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THE POWER OF ONE: A UNIFIED IDENTITY

Beavercreek City Schools (BCS) transformed a fragmented house-of-brands structure into a
unified, governance-backed identity system implemented across all schools in one academic year.

Research conducted during the 2023-2024 school year informed the solution. Sixteen stakeholder focus groups held as part of the 2023—
2026 Strategic Plan development revealed strong community pride alongside a clear call for greater unity and consistency. A formal
brand audit conducted by Dig IN Strategy and Marketing confirmed inconsistent logo architecture, varied color usage, and a lack of
enforceable brand governance. Comparative analysis of peer districts reinforced the value of a district-centered identity supported by
long-term compliance systems.

In response, BCS launched The Power of One: A Unified Identity, anchored by the rally cry “One District, One Mission, One Creek.”
The campaign established three SMART objectives: achieve 100 percent adoption of approved visual identity standards across all
schools and departments by June 30, 2026, verified through a formal brand audit; increase stakeholder awareness and understanding of
the unified brand by 25 percent by June 30, 2026, as measured through a retrospective pre-post perception survey; and secure at least 50
percent stakeholder participation during the initial rollout year.

Implementation began in 2024-2025 using a phased change management approach. The structural alignment phase standardized logos
and color palettes, refreshed digital platforms, updated signage, and published the 2025 Brand Guidelines. Awareness and engagement
efforts leveraged coordinated storytelling, multi-channel communications, apparel campaigns, and community-based programming.

The initiative shifted the district from decentralized decision-making to a centralized governance model for visual identity and
messaging. Clear approval workflows, compliance standards, and leadership modeling ensured alignment across buildings while
preserving school-level pride.

By the beginning of the 2025-2026 school year, 100 percent of schools and the Board of Education had adopted the unified visual
system. Launch videos generated 2,063 YouTube views, 90-95 percent of staff participated in rollout activities, and more than 1,500
yard signs expanded community visibility.

Full compliance verification through the 2025-2026 annual brand audit will formally confirm sustained districtwide alignment.

BCS operated under a decentralized “house-of-brands™ structure, resulting in inconsistent logo
architecture, varied color usage, and fragmented messaging across 11 schools. While community
pride remained strong, the absence of formal brand governance limited clarity, cohesion, and
districtwide recognition.

This structural inconsistency reduced the district’s ability to clearly communicate its mission,
values, and culture across buildings and platforms, creating a presentation gap between who
Beavercreek is and how Beavercreek is represented.
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THE POWER OF ONE: A UNIFIED IDENTITY

The Power of One: A Unified Identity was grounded in structured primary
and secondary research to ensure strategic alignment with district goals and
stakeholder expectations.

As part of the district’s 2023-2026 Strategic Plan development, BCS partnered with Leadership Excelleration to conduct
structured qualitative research, including representing approximately across parents, staff,
students, and community members districtwide. Across nearly all groups, participants expressed strong pride in Beavercreek’s
academic excellence and community reputation. However, a consistent theme also emerged: the district’s visual identity and
messaging were fragmented across buildings, limiting clarity and unity. This pattern of feedback directly informed the Strategic
Plan’s Identity and Culture Development goals and provided the strategic rationale for launching The Power of One: A Unified

Identity.
(&]oowneono ) FULL STRATEGIC PLAN

VISION Inspiring and empowering tomorrow's leaders.

Together, we provide a safe, supportive learning environment to engage all
students with innovative experiences to reach their greatest potential.

STRATEGIC PLAN

One Identity Team: Utilize the new vision, mission,

w
s &' and values to establish a unified district identity,
% (o) fostering unity, trust, and consistency for improved
- o outcomes, and enhanced pride.

