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a Katie Lambert climbs the Romantic 
Warrior (5.12) on Warlock Needle, 
Needles, Sequoia National Forest, CA.  
AAC member Ben Ditto
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a Sean Villanueva O'Driscoll works the flute 
and his stemming calves in Joshua Tree, CA. 

AAC member Ken Etzel @ken_etzel

WHO WE ARE
We’re climbers. We’re ski mountaineers. We’re 
trail runners and backpackers, travelers and 
adventurers. We’re your friends, your belayers, your 
advocates, your outfitters, and your rescuers.

We’re just like you.

The American Alpine Club, established in 1902 by 
the nation’s leading climbers and conservationists, 
promotes and preserves the climbing way of life. We 
provide knowledge and inspiration, conservation 
and advocacy, community and logistical support for 
American climbers both domestically and abroad.

We are the largest community of climbers 
and outdoor enthusiasts in the country—
specifically run for climbers, by climbers. Our 
mission is to support our shared passion for 
climbing and respect for the places we climb.

Today, the American Alpine Club serves over 
22,000 members nationally, and growing. 
Together, we’re working towards the Club’s 
vision of a united community of competent 
climbers and healthy climbing landscapes.
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a AAC member Forest Woodward

a AAC member Krystle Wright

a AAC member Bernd Zeugswetter a AAC member Jeremiah Watt

a AAC member Ken Etzel

a AAC member Dawn Kish a AAC member Christian Pondella

a AAC member Leon Legot

a AAC member Shelby Miller

MOOD BOARD
The brand of the American Alpine Club is defined as clean, 
authoritative, and inclusive—themes resonated within 
our typography, styling, logo, and use of photography.

This is a climber’s climbing organization, and we pride ourselves 
in working to reflect the expanding diversity within outdoor 
recreation. Our brand seeks to inspire and represent passionate 
individuals of all genders, races, ages, and climbing disciplines—
from bouldering to big walls, backcountry skiing to gym climbing. 

Additional branding principles to consider:

 Î We love climbing and climbers

 Î  We are community-oriented, including 
and supporting all climbers

 Î We respect our past and use it to build our future

 Î We are environmentally conscious

 Î We are optimistic, vibrant, and inspirational

 Î  We are both a local and national 
community organization

 Î  We live by quality and consistency

 Î  We promote competent climbing and 
healthy climbing landscapes.

 Î Our work is simple and clean, clear and precise.

 Î  Our work is delivered visually and 
reflects our brand principles
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a AAC member Ken Etzel 

a AAC member François Lebeau

CLUB LOGO

MINIMUM SIZE
The smallest size the logo 
should be represented is 0.75” 
on the horizontal side.

0.75” 

0.6491” 

CLEAR SPACE
To ensure legibility, always keep a minimum clear space around 
the logo. This space isolates the mark from any competing 
graphic elements such as other logos or body copy that might 
conflict with, overcrowd, and lessen the impact of the mark.

The minimum clear space is defined as at least equal in 
distance from the bottom of the text, “ALPINE club” and 
the top of the bottom border. Minimum space should 
be maintained as the logo is proportionally resized.

The American Alpine Club’s logo is simple, clean, and 
recognizable. The modern, boxed appeal contrasts with 
the organization’s 100+ year legacy while clean lines 
represent an authoritative, professional aesthetic.

This is the only logo that should be used across primary brand 
applications. This trademark helps audiences easily identify the 
American Alpine Club’s products, ads, presence, and other materials. It 
is essential to the success of the brand that the logo always be applied 
with care and respect in every application according to these guidelines.

When the logo is used on a photo background it should be 
used without a bounding box. The bounding box should 
only be used when a complicated or otherwise distracting 
background makes logo recognition a concern.



AAC BRAND GUIDE 4

a. b. c.

f. e. d. 

g. h. i. 

LOGO CONSIDERATIONS
A few rules are necessary for maintaining the 
integrity of the brand as it applies to the Club logo.

