


Synopsis
The Arizona School Boards Association (ASBA) is a private, non-profit organization 
providing training, leadership and essential services to public school governing boards 
statewide. Representing over 207 governing boards and nearly 1 million Arizona students, 
ASBA is governed by a board of directors composed of school board members across the 
state. 
From August 18, 2023, to December 31, 2024, ASBA undertook a strategic rebranding 
initiative to clarify its identity, elevate public awareness and better align with its mission. 
However, this effort occurred during a challenging time when hiring a new executive 
director led to intense negative media coverage and widespread member dissatisfaction. 
Despite this, at the executive director’s direction, the rebrand moved forward, requiring the 
Communications Director to navigate heightened tensions while leading the initiative. 
A key priority was ensuring members, staff and stakeholders felt respected, known, seen 
and heard through active participation. In ASBA’s 76-year history, members had never 
been involved in shaping its brand. Through surveys, interviews and discussions, ASBA 
gathered input from its diverse membership to create a brand identity reflecting its 
values and vision. This led to a complete visual overhaul, including a new logo, tagline and 
website redesign, enhancing clarity and engagement. 
Launched in phases, the rebrand featured a strategic communications rollout through a 
collaborative effort, incorporating targeted member communications. Despite occurring 
during one of ASBA’s most challenging times, evaluations showed significant positive 
shifts in stakeholder perception and brand recognition, reinforcing ASBA’s role as a trusted 
resource for school boards statewide. 

Problem Statement
ASBA’s brand lacked clarity and visibility, 
limiting its ability to convey its mission 
and value. Previous rebranding efforts 
excluded member input, leaving them 
without a voice. To address this, ASBA’s 
third rebranding initiative prioritizes 
ensuring members feel respected, seen 
and heard while modernizing its identity 
and strengthening its role as a trusted 
resource. 

Goal
The goal of ASBA’s rebranding initiative 
is to strengthen its public image with a 
cohesive brand identity that deepens 
member connections and engages the 
broader community. Central to this effort 
is ensuring members and stakeholders 
see themselves reflected in ASBA’s 
identity, fostering a sense of belonging 
and representation. 
 

ASBA at 
a glance

1,100+ 1,500 207 70+
Board members across 

the state of Arizona
Public Schools Served 

in AZ
School districts 

supported statewide

Years of dedicated 
service to Arizona’s 
Education System

R.P.I.E. R.P.I.E. 
Read on to learn about our strategic 
communications process!



Summary
Research
Summary of Research

To help determine strategies, tactics and publics to achieve the goal, a variety of 
pertinent data was used. This included anecdotal observations and input shared by 
school board members, superintendents, Hispanic-Native American Indian Caucus 
(HNAIC), Black and Rural Alliance members, annual survey results, staff input and a brand 
analysis of the association.

R.P.I.E - Research

Type Conducted By Formal or 
Informal

Primary or 
Secondary

Source &
Audience Rationale

2 Law 
Conference 
Member 
forums (2023)

Informal Primary	

Informal Primary

Formal Primary

Formal Primary

Formal Primary

ASBA 
Communications 
Director and staff 

School board 
members and 
superintendents 
that belong to the 
Hispanic-Native 
American Indian 
Caucus and the 

Direct connection 
with HNAIC, Black 
and Rural Alliance 
members to 
listen, identify and 
discuss key issues 
with rebrand.

Annual survey 
determines 
member 
satisfaction within 
the association.

Direct connection 
with board members, 
superintendents 
and Arizona School 
Administrative 
Professional (ASAP)
members to listen, 
identify and discuss 
key issues with rebrand.

Incorporating staff 
input offers an 
internal perspective, 
ensuring the brand 
aligns with and 
resonates among 
employees.

Analysis of 
documented 
changes in 
the beand’s 
visual identity 
of historcial 
materials.

School board 
members, 
superintendents 
and ASAP 
members that 
attended their 
county meeting

School board 
members, 
superintendents 
and ASAP 
members and 
non-members 

ASBA’s historical 
files, archival 
photos, and two 
foundational 
publications

ASBA Staff

ASBA staff 

ASBA 
Communications 
Director 

ASBA 
Communications 
Director 

ASBA 
Communications 
Director 

4 Fall County 
Meeting 
Member 
forums (2023) 

ASBA Annual 
member 
survey (2023) 

ASBA staff 
rebrand survey 

Brand 
evolution 
analysis (2023) 



Planning
Summary of Planning

Based on the research gathered by ASBA, a plan was designed to reach each key 
audience and integrate tactics for each strategy into our daily work which aligned in the 
strategic plan and goals.  