Strategic Plan Focus Groups Key Findings Implication
e 16 stakeholder groups e Strong community pride Stakeholders were
e Parents, staff, students, community ¢ Inconsistent district identity across ready for a unified
e Strong pride buildings district identity.
¢ Desire for unity ¢ Clear desire for unity and cohesion

In February 2024, the district engaged Dig IN Strategy & Marketing to conduct a formal brand audit assessing logo architecture,
mascot usage, color consistency, naming conventions, and overall visual hierarchy. The audit confirmed widespread variation in
design systems across buildings and recommended a phased transition to a district-centered brand supported by enforceable
governance standards. This research-to-strategy connection positioned The Power of One as an organizational alignment initiative
rather than a visual refresh.

=
g Key Findings
=T e Strong district pride and community loyalty FUI_I_ BRAND AUD'T
E3] ¢ Clear stakeholder desire for greater unity and consistency
E » Inconsistent logo architecture and color usage across schools &l DOWNLOAD
E e Lack of formal brand governance and compliance systems
Implication U
PHASE 1 e}
Discovery, Elevated Brand Story, Initial 1 Stakeholders were not confused about who Beavercreek was as a
Visual Design & Campaign Ideas district. They were unclear about how the district presented itself

identity that preserved school pride while strengthening districtwide
cohesion.

More Specific Campaign
Communications & Activation

PHASE 2 2 visually and structurally. Research indicated readiness for a unified


https://docs.google.com/presentation/d/1916t8QCkwny7DYkFik4WHYT5G24oqaBjyggbDDG7qfg/edit?usp=sharing
https://drive.google.com/file/d/1hB3Q6hfCHizU9hntKhEqWR-h6LkE7fmt/view?usp=sharing
https://docs.google.com/presentation/d/1916t8QCkwny7DYkFik4WHYT5G24oqaBjyggbDDG7qfg/edit?usp=sharing
https://drive.google.com/file/d/1hB3Q6hfCHizU9hntKhEqWR-h6LkE7fmt/view?usp=sharing

THE POWER OF ONE:

SECONDARY RESEARCH

Comparative analysis of unified branding models in peer districts — including
Mason, Forest Hills, Johnston, West Des Moines, and Bedford — reinforced the
strategic value of a district-centered architecture supported by governance systems.

These districts demonstrated:
¢ Increased recognition through consistent visual systems

e Stronger long-term compliance through formal brand guidelines

¢ Alignment between strategic plan goals and brand structure

A UNIFIED IDENTITY

Insights from these models informed Beavercreek’s decision to transition from a
decentralized “house of brands” structure to a unified identity framework anchored
by clear governance and phased implementation.

Research Key Takeaway
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A consistent design system, supported by clear governance and thoughtful flexibility, strengthens district recognition
while preserving school-level identity and community pride.

Research-to-Objective Alignment

Research findings directly informed the campaign’s SMART objectives:

e Identified inconsistent visuals — Objective to achieve 100 percent unified adoption and annual audit compliance
e Identified fragmented messaging — Objective to increase awareness and understanding by 25 percent

e Identified desire for unity and ownership — Objective to achieve at least 50 percent stakeholder participation

This alignment ensured the campaign addressed root causes rather than symptoms, positioning the initiative as a
strategic organizational transformation rather than a cosmetic redesign.

RESEARCH
METHOD

PARTICIPANTS

PURPOSE

KEY FINDINGS

IMPACT ON
CAMPAIGN

Strategic Plan
Focus Groups

Parents, staff,
students, community
stakeholders

Identify strengths,
needs, and
perceptions

Strong pride, inconsistent
identity, desire for unity

Formed a foundation
for objective
development

Dig IN Brand
Audit

Students, staff,
faculty, community
members

Assess brand
perception and visual
consistency

Broad support for unified
colors; varied mascot views

Informed branding,
mascot, and messaging
decisions

School-Based
Interviews

Seven buildings
across grade levels

Gather qualitative
identity and culture
insights

Desire for connection;
mixed mascot preferences,
strong Beaver tradition

Supported unified brand
story direction

Comparative
District
Analysis

Mason, Forest Hills,
Johnston, West Des
Moines, Bedford

Identity successful
unified branding
models

Unified brands increase
clarity and recognition

Validated visual
structure and branding
approach

Community
Symbolism
Review

City of Beavercreek
branding

Assess alignment
with broader
community identity

City prominently uses
Beaver imagery

Reinforced use of the
Beaver mascot as the
districtwide symbol




Unite Beavercreek City Schools under a single, recognizable brand that
G 0 A L reflects shared values, fosters pride, and strengthens community trust and
connection.