 In general, do not compromise the overall look 
of the logo by rotating, skewing, or distorting in 
any way—this includes adding unnecessary and 
unattractive text decorations like drop shadows, 
embossing, and outlines. Here are a few examples 
of ways you should never consider using the logo.

a.  Do not use off-brand colors. 
In most cases, the logo 
should appear in either AAC 
White or AAC Black. (See 
page 6 for color specifics.)

b.  Do not alter the colors of the 
logo bounding box. When a 
bounding box is used, it must 
always appear in on-brand 
colors (see page 6 for color 
specifics), most typically in 
AAC White or AAC Black. 

c.  Do not add drop shadows, 
embossing, or other text styles.

d.  Do not squish, stretch, skew, or 
otherwise transform the logo.

e. Do not rotate the logo.

f.  Do not remove the bounding 
box from the logo.

g.  Do not rearrange parts or 
create compositions that 
are not already provided.

h.  Do not add unofficial 
graphics to the logo.

i.  Do not contain the logo within 
a bounding box when used 
on a photo background.
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b.

a.

c.

TYPOGRAPHY
Typography is a powerful brand tool when used 
consistently. This set of typefaces best represents 
the AAC clean and professional brand and should 
be used across all print and web applications.

For normal typeface use, set font size to 12pt with 16pt 
leading. Alternatively, 9pt font on 12pt leading is also 
acceptable. For print situations where a larger font 
size is necessary, maintain size/leading ratio of 3:4.

Headlines are almost always in UPPERCASE, with some 
exceptions depending on the aesthetic of the campaign.

OPEN SANS
Use for body copy. 
Used for captions/credits
Alternate for headlines.
ALL UPPERCASE tracking = +50

Weights: Regular, Italic, 
Semibold, Bold, Extra Bold

b.

FUTURA PT
Use for headlines.
Almost exclusively in UPPERCASE.
ALL UPPERCASE tracking = +50

Weights: Medium, Demi, Bold

a.

ADOBE GARAMOND PRO
Use for body copy.
Editorial print only.

Weights: Regular, Italic

c.

a This is an example of a descriptive 
photo caption.  AAC member John Doe

c This is an example of a descriptive 
artwork caption.  AAC member John Doe

a Laurel Burr taking a moment on The Cobra (5.11) in the 
Fischer Towers, UT.  AAC member Andrew Burr 

c The Picket Range, North Cascades, WA.  AAC member Nikki Frumkin

PHOTOGRAPHY & ARTWORK
CREDITS/CAPTIONS
All photography/artwork usage requires explicit 
permission from the photographer or artist 
for particular use. Credits and descriptive 
captions should always accompany below, 
with approved camera or art brush icons.

Credits/captions may be placed below, to the side, 
or super imposed on top of images, depending on 
space and aesthetic. Credits/captions can be lowered 
in tint and/or opacity to lessen visual impact of 
text. If space is limited, descriptive captions may be 
omitted, however photo credits must always appear.

Font for credits/captions is always Open Sans, sized 
6-8pt. Captions are always in Open Sans Regular, 
while credits are always in Open Sans Italic.

Credits should always be written as, “AAC member 
John Doe,” except in rare instances where 
work is not attributed to an AAC member. 

Photo captions need periods; photo credits do not. 

The current photo credit convention provides 
the photographer’s name in italics after two 
spaces from the descriptive caption.
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COLOR PALATE

AAC BLACK
CMYK: 73, 68, 67, 89
RGB: 3, 0, 0
HEX: 030000

AAC CHARCOAL
CMYK: 0, 0, 0, 90
RGB: 65, 64, 66
HEX: 414042

AAC INDIGO DYE
CMYK: 84, 52, 24, 53
RGB: 28, 57, 86
HEX: 1c3956

AAC WHITE
CMYK: 0, 0, 0, 0
RGB: 255, 255, 255
HEX: ffffff

AAC CREME
CMYK: 15, 10, 18, 0
RGB: 223, 221, 208
HEX: dfddd0

AAC LIGHT GREY
CMYK: 5, 3, 3, 0
RGB: 244, 244, 244
HEX: f4f4f4

AAC RED
CMYK: 18, 100, 100, 10
RGB: 178, 7, 16
HEX: B20710

AAC YELLOW
CMYK: 2, 24, 90, 0
RGB: 248, 194, 53
HEX: f8c235

Color is an integral part of the AAC’s brand identity 
and consistent use of the color palette serves 
to reinforce the cohesiveness of the brand. 

Beyond branding standardization, color 
serves an important psychological function in 
communicating certain feelings to an audience.

