing on the other hand considers value cocreation on a
buyer-seller level, evaluating this relationship over the long term, with a goal to enhance customer

relationships within multi-service organizations.

CUSTOMER ENGAGEMENT (CE) PAIRED WITH SD LoGIcC

10



Hollebeek, Srivastava and Chen attempt to address this fragmented nature of CE

conceptualization. They carefully evaluate the link between CE and SD logic concepts, developing
a framework that can be applied more generally in research. They propose five fundamental
principles of CE, based on this exploration. First, they accept CE as volitional on the part of the
customer, who invests resources into brand interactions, discarding the conceptualization of CE as
a psychological state. Second, they recognize the CE benefits as knowledge development/sharing
and the cocreation of value. However, they add that these 'benefits' may be negatively valanced,
as in the case of a negative review. Third, they recognize two processes as foundational to CE.
Customer resource integration is considered both foundational and required for CE, while
customer knowledge development/sharing is seen as conducive and sometimes coinciding with

CE.

Their fourth fundamental principle recognizes a multidimensional nature of CE, including

cognitive, emotional, and behavioral aspects while adding, significantly, a social aspect

[Hollebeek, Srivastava and Chen]. Note that the first three echo the CBE dimensions of cognitive

processing, affection, and activation. Hollebeek, Srivastava and Chen propose that the social

dimension is highly relevant for brand communities and in any service system.

The fifth fundamental principle recognizes, in service systems, the highly contextual nature

of CE [Hollebeek, Srivastava and Chen]. Foundational processes will vary, an extreme example

being within the context of a monopolistic market, where customer choice is curtailed. However,
there are a wide range of situational factors that may apply within each system. The authors again
note potentially negatively valanced interactions. In general, they surmise that negatively valanced

interactions will result in co-destruction of value, but nod to more complex possibilities. For

11



instance, a customer may have an interaction that was viewed negatively at the time, but which

resulted in an overall positive benefit later.

The final definition of CE, per Hollebeek, Srivastava and Chen, becomes "a customer's

motivationally driven, volitional investment of focal operant resources (including cognitive,
emotional, behavioral and social knowledge and skills), and operand resources (e.g., equipment)

into brand interactions in service systems."

CUSTOMER ENGAGEMENT IN ONLINE BRAND COMMUNITIES

Within the context of online brand communities, Islam and Rahman offer an intriguing

alternative model and apply it to an empirical study of Facebook users. Their study validates the
use of the Stimulus-Organism-Response (S-O-R) framework. In this model, environmental
features invoke cognitive and/or emotional responses in customers, leading to CE behaviors. They
consider the impact of information quality, system quality, interactivity, and rewards. While all
four considerations positively influence CE, information quality and virtual interactivity had the

greatest impact.

Islam and Rahman also evaluate gender differences within the results. Their findings

directly contradict some earlier studies and suggest that any online gender gap is rapidly
decreasing. System quality and content quality were deemed to be equally important among both
men and women. The researchers allow that this contradiction may be the result of different

sampling, while quickly noting those studies that corroborate their claim.

ALTERNATE FRAMEWORK FOR CUSTOMER ENGAGEMENT (CE)

Citing previous work and a review of the literature, Pansari and Kumar propose a complex

conceptual framework for Customer Engagement (CE), including such specific steps as marketing,

12



awareness and initial purchase within feedback loops based on experience and CE. They identify
the antecedents of CE to be satisfaction and emotion following an initial purchase or engagement
experience. The consequences of CE are categorized as tangible (firm performance) and intangible
(opt-in, privacy sharing, and relevant marketing). CE is broken down into two parts, direct
(purchases) and indirect (referrals, social influence, and feedback). The two antecedents of
satisfaction and emotion are moderated by influences including convenience, type of firm, nature

of industry, level of involvement and brand value [Pansari and Kumar p.300].

At the heart of their model is their theory of engagement, based on the idea that "when a
relationship is satisfying and has emotional connectedness, the partners become engaged in their

concern for each other" [Pansari and Kumar p.294]. This seems to imply an emotional

connectedness on the part of the firm as well, which is not dealt with in their study. They also
argue that relationship formation comes first, after which the process of customer engagement may

begin.