Problem Statement

ASBA’s brand lacked clarity and visibility, limiting its ability to convey its mission and 
value. Previous rebranding efforts excluded member input, leaving them without a voice. 
To address this, ASBA’s third rebranding initiative prioritizes ensuring members feel 
respected, seen and heard while modernizing its identity and strengthening its role as a 
trusted resource. 

Goal: The goal of ASBA’s rebranding initiative is to strengthen its public image with a 
cohesive brand identity that deepens member connections and engages the broader 
community. Central to this effort is ensuring members and stakeholders see themselves 
reflected in ASBA’s identity, fostering a sense of belonging and representation. 

Key Publics
• School board members
• HNAIC members, Black Alliance and Rural Alliance members (board members and

superintendents that represent these diverse communities)
• Superintendents
• ASAP members (School board administrative professionals)
• Non-member organizations (education-adjacent professionals and key allies of ASBA)

Targeting and including 
each of these groups will 
ensure that the rebranding 
reflects a comprehensive 
and authentic identity, 
meeting the needs of ASBA’s 
diverse stakeholders.

R.P.I.E - Planning

School board members 
want ASBA’s brand to reflect 
who they are and the 
diverse communities they 
serve across Arizona. They 
are focused on how the 
brand upholds governance, 
champions advocacy 
and promotes inclusivity, 
ensuring it aligns with their 
values and roles.  

School board 
administrative 
professionals (ASAP 
members) interact 
regularly with ASBA, 
so their insights are 
essential to ensuring 
brand clarity and 
usability in resources.  

Finally, non-members 
— Education-adjacent 
professionals and key 
allies of ASBA — serve 
as vital allies of ASBA, 
offering valuable external 
perspectives on its influence 
and reputation.

The HNAIC and Rural 
Alliance and Black Alliance 
members, representing 
specific regional and 
cultural communities, have 
unique insights into how 
ASBA’s brand can better 
reflect diversity, inclusivity 
and equity across Arizona.  

Superintendents, often 
the public face of 
district leadership, need 
reassurance that ASBA’s 
identity aligns with 
educational leadership 
and accountability.  
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Campaign Objectives

Using the data the following four objectives were identified: 

1. By December 31, 2024, ASBA will increase members’ overall perception of ASBA from 3.3 
to at least 3.8 on a 5-point scale (outcome)

2. By December 31, 2024, ASBA will improve the clarity of its brand identity, increasing the 
percentage of members who find it very clearly communicated from 28.89% to at 
least 35%, as measured by ASBA’s annual member survey. (outcome)

3. By December 31, 2024, ASBA will boost member participation with a 40% increase in the 
annual survey from 2023 to 2024. (outcome)

4. By December 31, 2024, ASBA will collect baseline data from at least 10 non-member 
organizations across Arizona, as measured by its annual member survey, to support 
future comparisons and strengthen brand identity and engagement strategies.
(output)

5. By November 1, 2023, 100% of HNAIC, Rural and Black Alliance groups will receive
the necessary information to fully understand the purpose and objectives of the 
rebranding, ensuring they see themselves reflected and recognize their active role in 
the process. (output)

Key Messages  

The Why and Importance of Our Rebrand: This rebranding is about strengthening our 
commitment, enhancing our representation and ensuring that we are positioned to face 
the ever-evolving challenges and opportunities in education.  

Our rebranding journey is driven by several important factors:  
• Embracing Educational Evolution (Our commitment to adapt and grow is unwavering).
• Representing Arizona’s Entire Educational Tapestry (Our rebranding efforts aim to

represent the unique characteristics and aspirations of our member districts spread
across the state).

• Fostering Collaborative Impact (By involving everyone in the rebranding process,
we build a brand that authentically represents our shared vision for the future of
education in Arizona).

R.P.I.E - Planning



The Comms team evaluated each strategy to determine how it will be specifically used 
for the campaign. 

