
MARKETING & POSITIONING TO 
NON-CAMP FAMILIES



About Us

Eric Wittenberg

- Elmwood Day Camp
- Woodmont Day Camp
- Berkshire Soccer Academy for Girls
- Camper Machine Operations (CMO)

Andy Pritkin

- Liberty Lake
- Everwood Day Camp
- Day Camp Podcast
- New Jersey Renaissance Faire
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Slides: www.campermachine.com/ACA2020



But Most Kids Don’t,
4 out of 5 Children Don’t Currently Attend.
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We Know & Love Camp



Positioning & Marketing 
to Non-Camp Families
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Test, Learn & Repeat
- Creating Content
- Language
- Events & Programs

THe Landscape
- Camp in the World
- Family Histories
- What REALLY matters

The Process & Principles
- Framework for Personas
- Insights & Feedback
- Updates



1.
Non-Camp Families

The Landscape of Life Outside of Camp
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More Than One Way to 
Enjoy Your Summer



We’ve Got to Speak 
The Same Language
- Group Differences
- Non-Threatening
- Different Species
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A Movie(frame)of 
Reference

- Mass Media
- Camp in the Public
- Camp is Seen as 

Dangerous & 
Unnecessary
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Parent Backgrounds
- The Lead Shopper
- Their Childhood 

Summers
- Spouse & Extended 

Family Summer 
History
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The News Cycle of Camp
- Huff Posty Headlines
- Drownings
- Annually Renewed
- Most Importantly,     

Be a Safe Camp
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The Reality & Legality
- Know the stats
- Have a plan
- Share what you do to 

protect the kids
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They Don’t Know What 
They Don’t Know, Yet.

- Lifeguards
- Health Staff
- Reality of Accidents
- Safe(er) with Regulations
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“The MOST IMPORTANT THING You can do 
for your camp’s success is to have a 

GREAT SUMMER.”
- Andy P.
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 The options that the kiddies have in their elective opportunities is also the most impressive of any camp I've ever seen. LLDC is just so 

far ahead of other traditional day camps in its programming. Finally, the philosophy surrounding the CIT program is so spot on for 

what my middle daughter, a rising freshman in high school, needs for the summer. " Such a wide variety of activities that are offered         

"all factors created a better overall package, facility options were best” Reputation and bussing    Personal referral  Reputation 

and willingness to help us financially so we can provide our daughter with the experience of a lifetime "Elective options, inclusive 

philosophy, outdoors ”      Reputation and chance for kids to try all sorts of new things     Reputation and location    Reputation

Great reviews    Recommendation   "The recreation camp was all field trips, no character building.”  "This seemed like the 

most fun and active camp, which we prioritized over cost and proximity.”     Your camp seems to value friendship and inclusion 

above all.  Nice!!!      Reputation        Programs available     "Amazing inclusion program, Son loved his visit! ”    reputation 
"Partial tuition covered from perform care,  and the great reputation of the inclusion program”     Friends recommended  -we won a 

gift certificate        because of the TV commercial    Employment and referrals   Full day program and outdoor camp electives    

"Facility looks great, variety of experiences, value based " "Online/Facebook comments and reviews, program info online"

Time to upgrade to a program that offered variety to get E to try new thing "Reputation of the program”      
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People Are Talkin’



2.
Get to Know Your Families
Creating User Personas & Positioning 

Your Camp to be a Solution



Both Hired for Unlikely “Jobs”
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McDonalds MilkShakes 
& Summer Camp



How Is Your User Thinking about Camp?
Remember, it’s not what YOU think
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The 5 Rings of Insight
- Adele Revella “Buyer Personas”
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What makes this *problem* an urgent priority this family?
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What are this family’s expectations for success?

What barriers prevent this family from choosing you?

What process makes it easy for this family to choose you?

What criteria does this family use to compare options?



Create Personas
- The names are fake, 

the way they think and 
feel are real.

- Use real data from 
your DB

- Make use of your 
seasonal checkpoints to 
gain insights
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Features vs. Benefits
● Features:

○ 5 Pools  & 25 Lifeguards
○ Ropes Course with 12 Elements

● Benefits:
○ Hotel Pool Proofed Kids
○ Risk-Taking & Confidence = 

(won’t live at home @ 40y/o)=
○ Good Parent Social Status
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Love the Data
Get the qualitative & quantitative story 
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3.
Now What

Applying this to Your Camp



Create Campaigns
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Message
Tailored to a 
specific 
age/geo/type

Media
Web, PDF, Video 
that is clear & 
compelling

Measure
Year over Year 
Data and indiv. 
Campaigns



Segmentation
Referrals From
Camp Families
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Website 
Leads (x 4)

Geo / 
School

Lead Magnet 
Download
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A Word on ‘Word of Mouth’
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How Are You Tipping the Scale?

How a *Prospective* Camp Parent Calculates the Benefit of Camp
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It’s your job, not the camp 
family’s job!

Andy: andy@libertylakedaycamp.com    @libertylaker1
Eric: eric@campermachine.com             @campermachine

Slides: campermachine.com/ACA2020
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Why Is It So Hard To Explain Metaphors to 
Cleptomaniacs?
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Bonus #CampJoke



Map Out the Steps to Registration, 
Then Edit to Reduce Friction
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Lead Experience
Referrals, 3rd Party Networks, 

Advertising. Understand how 
prospective families find you. 

Influencers (IG and not IG).

Make A Decision 
About Registration
When, where and how 
does a first time family 
register.

Being In the Community
From Re-enrollment to referring other new families after 

 Customer 
Journey



The Job of the Milkshake
Priority

Makes Ride Less Boring & 
Not as Hungry at 10am.

Success 
Lasted Long in Car & 
Cleaner than Bread

Perc. Barriers

No Time to Make at 
Home. (Not Price)
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Buyer’s Journey

Different Buying Time of 
Days. Kids vs. Adults.

Decision Criteria

Reliability, Affordability & 
Location of Drive-Thru.