Pansari and Kumar propose the definition of CE as "the mechanics of a customer’s value

addition to the firm, either through direct or/and indirect contribution" [p.295]. This differs

significantly from the competing definition posited by Hollebeek, Srivastava and Chen. The

volitional nature of CE is not specified. They also focus on the mechanics of the customer's value
addition, whereas our earlier definition focused on the investment of cognitive, emotional,
behavioral, and social customer resources. Notably, the prior definition was limited to service

systems, whereas Pansari and Kumar are attempting to encompass all systems.

Pansari and Kumar's consideration of moderating factors provides interesting insight while

extending CE concepts across multiple contexts. For example, they propose that, in the service

13



industry, customer satisfaction complaints can probably be remedied quickly, whereas complaints
about a product cannot be managed right away, if they can be remedied at all. They then propose

that the antecedent of satisfaction will have a greater impact on CE in the service industry.

CUSTOMER ENGAGEMENT IN SERVICE (CES)

Kumar, Rajan, Gupta and Pozza develop an SD logic based framework to examine CE in

the service context, based on in-depth interviews with managers in service firms. They recognize

CE as defined by Hollebeek, Srivastava and Chen, in which customers choose to invest cognitive,

emotional, behavioral and social resources into their interactions with a brand. Based on their

findings, Kumar, Rajan, Gupta and Pozza support an interaction orientation approach to service,

in which the customer experience is prioritized. They also stress the benefit of interacting with
customers through multiple channels, including physical products, sales, direct communication,
and online experiences. Interestingly, they identify firm-related factors that moderate CES, related
to offerings, value, enablers (such as technology) and the market. These factors can decrease a

customer’s engagement.

CUSTOMER ENGAGEMENT MARKETING (CEM)

Harmeling, Moffett, Arnold, and Carlson leap from CE to Customer Engagement

Marketing (CEM), defining it as "a firm’s deliberate effort to motivate, empower, and measure a
customer’s voluntary contribution to the firm’s marketing functions beyond the core, economic
transaction" [p.317]. They propose a model for CEM based on the idea that successful engagement
marketing changes the customer's basic experience, extending the customer engagement
relationship for the long term. This change in viewpoint alters customer perceptions of the core
product, of the firm, and of their own relationship with the company. Customers may begin to feel

psychological ownership of the brand. In the absence of empirical data, Harmeling, Moffett,

14



Arnold, and Carlson propose several tenets and propositions, based on their study of existing

references.

Harmeling, Moffett, Arnold, and Carlson point out that the firm becomes something of a

pseudo-employer, implying almost an obligation to provide incentives to customers for their
engagement activities. They identify economic and symbolic rewards, but also identify amplified
voice as a customer incentive - "which captures the amplification of the customer’s engagement

efforts through the firm’s paid, earned, or owned channels" [Harmeling, Moffett, Arnold, and

Carlson p.331].

CEM initiatives fall into two categories, task-based and experiential [Harmeling, Moffett,

Arnold, and Carlson]. In a task-based scenario, the customer is rewarded in some way for
performing an engagement activity (such as posting a review). Experiential based initiatives may
include live events or online games, and generally resemble game play, as in the case of fun

quizzes. Harmeling, Moffett, Arnold, and Carlson identify four categories of engagement tools,

including amplification tools (such as re-tweeting a review), connective tools (such as online

forums), feedback tools (including polls) and creative options (think virtual design lab).

Harmeling, Moffett, Arnold, and Carlson caution that CEM efforts also expose firms to

potential risk. Amplification of customer voices may include those with negative feelings toward
the organization. Additionally, the wider net cast by customer led campaigns may attract a

customer base directly at odds with the brand's preferred image.

CONCLUSIONS
All the studies reviewed suggest that their results can be applied managerially, some

providing detailed advice. Hollebeek, Srivastava and Chen perhaps listed the most specific and

15



immediately applicable advice, which is short-listed and highly paraphrased here. They
recommend tracking and analyzing customer perceptions online or through direct communication,
they suggest using social campaigns (on and off-line) to spread brand knowledge, and they highly
recommend personalized content marketing to stimulate value cocreation and social interaction.
Companies are encouraged to offer incentives for participation, provide relevant learning
resources, and build online communities. When developing new offerings, customer
collaborations can be useful as well as an excellent means of increasing engagement. Managers
are advised to continually re-assess their CE activities, making corrections, and considering cost

versus gain.