They mapped frequency and tactics to target each audience: 

Strategy Tactic Frequency Key Public Responsible

Collaborative 
Engagement One-time

One-time

One-time

Ongoing

Ongoing

Bi-weekly

One-time

One-time

One-time

One-time

One-time

ASBA 
Communications 
Director

ASBA 
Communications 
Director 

ASBA 
Communications 
Director 

ASBA 
Communications 
Director 

ASBA 
Communications 
team

ASBA 
Communications
Director

ASBA 
Communications 
team

ASBA 
Communications 
team

ASBA 
Communications 
team 

Engage members 
and non-members 
on the ASBA Branding 
Committee to ensure 
diverse perspectives 
shape the rebrand

School board 
members, ASAP 
members, ASBA staff 
and Non-members

ASBA Staff

HNAIC members, Rural 
Alliance members, 
School board members, 
Superintendents, ASAP 
members

HNAIC members, Rural 
Alliance members, 
School board members, 
Superintendents, ASAP 
members

School board members, 
Superintendents, ASAP 
members and all other 
Annual Conference 
attendees

HNAIC members, Rural 
Alliance members, 
School board members, 
Superintendents, ASAP 
members and non-
members

HNAIC members, Rural 
Alliance members, 
School board members, 
Superintendents, ASAP 
members and non-
members

School board 
members, 
Superintendents, ASAP 
members

School board 
members, 
Superintendents, ASAP 
members

Non-members

Creating a central 
landing webpage for 
members to track 
updates and progress 
related to the rebrand

Talking points for ASBA 
staff

Content in member 
messages

Email messages

ASBA Connect 
e-newsletter

ASAP Listserv

Facebook 
(boosted), Twitter 
and Instagram

Personal emails and 
phone calls ensured 
non-member education 
allies joined the 
Branding Committee to 
provide input.

Roll out rebrand during 
Annual Conference to 
celebrate and promote 
the updated identity

At the Annual Conference, 
200 tables will each receive a 
mystery puzzle box containing 
pieces of the new ASBA logo. 
Attendees at each table must 
work together to assemble 
their puzzle as quickly as 
possible.

Text Messages

Storytelling 
approach (ASBA’s 
history and the 
journey of the 
rebrand

Enhanced digital 
presence

Social media 
outreach

Non-member 
participation

ASBA external 
platforms for 
direct messaging

ASBA internal 
platforms for 
direct messaging

Special Events

Gamification

Communication Strategies & Tactics

R.P.I.E - Planning



R.P.I.E - Planning

Budget Breakdown

Budget

The total budget spent on this campaign was $9,721.15 which included costs for 
marketing, print, external design and communications staff time.

Budget Item Description Reach Cost

Designer Time Association-wide 
branding consistency 
across all materials. 

$3,075.0

$2,596.15

$800.0

$300.0

$1,200.0

$1,000.0

$750.0

$9,721.15

Internal and external 
stakeholders involved 
in rebranding. 

Engagement with 
members, non-
members, and event 
participants. 

Supports professional 
communication and 
visual consistency. 

Professional 
presentation and 
visibility at key events. 

Widely distributed to 
members and key 
stakeholders. 

Enhances visibility and 
engagement at events 
and meetings. 

All key audiences 

Time spent by a 
professional designer 
for branding materials. 

Branded items such 
as cups and puzzles to 
promote the rebrand. 

Staff time dedicated 
to managing and 
implementing the 
rebrand. 

Custom photo 
backdrop for events 

Printed materials such 
as photo discs, signage, 
stationery, folders, 
and letterhead for 
professional use. 

Publications and 
business cards 
featuring the new 
branding. 

Covers all areas and 
stakeholders 

Branded pens, 
tablecloths, and 
badges for events 
and promotions. 

Communication 
Director & Staff Time 
(60 hours)

Marketing - Photo 
Backdrop

Marketing - 
Promotional Products

Print - Publications 
and business cards

Total Budget

Print - Photo discs, 
signage, stationary, 
folders, letterhead

Marketing - Pens, 
tablecloths, badges

R.P.I.E - Planning



R.P.I.E - Implementation

Implementation
Summary of Implementation

During the implementation phase, the comms team used the Microsoft Planner tool to 
map and follow a process for implementing each activity, aligned with the strategy, tactic 
and audience. Samples included in supporting documentation.

