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ldentify and establish branding and
theming opportunities in facilities

Understand how branding and theming
adds value to the leisure experience

Using branding and theming to create
desirable “third places”

Color theory Iin collegiate facilities

Understanding the “additional” cost of
branding & theming

Sharing a recent example
Presentation Objectives
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The Power of Branding



The Power of Theming



Our Blank Slate



Recreation’s Long Term Connection to
Athletics & Academics

Fear of Cost
Aversion to Risk
We Think it Gets Tired

Why We Haven't Branded
& Themed Before






Branding Strengthens Relationships



Branding Helps Build Community



Branding Underscores Traditions &
Shared History



What is all the Talk About



e Branding is the sum of your organization’s
value - proposition: products, services,
facilities, advertising, people, positioning
and culture represented in a distinct mark.

What is Branding



The Real Power of Branding



 Theming is a recurrent idea or motif used
to project a message or continuous
environment.

What Is Theming?



Subtle & Extreme Themes



o Third place is the place behind your home

(first place) and your work (your second
place)

 These are the informal places where
people gather to develop friendships,
discuss issues and interact with others.

 \Where everybody knows your .....

What Is Third Place?



Third place as a stage for
engagement

Third place as destination place
to learn

Third place as a place to share
experiences

Third place as a place to
celebrate and compete

What is the role of third place



Accessibility
Activity

Comfort
Sociability

Four Key Qualities Of Successful Places




Comfortable Seating
Good Lighting

Something To See

Safe

Something To Eat & Drink

Something To Do e - B

Features of Successful Places



Image & Identity are essential to
successful places



Every Space Can Tell a Story



Look for Unusual Opportunities



Outcomes
— Repeat Business
— Spreading the Word

Preferred Behavior

— Less Damage

Organizational Values _
— Expressed as Quality& Service

Community (Campus) Mission & Vision

What Is Your Message?



Brands Establish Presence






Selling Special Experiences
Making The Most Of Leisure Time
Heighten Self-Esteem

Foster Sense Of Belonging
Benefits Of Membership

Strengthens Long Term Connection
(Commitment) to the Institution

Adding Value






Blending Themes & Brands



Communicating Traditions






Image & Identity Communicate
Expectations












Use Themes to Communicate the
Experience



Themes Can Create a Distinct
Ambiance















Finishes & Window Treatments



Site Amenities



Flooring Graphics
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Communicate With Color



Color Affects Branding & Corporate
Image

Color Increases Branding Awareness
80% of Visual Image is Color Dependent
Color Engages & Increase Participation

Color Effects



Age, Gender, Nationality Affect Color
Response

Culture, Psychology, Physiology Affect
Color Response

Warm Colors vs Cool Colors are
Preferred iIn Room Studies

Men Like Blue — Women Like Red

Pink Locker Rooms Reduce the Desire to
Compete

Don’t eat Blue Food
Color Choices



Architects Responding to Cultural Trends
60’s & 70’s Institutional Color

80’s Primary Colors
90’s “The White Box”
00’s Quality Colors

Color History in Rec Centers



Red

Orange

Green
Blue

Purple

Black

Energy, Strength, Power, Desire, War
Joy, Enthusiasm, Creativity, Success
happiness, Intellect, Energy, Sunshine
Fresh, Fertility, Growth, Money, Greed
Depth, Stability, Trust, Wisdom, Heaven
Power, Nobility, Luxury, Ambition
Goodness, Innocence, Purity, Virginity

Power, Elegance, Formality, Death, Evil

Color’s Effect



Significant Data Links Sales & Color
Significant Data Links Color to Emotions
No Data Linking Color & Fitnhess Activities

Research Indicates Yellow is the ONLY
Color That Generates Muscle Activity

Color Theory?



Square Foot Cost
From Data Base

Independent Quantity Take-
Off Estimate

Add/Deduct Alternates

The Cost of Branding &Theming
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Campus Recreation Services (CRS)
Red Rock Outfitters

Canyon Climbing

Bonneville Trails

Mountain View Café

Subway Leisure Pool

Theming Names



Theming Images



Railing - Branding



Concourse Windows



Red Rock Outfitters



Control desk - Rock



Control Desk - Strata



Control Desk - Stone



Lounge Fireplace



Outdoor Climbing



Pool Layout



Final Concepts



Final Concepts



Final Concepts



Final Concepts



Final Concepts



 Branding & Theming

Connects us to our
Institution

Positively effects
behavior

Doesn't cost that much

OK if linked to athletics

Creates memories and
experiences

Increase potential use




Diane Dahlmann — Mizzou

Rick Cravens — Columbus State

Mary Bohlig — U of Utah

Gene Sherry — Columbus State

Andy Darling — Marshall University

Laurie Betting — University of North Dakota
Linda Knight — William & Mary

Thank You



Very Much

Question & Answers