Islam and Rahman offer advice specific to online brand communities, relevant parts of

which are paraphrased here. Virtual interactivity and quality of information are prioritized, while
customer participation rewards and system quality are also noted as vitally important. Customers
should be encouraged to share their questions, opinions, and knowledge, with quality control
implemented to filter out undesirable or unreliable information. Navigation and search tools should
be convenient, with information organized to highlight the most recent and individually relevant
information, while making it easy to follow discussions. They recommend awarding badges to
leading contributors along with random drawings for prizes or special offers. To gather opinions,

they recommend short, interactive quizzes.

Kumar, Rajan, Gupta and Pozza offer specific, service-related advice to managers. Most

notably, they stress the need for consistency in service experiences. As such, they recommend

evaluating every service instance and aiming for continual improvement.
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Harmeling, Moffett, Arnold, and Carlson add some unique insight, by suggesting that, in

addition to the CE and marketing benefits, amplification of customer voices may act as a customer
reward. When developing experiential based engagement initiatives, they recommend applying
game design principles. And while it may seem obvious, they remind us that companies will need

to identify what resources customers have to offer, to fully leverage those resources.

FURTHER RESEARCH
With conflicting definitions and competing theories within the Customer Engagement (CE)

research, there is plenty of further research to be done. Hollebeek, Srivastava and Chen, while

attempting to address the need for a consistent model of CE, identify a rich environment for further
research, as each of their proposed fundamental principles require validation. Similarly, the new

conceptualization of Customer Engagement Services (CES) proposed by Kumar, Rajan, Gupta and

Pozza, the Customer Engagement Marketing (CEM) model proposed by Harmeling, Moffett,

Arnold, and Carlson and the alternate framework for CE proposed by Pansari and Kumar all

require refinement and validation as well as application to different contexts and application to

wider contexts. Particularly, there is a lack of empirical research to complement these proposals.

Hollebeek, Srivastava and Chen suggest that networked settings, the use of big data,

marketing performance over time, and the performance of organizations are topics open to further
research. On a more specific level, the non-positive expressions of CE are largely unstudied [Ng,

Sweeney and Plewa]. Potentially, difficult to measure factors such as emotion or satisfaction could

be analyzed through attitudinal and behavioral data [Kumar, Rajan, Gupta and Pozza]. Finally,

there is a lack of diversity among the methodologies employed to study CE topics, as most research

is survey based [Ng. Sweeney and Plewa]. Perhaps further study will eventually build a consistent

conceptualization of CE and CE related topics.
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III. METHODS

This study involved qualitative research in the emerging field of Customer Engagement,
with particular interest in Customer Brand Engagement. The methodology of Grounded Theory
was applied, and this research structured my work. An exploration of the literature revealed a
shortage of scholarly articles specific to Customer Brand Engagement, but an expanded search
involving engagement and Customer Engagement revealed a rich field of study from which to

learn.

As a first step, I studied all of the recent scholarly articles I could find on Customer Brand
Engagement. I soon became mired in the details of a complex and still evolving field, until I
decided to put the articles in chronological order by date published. This revealed a progression of
ideas that was easier to follow. Additionally, I created diagrams to visually describe how the
various aspects of Customer Brand Engagement relate to each other, as determined by the
researchers. These diagrams are included in the literature review. As I expanded my studies to
Customer Engagement in general, I again ordered the articles chronologically and found that I
could find common themes, even among writers with very different approaches, which are
discussed at length in the literature review. I was able to select from the available material a
sampling of the most recent, competing theories and round out my research by including timely,

empirical studies as well.

From these articles, I drew specific recommendations that can be applied by any
organization seeking to maximize Customer Engagement in powerful and positive ways. Engaged
customers generally provide "longer-lasting, stronger, more stable relationships, greater customer

contributions and responsiveness, increased referrals, customer advocacy and retention rates, and
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higher stock return" [Hollebeek, Srivastava and Chen]. These recommendations are included in

the branding package I created for OWL.

To inform my work on the branding package, I reviewed branding efforts among other
children's museums in New York State, almost entirely online. As revealed in my research,
consumer involvement is the one definitive antecedent of Customer Brand Engagement

[Hollebeek, Glynn & Brodie]. For this reason, I was particularly interested in how these museums

encourage customers to get actively involved with their organization. I gathered visual images
together into mood boards, identifying successful design trends that would work well with the
current OWL logo, which determined the general color scheme. As I approached each section of
the branding package, I weighed the existing OWL material and my ideas against the Customer

Engagement recommendations identified during my research, whenever applicable.

