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BRAND RESEARCH FINDINGS

LOW AWARENESS

Brand Awareness by Program

Members of the public that indicated familiarity with the
following programs:
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Brand Identification by Program

Members of the public familiar with and able to correctly identify the main
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i purpose of the following programs:
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DIFFICULT TO EXPLAIN QPR hevoentexpand with the

current brand; the brand needs

to move to this century.”
of grantees and sponsors say it can be difficult to explain 1 /0

the AmeriCorps and Senior Corps programs.
h of applicants did not have a clear

understanding of all the
opportunities to serve with
AmeriCorps and Senior Corps.

In the name CNCS, the name
corporation is very confusing.”

OPPORTUNITIES & STRENGTHS

" You need to take the hits up front
( APPLY NOW ) to make it better in the long run.”

. AmeriCorps or Senior
of our network™ believes that stronger brand P

awareness would make a positive impact on L ORI
. P P family member.
recruitment.
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*The survey to our network included current grantees, sponsors, members, volunteers, and alumni