PHASE 1

PHASE 2

PHASE 3

AUGUST 1-OCTOBER 31, 2023

NOVEMBER 2-14, 2023

DECEMBER 6, 2023-DECEMBER 31, 2024

Conduct research to inform brand clarification and development of ASBA’s brand identity:

•	 Set clear objectives and measurable goals 

•	 Identify a budget and costs 

•	 Gather insights on current brand identity and review ASBA’s visual and historical records 

•	 Collect feedback from publics (member forums/county meetings) 

•	 Summarize findings  

•	 Define brand structure to guide messaging and visual identity aligned with ASBA’s mission and 
values 

•	 Refine key messaging and branding elements

Create a new logo, tagline and visual identity that reflects the updated brand:
 

•	 Collaborate with graphic designer in design process to ensure accessibility and appeal across 
platforms 

•	 Review draft designs and taglines 

•	 Collaborate with ASBA Branding Committee to review rebrand elements and make 
adjustments using feedback 

•	 Finalize logo, tagline and brand guide 

Create a new logo, tagline and visual identity that reflects the updated brand:
 

•	 Roll out the new logo and rebrand elements at the ASBA Annual Conference Dec. 7, 2023

•	 Phased in our rebrand across all ASBA materials—documents, publications, social media, 
new website, marketing and more—updating logos, colors, fonts and branding for a cohesive 
identity

•	 Launch 2024 annual member survey 

•	 Close and review 2024 annual member survey results 

•	Results presented to ASBA leadership and board of directors at January Board Retreat 



1
2

Boost Member perception of ASBA’s Brand Identity on a 5-point Scale

Objective: By December 31, 2024, ASBA will increase members’ overall perception of ASBA 
from 3.3 to at least 3.8 on a 5-point scale (outcome) 

Results: 
ASBA’s overall perception saw a significant improvement, increasing from 3.3 to 4.1 
on a 5-point scale from 2023 to 2024. This growth exceeded the initial target of 3.8, 
demonstrating the effectiveness of the rebranding initiative in enhancing members’ 
understanding and recognition of ASBA’s role in supporting school boards and 
advancing education in Arizona. 

Improve Clarity of ASBA’s Brand Identity

Objective: By December 31, 2024, ASBA will improve the clarity of its brand identity, 
increasing the percentage of members who find it very clearly communicated from 
28.89% to at least 35%, as measured by ASBA’s annual member survey. (outcome) 

Results: 
The results from ASBA’s annual survey indicate a significant improvement in how 
members perceive the clarity of ASBA’s brand identity following the rebranding initiative. 
In 2023, only 28.89% of respondents felt that ASBA’s brand identity was very clearly 
communicated. By 2024, this number grew to 42.74%, surpassing expectations. 

Further Improvements were seen across additional response categories:
•	The percentage of respondents who felt ASBA’s brand identity was communicated 

“somewhat clearly” decreased from 35.56% (2023) to 25.81% (2024), demonstrating 
greater clarity

•	Those who felt the brand identity was “not so clearly” communicated decreased 
from 16.67% to 4.44%, while those who beleieved it was “not at all clearly” 
communicated dropped from 8.89% to 1.21% reflecting a major shift in brand 
perception

R.P.I.E - Evaluation

R.P.I.E - Implementation

Summary of Implementation cont...

To culminate the communications plan for the ASBA rebrand rollout, a special unveiling 
took place at the Annual Conference, where over 600 attendees participated in an 
engaging activity to assemble puzzle pieces that revealed the new ASBA logo design. 
The first table to complete the puzzle won a prize, creating a buzz of excitement, and 
attendees were treated to new ASBA swag to celebrate the rebrand.  

Posts on Facebook, Twitter and Instagram highlighted the successful unveiling and its 
positive impact on members. An email was sent to all members announcing the rebrand, 
accompanied by an article in the ASBA Annual Journal Magazine. Additionally, a special 
email was sent to the ASBA Branding Committee, expressing gratitude for their valuable 
support and contributions to the rebrand process. 



3
4
5

Boost Member Participation in ASBA Annual Survey 

Objective: By December 31, 2024, ASBA will boost member participation with a 40% increase in 
the annual survey from 2023 to 2024. (outcome) 

Results: 
ASBA aimed for a 40% increase in annual survey participation to achieve a true sample size, 
as responses rarely exceeded over 150 in the past 11 years. A larger and more representative 
sample was critical to ensuring the survey accurately reflected member perspectives, 
especially during ASBA’s rebranding efforts. By extending the survey period to three months, 
offering both online and in-person participation at the Annual Conference, and engaging all 
staff for a historic 100% participation rate, ASBA achieved a record-breaking 110.17% increase 
in responses—marking the highest engagement level in its history.