Koch Geometric Ultra

OWL

Segoe Ul Black
Oneonta World of Learning Oneonta World of Learning (Calibri Bold)

The Childrens Museum Project
The Children’s Museum Project (Calibri Bold Italic)

#F23D4C K #1F67A6 Lk #9ABF49 #F2F2F2 L #0DODOD K

Figure 4 Logo Mood Board
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IV. RESEARCH OUTCOMES

The following pieces make up the comprehensive branding package created for Oneonta
World of Learning (OWL). Pictures of the artifacts are included where appropriate. A PDF file of

the branding package is also provided.

INTRODUCTION

Oneonta World of Learning (OWL) is a not for profit children’s museum in Oneonta, NY,
registered with the NYS Board of Regents. As a community resource dedicated to promoting
learning through play with children and their caregivers, successful customer engagement requires
inspiring families to get off the couch and come into the museum. This branding guide has been

created to help the board of directors in their efforts to effectively brand and market the museum.

MISSION STATEMENT

As described on their website, OWL “is a community resource that provides an interactive
and engaging environment for play and exploration.” The kid-friendly exhibits are meant to be
hands on and are designed to foster parent-child interaction and learning through play, with clear

educational goals [Oneonta World of [earning].

VISION STATEMENT

From the OWL website: “We envision a world where children will grow to be creative,
confident, and caring members of society by discovering the essential components of community.
Children will become active problem-solvers through invention and guided play. Far from being
controlled play, guided play simply means that a minimum of inspiration, ideas, or parameters will

be provided to engage children’s interest in an activity.”

CORE VALUES
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Adherence to the following core values will help OWL fulfill its mission:

e Community Collaboration

e Welcoming atmosphere

e (elebrating diversity

e Affordable, often free

e Hands on learning

e Promoting caregiver and child interactive learning
e Guided play

e Responsible spending/shoestring budget

e Playgroups

BRAND STORY

Completely volunteer run, OWL is the manifest dream of a coalition of local parents,
teachers, and professionals within the greater Oneonta area who recognize the central importance
of playtime and family time for childhood development. OWL’s earliest endeavors built on
community collaboration and brought to life some phenomenal outreach programs, some of which
have become signature events, including March Musical Madness, Paintfest! and the Annual Ice
Cream Social. OWL first opened its doors on Main Street in Oneonta, as a small pop-up play space,
known for unique educational programs and free play. Soon OWL would spread its wings and
move to the house next to the Town of Oneonta’s Fortin Park. Always operating on a carefully
managed shoe-string budget, OWL has managed to weather the economic woes shared by all
Upstate NY non-profit organizations. Future hopes include completing the renovation of the

building, hiring a full-time museum director, and expanding regular free play hours.
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BRAND PERSONALITY/VOICE
The following adjectives describe what OWL is and what OWL is not:

What OWL IS:

e A community resource
e A play space

e Friendly

What OWL is NOT:

e A tourist trap
e A daycare

e A place to ignore your kids

TARGET AUDIENCES

e Local families with young children
o New to the area, may be employed by local colleges
o Long-time local families
o Variety of financial backgrounds
o Variety of educational backgrounds

e Visiting families
o Summer/second-home owners
o Tourists exploring the Cooperstown area who dine or stay near Oneonta
o Families of children attending baseball camp

e Among these groups are a variety of audiences

o Millennial moms
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o Gen-X moms

o Dads

o Grandparents

o Parents who work outside the home

o Hispanic, Black, Latino and minority community members
o Non-traditional family units

o Special needs caregivers

o Homeschool groups

o Teachers and local schools

o Head start and childcare groups

o The children themselves

LoGo

OWL Board members expressed happiness with their existing, full color logo but found
the non-vector format limiting. For this reason, new versions of the logo have been produced, in
vector format. Additional black and white, coloring book, and miniature versions have been

created. Logo files were created in Adobe Illustrator and exist in PDF and EPS file formats.

LOGO DIMENSIONS
The full-sized logo relative dimensions are § units wide by 6 units high, which is important

to prevent the images from being stretched or distorted.

LoGO FONTS
The words “Oneonta World of Learning” are in Myriad Variable Concept Bold, while the

words “The Children’s Museum Concept” are in Akagi Pro Bold Italic. Both fonts are available
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for use within Adobe products. The large blue “W” and “L” are in the Koch Geometric Ultra font,

available from Fontspring for $12 [Fontspring].