Black denotes strength and authority; it is considered 
to be formal, elegant, and prestigious. White is 
associated with cleanliness and purity; it suggests 
simplicity. Red is associated with strength, passion, 
and leadership; an emotionally intense color with 
high visibility. Yellow evokes energy, joy, and 
happiness; it produces a warming effect and attracts 
attention. Blue is associated with depth and stability; 
it symbolizes loyalty, confidence, and truth.

*Note: Cyan (C:100, M: 0, Y:0, K:0) (R:0, G:174, 
B:239) (HEX: 00aeef), though not a branded color 
should be used for all web links, when possible. 
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a AAC member Christian Pondella

a AAC member Jeremiah Watt a AAC member Krystle Wright

a AAC member Andrea Sassenrath

a AAC member Ken Etzel a AAC member Austin Siadak

a AAC member Craig Muderlak a AAC member Forest Woodward

PHOTOGRAPHY & ARTWORK
The AAC uses images which are clean, natural, 
of professional quality, and with minimal post 
processing. We seek to accurately portray 
climbing, the climbing community, and the natural 
environment and over-baked, over-saturated, or 
otherwise over-the-top processing is avoided.

Additionally, while maintaining the AAC brand, 
images and artwork should work to tell the story of 
AAC membership, including membership diversity 
within age, gender, race, and climbing discipline.

All photography/artwork must be by American Alpine 
Club members and credited appropriately (see page 
9). The exceptions to this rule are rare instances when 
the emphasis is not on the photo/art, but on a story 
about an AAC member or initiative. For example, in an 
editorial article about a Club member, a non-member 
photograph complementing the story is allowable.
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ICONS

a. Beta

b. Rescue

c. Publications

d. Discounts

e.  Member Connect

f. Lodging

g. Grants

h. Giving

i. Education

j. Policy

k. Volunteers

l. Events

m. Donors

n. Staff

o. Media Partners

p.  Corporate Partners

q.  Board of Directors

r.  Great Ranges Fellowship

8BRAND GUIDE

a. b. c.

d. e. f.

g. h. i.

l.k.j.

m. n. o.

r.q.p.

The Club occasionally uses icons to quickly identify various 
programs, departments, or membership benefits. These 
icons typically appear only in web and editorial applications, 
such as at americanalpineclub.org and the Guidebook to 
Membership. They are not generally used in outward facing 
marketing campaigns or ad work. If using these assets, please 
take care not to distort or alter these icons in any way.

Icons colors may be altered to other, on-brand 
colors. (See page 6 for color specifics.)
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a There's no age limit for new experiences! Michel Clément, 81 years old, enjoys his first 
psicobloc session. La Ciotat, France.  AAC member Jan Novak

STYLE GUIDE
This brief style guide is provided in order to create 
consistency throughout AAC communications 
and publications. Below are some important 
items to note. Please refer to The Chicago Manual 
of Style, 16th Edition or to the current editors 
for any questions not answered here.

 Î  “a.m.” (not “AM”). This is the appropriate 
way to note time: “7-11:30 p.m.”

 Î U.S. & U.K.

 Î  Do not capitalize “member” 
for an “AAC member.”

 Î  Photo/artwork captions are punctuated as 
regular sentences, including periods. The 
photo credit does not utilize a period. The 
current photo credit convention provides 
the photographer’s name in italics after 
two spaces from the descriptive caption. 
Captions/Credits should always be 
accompanied by the AAC Camera or Brush 
icon. (See page 5 for credit/caption specifics.)

 Î  Always use a comma before “and” and in 
a series (e.g., “The climb was completed 
by Smith, Edwards, and Jones.”

 Î  Do not double-space between 
sentences. Ever.

 Î  All publications are listed in italics (e.g., 
The American Alpine Journal). Sections of 
publications are listed in quotations, but not 
italicized (e.g., “Climbs and Expeditions”).

 Î  When writing “the American Alpine 
Club,” never capitalize the “t” of “the” 
unless it is grammatically required, such 
as in the beginning of a sentence.

 Î  When writing a web address, do not 
include “http://www.” It should read: 
americanalpineclub.org. Additionally, when 
aesthetically appropriate, web links should 
appear in cyan. (See page 6 for color specifics.)