Collect 10 Non-member Organization Baseline Data

Objective: By December 31, 2024, ASBA will collect baseline data from at least 10 non-member 
organizations across Arizona, as measured by its annual member survey, to support future 
comparisons and strengthen brand identity and engagement strategies. (output) 

Results: 
ASBA surpassed this objective, collecting baseline data from 24 non-member organizations 
representing various sectors of the educational community. This expanded dataset provides 
valuable insights into external perceptions of ASBA’s brand identity, ensuring future branding 
and outreach strategies are data-driven and responsive to stakeholder needs. Moving 
forward, stakeholder input from ASBA allies will be gathered annually as part of the member 
survey to continuously inform branding and engagement strategies. 

Ensuring Key Groups Understand the Rebranding Purpose 

Objective: By November 1, 2023, 100% of HNAIC, Rural and Black Alliance member groups 
will receive the necessary information to fully understand the purpose and objectives of the 
rebranding, ensuring they see themselves reflected and recognize their active role in the 
process. (output) 

Results: ASBA’s rebranding communications plan successfully met this objective, ensuring 
that 100% of HNAIC, Rural and Black Alliance member groups received the necessary 
information by the target date. Through in-person forums, discussions and direct outreach, 
members gained a clear understanding of the purpose and objectives of the rebranding. 

Qualitative data and personal observations further demonstrated the impact and success of 
the rebranding initiative. Following the unveiling, all three member groups requested to adopt 
the new ASBA logo as their official logo, a strong indicator of alignment and shared identity. 
Additionally, qualitative feedback highlighted how the new colors resonated with members, 
with many expressing that the design authentically represented all groups while telling the 
story of Arizona. 

The enthusiasm for the rebrand extended to leadership, with all three presidents of HNAIC, 
Rural and Black Alliance groups requesting new headshots behind the new logo, reinforcing 
their connection to the refreshed brand and its representation of their communities. This 
collaborative process not only strengthened ASBA’s commitment to inclusivity but also 
ensured that members saw themselves reflected in the rebrand and recognized their active 
role in shaping the process. 

R.P.I.E - Evaluation



Additional Support

R.P.I.E - Evaluation

For more than 75 years, the Arizona School Boards Association has championed 
public education with unwavering dedication. From its founding on May 15, 1948, 
to today, ASBA has grown, adapted and evolved—always rooted in its mission to 
support Arizona’s school boards and students. As we embark on a new chapter, 
our rebrand reflects not just a fresh look but a renewed commitment to innovation, 
leadership, and advocacy. Just as the founders carefully shaped ASBA’s beginnings, 
we continue to chart the course for the future of education in Arizona.

RESEARCHThe History



Additional Support

To kick off the conversation about ASBA’s collaborative rebrand journey, We 
engaged members through in-person forums, digital platforms and print 
communications, inviting them to participate and provide input at the in-person 
forums.

RESEARCHMember Outreach



Additional Support

ASBA’s rebrand was shaped by the voices of those we serve—our members. 
Through member forums, surveys and direct engagement, we gathered input from 
school board members, superintendents and caucus leaders to ensure the new 
brand reflects our diverse communities. Staff feedback provided internal alignment, 
making this rebrand a true reflection of ASBA’s mission and future.

RESEARCHMember Input

Collaborative 

conversations at ASBA’s 

Annual Law Conference 

and County Meetings.

Collaborative conversations at ASBA’s Annual 

Law Conference and County Meetings.

Collaborative conversations at ASBA’s Annual 

Law Conference and County Meetings.

Collaborative conversations at ASBA’s 

Annual Law Conference and County 

Meetings.

Collaborative conversations at ASBA’s Annual Law 
Conference and County Meetings.

Branding committee consensus.



Additional Support

RESEARCHMember Input
County Meeting agenda & focus 
group questions about the ASBA 
brand identity.



Additional Support

Our rebrand is a renewed commitment to Arizona’s public education system, 
ensuring we evolve, represent and collaborate effectively. It reflects our dedication 
to adapting with education’s ever-changing landscape, embracing the diversity 
and aspirations of our member districts and fostering a shared vision through 
collaboration. More than just a change in appearance, this rebrand strengthens our 
impact and unites us in shaping the future of education in Arizona. Below are the 
important factors driving this rebrand.