LOGO PRINTING
Whenever a logo image is going to be used in a printed format, the .eps file of the image,
which can be resized as needed, must be provided to the printers. Similarly, any large-scale signage

must be created from the .eps file.

Color Logo

Oneonta World of Learning

The Childrens Museum Project

Figure 6. Color Logo
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LoGo COLORS

Dominant logo colors are listed here.

e Brown #BF9278

e Light Brown #D9C3A9
e Black #231120

e Blue #1F67A6

e Red #F23D4C

e Grey #F2F2F2

e (Green #9ABF49

e Purple #8C3494

o Light Blue #2A8CCA

e Lightest Blue #64A4D4
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BLACK AND WHITE LOGO

Oneonta World of Learning

The Childrens Museum Project

Figure 7. Black and White Logo
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COLORING PAGE L0OGO

~c:5

Oneonta World off Learning
The Childrens Museum Project

Figure 8. Coloring Page Logo
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FAVICON
The ‘favicon’ below is for display in the tab of the browser when the OWL website is active

in the browser. The image sizing is 2 units high by 2 units wide.

Figure 9. Favicon

29



COLOR PALETTE
Below are the basic colors in the color palette and their conversions. The colors are faded

from 0%, 25%, 50%, and 75% transparency. Color conversions are gathered from Pantone.com

and RGB.to [Pantone, RGB].

#231F20 H#1F67A6 #F23DAC HF2F2F2

Figure 10. Color Palette
e Black — printed words, outlines, logo
o PANTONE 20-0199 TPM Darkest Hour
o CMYKO,11,9,86
o Hex #231F20
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o RGB 35,31, 32
e Blue —used in the logo, emphasized words on the website
o PANTONE 2151 C (Closest Match)
o CMYK 81, 38,0, 35
o Hex #1F67A6
o RGB 31,103, 166
e Red —used in the logo and as a highlight on the website
o PANTONE 1788 C
o CMYKO,75,69,5
o Hex #F23D4C
o RGB 242,61, 76
e Green — used in the logo, buttons on the website
o PANTONE 4212 C (Closest Match)
o CMYK 19,0, 62,25
o Hex #9ABF49
o RGB 154, 191,73
e Off-White — neutral color for backgrounds, especially the website
o PANTONE 663 C
o CMYKO0,0,0,5
o Hex #F2F2F2

o RGB 242,242, 242

31



TYPOGRAPHY/FONTS

The fonts used in the logo are Koch Geometric Ultra, Akagi Pro Bold Italic, and Myriad
Arabic Bold. Koch Geometric Ultra is available from Fontspring for $12, the others are Adobe
fonts, also not readily accessible to everyone, unless using licensed Adobe software. Examples of
each font are included here, along with suggested similar fonts that are available for use in

Microsoft Word.

Koch Geometric Ultra, used in the large W and L, is similar to Segoe UI Black. The most
important difference is that in Koch Geometric Ultra, the tops of the letters are canted in a fun
way, whereas the tops are just flat in Segoe UI Black. Either of these fonts are recommended for
use in large titles and stand out print, but sparingly. The Koch Geometric Ultra font is not
recommended for online use, unless it is first saved in a picture format. Web browsers often replace

uncommon fonts with other versions and might not display this font as expected.

abcedefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789 ('@#5$%&.,2:;

Figure 11. Koch Geometric Ultra

abcdefghijkilmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789(!@#$%.,2:;)

Figure 12. Segoe Ul Black
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Akagi Pro Bold Italic is rather like Calibri Bold Italic and is used in the lower byline of the
logo. Some obvious differences include a more modern lower-case a and g, a rounded lower-case
b, and flares on the lower-case k and y. Because of readability issues with both of these fonts, they
are recommended for limited use, as when adding a byline for emphasis when the print will be
large enough to compensate for readability. The Akagi Pro Bold Italic is not recommended for
online use, other than in picture format, so that web browsers will not replace it with an

unpredictable alternative.

abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789(!@#$%.,?:;)

Figure 13. Akagi Pro Bold Italic

abcdefghijkimnopqrstuvwxyz
ABCDEFGHI/IKLMNOPQRSTUVWXYZ
0123456789(!@#5%.,?:;