 Î  See page 4 for specifics on font 
typeface, size, leading, and use.
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THE AMERICAN ALPINE CLUB’S

Community 
Climbing F

estival
s

FEATURING MUSICAL GUEST

AND PROFESSIONAL ATHLETESLong point string band

Pass the whiskey bottle, and howl at the moon: the Cragginʼ Classic 

Series is coming back to West Virg
inia! This special 3-day festival 

celebrates all things climbing with clinics taught by professional 

athletes and local guides, beer from local breweries, films, 

slideshows, comps and games, presentations, music, food, raffles, 

silent auctions, vendor villages, crag stewardship projects, and 

high-fives a'plenty! Finally, a climbing event for climbers, by climbers.

JESSE HUEY, DAN MIRSKY, KERRY SCOTT, PAT GOODMAN, 

JESSA GOEBEL, DRU MACK, SHANE MESSER, & MORE!

September 21 
23 2018

Presen
ted By

Rock Candy Holds, New River Alliance of Climbers, Great Lakes Ashtanga Yoga, Evolv, 

Misty Mountain, Organic Climbing, Stone Tower Joe Coffee, S.C. Resources LLC., 

Solid Rock Climbers for Christ: Lynchburg, Redbudsuds

AAC members recieve discounts on Cragginʼ Classic ticket purcahses.

Learn more about the Club and other member benefits 

at americanalpineclub.org
Inform

ation, Regis
tration
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a Liuyong Bang (aka Abond) climbs Spicy Dumpling (9a) at White 

Mountain in Yangshuo, China. AAC member Jon Glassberg @jonglassberg

ADDITIONALLY, WE:
 ཀྵ  Hosted a panel discussion with 

Paiute leaders at our Bishop 
Craggin’ Classic event

 ཀྵ  Worked to increase visual 
representation of all climbers 
across digital channels

 ཀྵ �Developed�women-specific�clinics�
at each of our Craggin' Classic 
Series events

 ཀྵ �Featured�the�first�female�on�the�
AAJ cover

 ཀྵ  Appointed Deanne Buck as our 
new—and second—female board 
president

 ཀྵ �Featured�our�first�female�keynote�
at�the�Annual�Benefit�Dinner

 ཀྵ  Developed a member composition 
task force

 ཀྵ  Began developing an education-
specific�grant�to�cultivate�the�
leaders and role models of 
tomorrow

TOGETHER, WE: MEMBERSHIP GROWTH:

MEMBERSHIP AGE:

46

When I took the helm at the AAC in 2005, we looked inward 
and asked: Who do we represent? Who do we want to be in the 
future? The answer came back consistently: we want to be the 
Club for all climbers.

We had long been associated with expedition climbers and 
alpinists. We talked of reaching summits—often by new and 
difficult�routes—as�the�culmination�of�a�dedication�to�climbing.�
We spent decades honoring achievement within the narrow 
mountaineering community, while the sport of climbing was 
subdividing into a multitude of specialties, each with its own 
culture.

Looking back, it may not have seemed momentous for us to 
give our Underhill award for climbing achievement to John Gill in 
2008�for�advancing�bouldering,�but�for�the�AAC,�it�was�a�signifi-
cant nod to the evolving and multifaceted nature of our identity.

In�2011,�we�reaffirmed�this�direction�and�the�organization’s�
growth accelerated. Mountaineering became just one of many 
ways for people to engage with the Club. We changed the name 
of Accidents in North American Mountaineering to Accidents in North 
American Climbing.�Our�efforts�to�keep�up�with�this�landscape�
demanded�a�board,�staff,�and�volunteers�who�could�represent�
and�reflect�the�new�dynamics�in�climbing.�We�revised�our�mission�
and�vision�to�reflect�who�we�strived�to�be.

We�actively�sought�women�to�lead�and�found�how�difficult�it�
can�be�to�change�a�culture—like�that�of�our�board�or�staff—and�
make those changes stick. 

The results of our steps towards inclusion have brought nothing 
but good news. Our 20,000 members bring a diversity of thought, 
location, climbing interest and political point of view that helps 

us deepen our commitment to change. Our Craggin’ Classic 
events are meant to connect local climbing communities across 
the nation. This attention to grassroots needs and changing 
community creates a platform for conversation, learning, and 
conservation�that�now�vies�with�our�Annual�Benefit�Dinner�for�
financial�results.�These�events�are�emblematic�of�the�balance�
we strive for: honoring our heritage as a Club while welcoming 
fresh outlooks and continuing to proactively evolve. 