PLANNINGKey Messaging



Additional Support

After gathering member feedback, the brand committee was developed and 
promptly got to work, carefully analyzing the invaluable insights provided and 
beginning to shape the new elements of ASBA’s rebrand. 

PLANNINGBranding Committee

Email sent to Branding 
Committee Members 



Additional Support

PLANNINGBranding Committee



Additional Support

Throughout the rebrand process, ASBA kept members informed every step of the 
way, recognizing their valuable role in shaping the transformation. Updates were 
shared through Connect E-Newsletters and website messages to ensure continued 
engagement and transparency.

IMPLEMENTATIONMember Updates

Connect E-News article updating 
members on the rebrand journey 
and it’s progress.

Website post updating 
members on the rebrand 
journey and it’s progress.



Additional Support

ASBA unveiled their new brand identity to it’s members at the ASBA Annual 
Conference in December 2023.

IMPLEMENTATIONThe Big Reveal

Members worked together to 
assemble a puzzle, unveiling 
the new logo—a symbol of their 
dedication, collaboration and 
shared vision.



Additional Support

Following the rebrand unveiling, ASBA refreshed its two major publications—the 
Journal Magazine and the Back to School Newspaper—in their subsequent editions. 

IMPLEMENTATIONRebranded Publications

ASBA Journal, Spring 2024

ASBA Back to School Newspaper, Fall 2024



Additional Support

Since the unveiling, ASBA has launched a newly rebranded website, designed to 
enhance the user experience and proudly showcase the identity that members 
helped shape through their dedication and collaboration. The launch was teased 
in the rebranded Back to School newspaper and across social media, building 
excitement for the reveal.

IMPLEMENTATIONNew Website

ASBA’s newly rebranded and 
enhanced website.

Teasers for ASBA’s new website 
on social media and in the 
back to school newspaper.



Additional Support

As part of the 2023 ASBA Member Survey, conducted before the rebrand, we asked 
members two critical questions: their overall perception of ASBA and how clearly 
they felt ASBA’s brand identity reflected the organization’s role in supporting school 
boards and education in Arizona. The results showed an average overall perception 
rating of 3.3, with many members feeling that the brand only somewhat clearly 
represented ASBA’s role in supporting school boards and education in Arizona.

EVALUATIONMember Survey

ASBA’s Overall Perception 
Rating from the 2023 
Member Survey.

ASBA’s brand identity 
results from the 2023 

Member Survey.



Additional Support

In comparison, the 2024 survey revealed a significant shift in responses. ASBA’s 
overall perception rating saw a notable increase from 3.3 to 4.1, and member 
satisfaction with the new brand identity surged. A substantial number of 
respondents felt that ASBA’s identity now very clearly or extremely clearly represents 
its role in supporting school boards and education in Arizona.

EVALUATIONMember Survey

ASBA’s brand identity 
results from the 2024 

Member Survey.

ASBA’s Overall Perception 
Rating from the 2024 
Member Survey.

EVALUATION



Additional Support

EVALUATIONMember Survey

Comprehensive analysis of brand identity results from the 
2023 and 2024 member surveys.

ASBA’s Alliances/
Caucuses requested 

to adopt the new logo 
as their official logo

Black Alliance President, Rachel 
Barnett, in front of rebranded 
ASBA backdrop

Hispanic-Native American 
Indian Caucus Vice President, 
Joe Bia, in front of rebranded 
ASBA backdrop



Looking Ahead

The Next PhaseMember Campaign
We launched a new member campaign in January 2025 focused on deepening the 
connection between our members and the ASBA logo, along with its three defining 
words: Educate. Advocate. Elevate. This initiative is designed to reinforce the purpose 
and mission of ASBA, inviting members to share how these words resonate with their 
experiences and aspirations using video testimonials and graphics to be shared via 
communication channels, printed posters displayed at ASBA events and featured in 
the “Journal” (member magazine) and the “ASBA Back-to-School” newspaper publi-
cation. Through this campaign, we aim to reiterate the core values of our organization 
using the logo while fostering a stronger sense of connection and engagement within 
our membership.

EVALUATION