Figure 14. Calibri Bold Italic
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Myriad Pro Bold is very similar to Calibri Bold. It is used in the main words in the logo —
‘Oneonta World of Learning’. Differences include sharper corners and a more friendly lower-case
g. Because these are the most readable fonts from our selection, they are recommended for most
uses. Because it is less common, Myriad Pro Bold should not be used in online settings, other than
in pictures, so that the web browser cannot replace it with an unknown font. Calibri Bold is
recommended for headings and titles; its relative Calibri is well suited to paragraph text both online

and in print.

abcdefghijkimnopqrstuvwxyz
ABCDEFGHUKLMNOPQRSTUVWXYZ
0123456789(!@#$%.,?:;

Figure 15. Myriad Pro Bold

abcdefghijkimnopgrstuvwxyz
ABCDEFGHUKLMNOPQRSTUVWXYZ
0123456789(!@#5%.,?:;)

Figure 16. Calibri Bold
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SUGGESTED IMAGERY
The following is a selection of imagery from the current OWL website and Facebook feed,

which I think is already very appropriate.

Figure 17. Selected Imagery
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WEBSITE MOCKUP

The website landing page mockup was created in PowerPoint and exists in PNG file format.
Note the use of an owl favicon on the browser tab. The background is a neutral color with light
echoes of the confetti from the OWL logo. This background will help to fill up otherwise awkward
screen space when viewed on differently sized screens. The menu bar has been simplified and
changed in color to match the logo. Each button would include drop down menus to accommodate
all of the information from the current website. Location, contact information and pricing is front
and center, as are links to Facebook and Twitter. There is room for Pinterest and Instagram icons,
if desired. The central blue area is reserved for recent updates. A goal is to reduce viewers’ need
to scroll down the page to find pertinent information. There is a row of pictures shown along the

bottom — I recommend incorporating a scrolling picture bar there with links to a photo library.
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8 vome - oneonta world of Learn x4 = 0 X
« C @ oneontaworldoflearning.com * @ :

5 Apps grad school minecraft Other bookmarks

Oneonta World of Learning
Enriching Life Through Play!

607-431-8543 (Voicemail Only)
WorldOfLearning@Live.Com

Play with us!
167 Youngs Road, Oneonta NY
Admission By Donation

* %k %

Currently closed due the

Global Pandemic
% % %k

Follow us on Facebook for

FREE: Child-Parent Playgroup updates!
for families of children with

special needs

Figure 18. Website Mockup
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BUSINESS CARD
The business card was created in Adobe Illustrator and is 3.5 by 2 inches in dimension.
The card features the new color logo over a grey background. The business card is provided in

EPS and PDF file format.

Oneonta World of Learning
Enriching Life Through Play!
‘ OneontaWorldOfLearning.Org

167 Youngs Road
Oneonta, NY 13820

Rachel Rissberger
President of the Board
607-431-8543 (Voicemail)

Oneonta World of Learning OwlBoardPres@gmail.com

The Childrens Museum Project

Figure 19. Business Card
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FACEBOOK PROFILE AND BANNER

The existing OWL Facebook Profile picture, shown here for reference, is fun and
appropriate. A new Facebook or Twitter Profile picture is also provided, based on the logo and
sporting the neutral grey from the color palette in the background. The profile picture is provided
in PDF and EPS file format. The recommend size for a profile image picture is 180 x 180 px (just

short of 2 x 2 in) [Lewin].

Figure 20. The Current OWL Facebook Profile Picture

(o)le )

S )

)

Figure 21. New Twitter Profile Picture
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The following suggested Facebook (or Twitter) Banner image is from a photo on the OWL

Facebook page. The recommended size is 820 x 312 px (about 8.65 x 3.25 in). The organization

does a good job of updating the banner image on a regular basis.

Figure 22. Facebook Banner Image

PROSPECTUS

A layout for a nonprofit fundraising prospectus is provided, with a sample cover letter. The
layout is a Word document, for easier editing by OWL personnel. The purpose of this document
is to introduce funding opportunities to potential donors. There are five sections in the document,
including an organizational overview, a description of a community need, the project or program
that will address this need, a breakdown of the financial support required, and expectations of

success [Smith]. Pictures within the documents were drawn from OWL archives.
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Oneonta World of Learning
607.431.8543 (Voicemaif)

[Date]

[Donor Name]
[Donor Address]

Dear [Donor Title and Name],

Oneonta World of Learning (OWL) is a children’s museum next to Fortin Park, Oneonta NY. Perhaps best known for our
signature events, including Paintfest!, the Annual Ice Cream Social, and March Musical Madness, OWL has been bringing
children and their caregivers together for active playtime for over a decade.