I�firmly�believe�that�the�fiscal�health,�membership�growth,�and�
the array of other successes listed below has been made possible 
by the changing complexion of our volunteers across the nation 
and�the�concerted�effort�by�our�board�to�develop�variety�within�
its ranks. 

So much of what we have done seems inconsequential by itself. 
Together, small moves create change, and today, the AAC is more 
open, more inviting and more capable of taking even bolder 
steps in the years ahead. We’ve been able to bring our traditional 
membership and leadership along on this path. There have 
been debates, hiccups, and missteps—and there will be more, 
but�the�AAC�is�a�very�different�place�than�it�was�a�decade�ago.�
We must continue to forge ahead in these new directions. We 
have begun the journey, and I am proud of how far we’ve come.

Thank you each for the role you play in where we’ve been and 
where we’re heading. 

Phil Powers
CEO 

2017 ANNUAL REPORT
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$4,035,873
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Other
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$3,809,029

General/Admin
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10%
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50 x 50
Convened in Washington, D.C. 
with 50 climbers to attend 50 
meetings with legislators and 
agency leaders

23,000
Comments submitted for 
the protection of Bears Ears 
National Monument

144
Live Your Dream grant projects 
funded with over $70,000 
awarded in 2017

2,660
Climbers gathered across the 
country at our local Craggin’ 
Classic Series events

$50,000
Dollars awarded in Cornerstone 
and Research grants for 
conservation projects and 
for�scientific�endeavors�in�
mountains and crags around 
the world

25,844
Nights spent under the stars at 
the�AAC’s�five�campgrounds

0.4%
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AAC_GTM_18_V2.indd   46-47 8/21/18   11:15 AM

2120

CHANGING FACES
reflecting on 30 years of climbing

Story and Photos by Truc Allen

My best friend introduced Me to cliMbing during My sophoMore 
year in high school. I remember looking up at the towering climbs of 
the New River Gorge’s Endless Wall like it were just last weekend. I 
also remember the sweltering heat and oppressive humidity of the West 
Virginia summer, the ominous sensation of remoteness, and how small 
I felt walking in the shadows of the five-mile-long cliff. I stared up into 
the forest canopy searching for the top of the climbs and wondered 
how, or even if, I’d explain the experience to my 
mother. I mean, how would a first generation 
Vietnamese immigrant parent react to stories 
of her son doing anything other than chasing 
the proverbial American Dream?

I came to the States with my mother in 1980 
after spending years in communist and refugee 
camps following the Vietnam War. With only 
the clothes on her back and $50, my mother 
invested in a little peanut roaster and started 
selling packets of candied peanuts for 50 cents 
apiece. After some time, she began making egg 
rolls, and I’d take to the streets of Roanoke, 
Virginia to sell them. Soon enough, she began 
a small Vietnamese food kiosk, which expanded 
into a restaurant, followed by multiple similar 
businesses over the years. I guess you could say, 
quite literally, we started from peanuts. 

As I grew up in America, the one thing I 
wanted to do was fit in. I wanted to speak the 
language perfectly, wear the same clothes as 
everyone else, and eat the same food. I even 
went to my mother’s friend who was baking 
my birthday cake and asked her to write my 
name in icing as “Michael.” I grew up playing team sports, and my best 
friend was one of the most popular kids in school. That day of climbing 
in West Virginia, almost 30 years ago, changed my whole outlook. After 
a hellish 45-minute single-pitch battle up my first climb, I felt emancipa-
tion—from the pressure of succeeding, from wanting to be like everyone 
else, from expectations other than my own.

Roanoke wasn’t known for its cultural diversity. I was usually the only 
Asian person among my friends, in the sports I played, and definitely at 
the crag. My family saw climbing as frivolous, a phase at best, and too 
dangerous. A person's journey in life as seen from the perspective of Far 

Eastern cultures is one of pragmatism, locked deeply in traditional and 
societal molds. I’m also sure my mother didn’t envision climbing when 
she was enduring nightmarish hardships escaping concentration camps 
and fleeing 10,000 miles around the world with a toddler. 

With reason, it’s taken some time, but I think she’s come to terms with 
my life choices. Even at 75 years of age, she still tries to get me involved 
in her global business ventures—but she’s also pretty proud of her three-

year-old grandson who climbs. 
In 1994, I moved to Arizona with dreams 

of climbing 365 days a year. Living in Tempe 
and then Flagstaff, I sought out a life among 
climbers and only climbers. I traveled through 
the Southwest and the Four Corners for almost 
a decade, climbing six or seven days a week. I 
remember getting excited when, on really rare 
occasions, I’d see other Asian climbers. I felt 
compelled to meet them, learn where they came 
from, and understand how they got into climb-
ing. It was a different experience to be sharing 
a sport that, at that time, was predominately 
white. So white that I’d usually forget that I 
was Asian. There was a time when one of my 
friends and I were talking about cultures, and 
they jokingly made the comment, “....wait, 
you’re Asian?”

Today, I live in Seattle, a culturally diverse 
city with one of the largest Vietnamese popu-
lations in the country. For the last 10 years, 
I’ve been fortunate to see climbing grow and 
flourish here, from the local gyms to national 
outdoor climbing destinations. On a recent trip 

to the Cascades, my partners and I were descending a trail when I looked 
across one of the busier sections of the crag. The stone was speckled 
with a diverse palette of climbers and belayers. I felt a sense of pride just 
thinking about how much has changed and evolved in our community. 
Climbing has always been for everyone—it just took me awhile to see it.

Truc Allen is a long-time AAC member, volunteer, former Cascade Section 
Chair, and current National Volunteer Coordinator for the Club. He lives in 

Seattle, WA with his wife, Heidi, and son, Luc.

I REMEMBER GETTING EXCITED WHEN, ON REALLY RARE OCCASIONS, I’D SEE 

OTHER ASIAN CLIMBERS. I FELT COMPELLED TO MEET THEM, LEARN WHERE THEY 

CAME FROM, AND UNDERSTAND HOW THEY GOT INTO CLIMBING.

a Truc and his family lost everything when 
Saigon fell in 1975 and he, his mother, and three 
siblings were forced to relocate to a communist 
prison camp. Truc and his mom eventually 
escaped into Malaysia, pictured above, but were 
forced to leave the rest of the family behind. 
They were fostered into America two years later.
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THE LEGACY OF BETSY WHITE
a conversation with an AAC legend and trailblazer

Interview by Anna Kramer | Photos from the Betsy White Collection

Longtime AAC member Elizabeth “Betsy” White knows a thing or two about the Club. She and her husband, Gene, 
became members in 1962, back when newcomers had to be nominated to secure a spot. Betsy has traveled the world 
in search of new experiences climbing and learning. In turn, we’re lucky to have the opportunity to learn from her.

Betsy has served the Club as Sierra Nevada Section Chair (along with her husband Gene), on the Club’s Board of 
Directors, on the Honorary Membership Committee, and as our representative to the UIAA Expeditions Committee. 
Betsy also received the David A. Sowles Memorial Award in 1988 for rescuing her teammate Mike Warburton 
during a 1980 attempt on Makalu, the fifth-highest mountain in the world. She spoke to us from her home in Berkeley, 
California about the progression of climbing, the history of the AAC, and why she loves the mountains. 

I was born in New York City in 1938. I grew up in Denver, Colorado 
and started skiing when I was 13. I soon discovered the cool people—
largely boys—who were skiing in the winter were climbing in the summer. 
So I joined the Colorado Mountain Club when I was 17, took their 
rock-climbing course, and started climbing the Fourteeners in Colorado. 

After teaching in Colorado for a year and a half, my husband and 
I joined the Peace Corps and went to Pakistan. All our friends were 
going to Nepal, and they said, “Oh, you know all these climbers are 
going to Nepal in the Peace Corps—you’ve got to sign up.” Well, we 
signed up, but it was Pakistan that wanted engineers, and my husband, 
Gene, was an engineer. So we went to Pakistan. We were lucky to be 
assigned to Peshawar: We could see a 22,000-foot peak from our little 
two-room apartment. We stayed on for another three and a half years 
after our two years as volunteers.

When we came back to America, I got a master’s at the University of 
Colorado and a PhD at the University of Denver in international stud-
ies. The Peace Corps experience changed our lives, leading us to pursue 
development issues from then forward. We moved to California in ‘73, 
and after several years teaching at San Francisco State University, I joined 
the Asia Foundation, a nonprofit based in San Francisco with offices all 
over Asia. I headed their office in Jakarta for three years in the 1980s, 
and in Pakistan in the ‘90s, working with Afghan refugees. 