We are launching an exciting project in 2021! [Describe in a few sentences)
Thank you for your time and your ongoing support for our wonderful community,

Sincerely,

[Board Member Name]
[Board Member Title/Position)

Figure 23. Prospectus cover letter
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Who We Are

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua. Sagittis vitae et leo
duis ut diam. Praesent tristique magna sit amet purus gravida quis.
Quam lacus suspendisse faucibus interdum posuere. Tellus id interdum
velit laoreet id donec ultrices. Tortor at auctor urna nunc id cursus.
Magna fermentum iaculis eu non diam phasellus. Laoreet sit amet
cursus sit amet. Felis eget velit aliquet sagittis id consectetur faucibus.

Why it MATTERS

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna
aliqua. Sagittis vitae et leo duis ut diam. Praesent tristique magna sit amet purus gravida quis. Quam lacus suspendisse
faucibus interdum posuere. Tellus id interdum velit laoreet id donec ultrices. Tortor at auctor urna nunc id cursus.
Magna fermentum iaculis eu non diam phasellus. Laoreet sit amet cursus sit amet. Felis eget velit aliquet sagittis id
consectetur purus ut faucibus. Vitae tortor condimentum lacinia quis vel eros donec ac. At consectetur lorem.
donec massa sapien faucibus. Sem integer vitae justo eget magna fermentum iaculis eu non. Sit amet volutpat

Figure 24. Prospectus Page 1
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What We Are Doing

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Sagittis vitae et leo duis ut
diam. Praesent tristique magna sit amet purus
gravida quis. Quam lacus suspendisse faucibus
interdum posuere. Tellus id interdum velit laoreet
id donec ultrices.

Tortor at auctor urna nunc id cursus. Magna
fermentum iaculis eu non diam phasellus. Laoreet
sit amet cursus sit amet. Felis eget velit aliquet
sagittis id consectetur purus ut faucibus. Vitae
tortor condimentum lacinia quis vel eros donec ac.
At consectetur donec massa sapien faucibus. Sem
integer vitae justo eget magna fermentum iaculis
eu non.

Sit amet volutpat consequat mauris nunc congue
nisi vitae. Malesuada proin libero nunc consequat
interdum varius. Erat nam at lectus urna duis
convallis convallis tellus. Enim blandit volutpat
maecenas volutpat blandit aliquam etiam erat. Sed
arcu non odio euismod lacinia at quis risus.

Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Sagittis vitae et leo duis ut
diam. Praesent tristique magna sit amet purus
gravida quis. Quam lacus suspendisse faucibus
interdum posuere. Tellus id interdum velit laoreet
id donec ultrices.

Tortor at auctor urna nunc id cursus. Magna
fermentum iaculis eu non diam phasellus. Laoreet
sit amet cursus sit amet. Felis eget velit aliquet
sagittis id consectetur purus ut faucibus. Vitae
tortor condimentum lacinia quis vel eros eu non.

At consectetur donec massa sapien faucibus. Sem integer vitae justo eget magna iaculis eu non.

Figure 25. Prospectus Page 2
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“Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
Sagittis vitae et leo duis ut diam. Praesent
tristique magna sit amet purus gravida qui.”.

-From xxxyyyzzz

Envision Success

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut labore et dolore magna
aliqua. Sagittis vitae et leo duis ut diam. Praesent tristique
magna sit amet purus gravida quis. Quam lacus
suspendisse faucibus interdum posuere. Tellus id interdum
velit laoreet id donec ultrices. Tortor at auctor urna nunc id
cursus. Magna fermentum diam phasellus. Laoreet sit
amet cursus sit amet. Felis eget velit aliquet sagittis id
consectetur purus ut faucibus. Vitae tortor condimentum
lacinia quis vel eros donec ac. At consectetur lorem
donec massa sapien faucibus. Sem integer vitae justo eget
magna fermentum iaculis eu non. Sit amet volutpat
consequat mauris nunc congue nisi vitae.

maecenas volutpat blandit aliquam etiam erat. Sed arcu
non odio euismod lacinia at quis risus. Et pharetra.