All this time we were always climbing, whenever we could. I started 
climbing in Colorado, then spent a year in Europe climbing in the Alps. 
In 1961 Gene and I made a grand foray of skiing in the Alps for a couple 
of months, then drove down to the Middle East and eventually to East 
Africa, where we climbed Kilimanjaro and Mt. Kenya. We climbed all 
the time in Pakistan, and since we also lived for five years in Indonesia, 
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BRANDING IN ACTION
Here are some examples of good AAC branding 
as seen in print ads, spreads from the Guidebook 
to Membership, and other graphic assets. These 
designs, when taken with other information 
found in this brand guide, will help lead your 
aesthetic for AAC communications.

12 THE AMERICAN ALPINE CLUB BENEFITS FIELD GUIDE

Who We Are ..................................................3

Rescue Benefit ...............................................4

Gear Discounts .............................................5

Publications ..................................................7

Lodging .........................................................9

Grants..........................................................10

Education ....................................................13

Policy & Advocacy ......................................14

Local Community .......................................16

WHAT’S INSIDE

AAC member John Glassberg
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LODGING

LEARN MORE
americanalpineclub.org/ 
lodging

Sleep well, send well. The AAC is 
committed to building and maintain-
ing facilities for climbers in popu-
lar climbing destinations across the 
country. Members enjoy access to a 
worldwide network of lodging options, 
including reduced rates at both Club 
owned and partner-owned facilities.

Current Club facilities include:
 o �Grand�Teton�Climber’s�Ranch
 o �Gunks�Campground
 o �Hueco�Rock�Ranch
 o �New�River�Gorge�Campground
 o  Snowbird Hut, Talkeetna AK
 o Rumney�Rattlesnake�Campground

Additional lodging options include 
Chattanooga’s The Crash Pad, the 
Mazama Lodge at Mt. Hood, Refugio 
Cochamo in Chile, huts in Austria, 
Canada, France, New Zealand, 
Germany, Greece, Italy, Liechtenstein, 
Spain, Switzerland, and more!

AAC member Ben Ditto
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GRANTS
Coin for climbing. The AAC has a 
storied legacy of funding climbing 
related projects–from expeditions to 
research–in support of our mission.

With more than $175,000 in annual 
awards, Club grants encourage thou-
sands of climbers to dream big and 
push their limits: for pioneering 
cutting-edge new routes around the 
world; for improving infrastructure at 
climbing crags across the country; for 
funding scientific research expeditions 
that contribute invaluable informa-
tion to our understanding of mountain 
ecosystems.

LEARN MORE
americanalpineclub.org/ 
grants

 o Live Your Dream 
Supports every-day adventurers 
looking to take their abilities to 
the next level, regardless of age, 
experience level, or discipline. 
Our most popular grant.

 o Cutting Edge 
Funds advanced, seasoned 
climbers undertaking expedi-
tions to remote areas featuring 
unexplored mountain ranges, 
unclimbed peaks, difficult new 
routes, first free ascents, or simi-
lar world-class pursuits.

 o Cornerstone Conservation 
Empowers healthy climbing 
landscapes by underwriting local 
crag conservation, infrastructure 
and stewardship projects.

 o Scientific Research 
Aids scientific endeavors that 
contribute vital knowledge 
of our climbing environment, 
enrich our understanding of 
global climber impacts and 
support and improve the health 
and sustainability of mountain 
environments and habitats.

Other grant offerings include the Jones Backcountry Adventure Grant, 
Mountaineering Fellowship Fund grant, Anchor Replacement Fund, and more.

Popular Club grant programs include:

AAC member Austin Siadak
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a All the important steps to prepare for a day at the 
Needles, Sequoia National Forest, CA.  AAC member Ken Etzel

CLOSING NOTES
These guidelines are written to be flexible and 
allow for creative freedom in design, while ensuring 
brand consistency across diverse applications.

To acquire any needed assets, or if there are 
any questions not answered here, please do not 
hesitate to contact the AAC with inquiries.

Jeff Deikis
Creative Director
American Alpine Club
jdeikis@americanalpineclub.org

American Alpine Club
710 10th St. Ste. 100
Golden, CO 80401
(303) 384-0110
americanalpineclub.org