Figure 26. Prospectus Page 3
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LOREM IPSUM

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut
labore et dolore magna aliqua.
Sagittis vitae et leo duis ut diam.
Praesent tristique magna sit amet
purus gravida quis. Quam lacus
suspendisse faucibus interdum
posuere. Tellus id interdum velit
laoreet id donec ultrices. Tortor at
auctor urna nunc id cursus. Magna
fermentum iaculis eu non diam
phasellus.

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut
labore et dolore magna aliqua.
Sagittis vitae et leo duis ut diam.
Praesent tristique magna sit amet
purus gravida quis. Quam lacus
suspendisse faucibus interdum
posuere. Tellus id interdum velit
laoreet id donec ultrices. Tortor at
auctor urna nunc id cursus. Magna
fermentum iaculis eu non diam
phasellus.

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut .

Oneonta World of Learning

167 Youngs Road
Oneonta NY 13820

607-431-8543 (Voicemail)




BRAND ENGAGEMENT TACTICS
The following is a list of brand engagement recommendations gathered from scholarly articles.
This list should not be considered comprehensive. OWL board members will need to tailor and

prioritize these suggestions to fit their time, goals, and budget.

¢ Build online communities [Hollebeek, Srivastava and Chen)].

e Provide relevant learning resources [Hollebeek, Srivastava and Chen].

e Apply game design principles when developing experiential based engagement initiatives

[Harmeling, Moffett, Arnold, and Carlson].

e Content marketing should be personalized [Hollebeek, Srivastava and Chen].

o This can encourage customers to interact socially and cocreate valuable

content/interactions/feelings [Hollebeek, Srivastava and Chen].

e Use social campaigns (online and off-line) to spread brand knowledge [Hollebeek

Srivastava and Chenl].

o The ‘Share a Coke with’ campaign by Coke is an example of an off-line social
campaign.
o Weekly themed content that encourages sharing is an example of an online social
campaign.
e Encourage customers to share questions, opinions, and knowledge, but implement quality

control to filter out undesirable/unreliable information [Islam and Rahman)].

o Offer incentives for customer participation [Hollebeek, Srivastava and Chen].

o Consider awarding badges to leading contributors [Islam and Rahman].

o Consider offering random drawings for prizes or special offers [Islam and

Rahman].
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o The amplification of customer voices may act as a customer reward [Harmeling,

Moftett, Arnold, and Carlson].

Work with customers when developing new offerings [Hollebeek, Srivastava and Chen].

o Customer collaborations not only create valuable content but can also be an

excellent means of increasing customer engagement [Hollebeek, Srivastava and

Chen].
Customer participation rewards and system quality (website/platform) are vitally
important, but virtual interactivity and quality of information are more important [Islam
and Rahman].
Website navigation and search tools should be convenient, with information organized to
highlight the most recent and individually relevant information, while making it easy to

follow discussions [Islam and Rahman)].

Take time to identify the resources that customers can offer, to better leverage those

resources [Harmeling, Moffett, Arnold, and Carlson].

Customer perceptions should be tracked and analyzed online or through direct

communication [Hollebeek, Srivastava and Chen].

o Customer comments, surveys and reviews can be used. Social media sites often
offer tools to track customer interactions.

o Short, interactive quizzes can gather feedback online [Islam and Rahman].

Strive for continual improvement and consistency in service-related experiences [Kumar

Rajan, Gupta and Pozza].

o Ideally, every service instance is evaluated [Kumar, Rajan, Gupta and Pozza].
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o Continually re-assess the success of customer engagement activities [Hollebeek

Srivastava and Chen)].

o Cost versus gain should always be considered [Hollebeek, Srivastava and Chen].

V. CONCLUSIONS AND FUTURE OUTLOOK

Through this project I have deepened my personal understanding of Customer
Engagement, especially as it relates to branding and marketing. Additionally, I have identified
Customer Engagement tactics that can be employed by any company seeking to broaden the impact
of their brand. Oneonta World of Learning (OWL) has been provided with branding
recommendations as well as specific artifacts that can be used to strengthen their relationships with
customers and the community they serve. It has been both a challenge and a pleasure creating these

artifacts, and I hope to apply what I have learned to future endeavors.

My review of the existing literature revealed a rapidly evolving landscape for Customer
Engagement research, with various theories competing to best explain the mechanics of customer
engagement in a marketing environment that is evolving and changing even as I write this. New
and detailed empirical studies are needed to better inform or refute proposed conceptualizations of

Customer Engagement and related topics.
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