Research findings revealed three primary barriers to districtwide unity:
inconsistent visual identity, fragmented messaging, and limited
stakeholder ownership. While pride in Beavercreek schools remained

ST R AT E G I c R A TI U N A L E strong, the district’s decentralized “house-of-brands” structure limited
clarity, alignment, and shared identity across buildings.

These findings directly informed the campaign’s strategic approach and measurable objectives.

To address these barriers, the campaign was structured as a phased organizational change initiative focused on:

1. Structural Alignment: Establish a consistent visual system and governance framework.
2. Message Clarity & Repetition: Anchor communications around a unified rallying cry.
3. Stakeholder Activation: Convert awareness into visible participation and shared ownership.

District leaders and principals were engaged throughout the planning process to ensure alignment between building-level implementation and districtwide
governance standards. This phased approach ensured the initiative was not a logo refresh, but a strategic identity transformation aligned to the district’s
2023-2026 Strategic Plan. The initiative was formally endorsed and modeled by district leadership and the Board of Education, reinforcing systemwide
accountability and visible alignment.

A cross-functional implementation team, including district communications, building administrators, and key staff representatives, coordinated rollout
responsibilities. Clear expectations were established for logo updates, digital transitions, signage changes, and messaging integration at the building level.

OBJECTIVES

Achieve at least 50

# percent stakeholder
participation during the
2024-2025 initial rollout

Increase stakeholder

22 awareness and
understanding of the
unified brand by 25 percent
by June 30, 2026.

By June 30, 2026, 100

percent of district schools
> and departments will

implement the approved

unified visual and year.

messaging standards.

RESEARCH INSIGHT STRATEGIC RESPONSE
Strong desire for unity Standardized logos, color palette, and 2025 Brand Guidelines
RESEARCH-TO-STRATEGY Inconsistent visual identity Standardized logos, color palette, and 2025 Brand Guidelines
ALIGNMENT
Stakeholder engagement through apparel, Stakeholder engagement through apparel, events, and community
events, and community activation activation

The campaign prioritized two-way communication and measured engagement through active participation
across events, merchandise, storytelling, and social media.

PRIMARY SECONDARY TERTIARY




PRIMARY MESSAGE

ONE DISTRICT> ONE MISSION

ONE CREEK

One Creek Timeline

Strategic Plan Presented io Board
Strabegic Flan Approved by Board
Ore Cresk Team Created

Dig IN Propasal

Initial Letter to Stakeholders
Dig IN Research inberviows

Dig IN Brand Audit

Rally Cry and Logs Discisaons with
Ome Creek team

Mew Exterics Buildeng Sign Marguiee
Updates Ordered

BCS One District, One Mession, One
Creek Video Production

One Creek Initistive shared with niws
“Back-io-School Edition”

Staff Opening Day “0ne Creek™ Shirts
BCS One District, One Mission, One

Cresk Video and Dig 1N brandng video
presented 1o staff

Yard Sign Distribution

BC S Ona Distriet, One Mission, One
Creek Video on social

Creek enews — September Edition
Stafl newsletier: Sepbember Edition
Creek Connections, Community Mailer
Branding Guidelines Complete
Branding Guide Shared with Sl
Creek enews - Hovember Edition

Open Eye Studios Brand Video

Social Media Hashiag Campaigns

Bran i Presentation 1o Stall
Updated One Creek Marguees Installed
Posi Survey

KEY MESSAGES

The primary rallying cry, “One District, One Mission, One Creek,” was chosen to unify the

campaign. It highlights district-wide connection, a shared purpose to inspire and empower,
and strong community pride, serving as both a motivational message and a foundation for
branding and engagement.

SUPPORTING MESSAGES

Unity & Connection (students, staff, families): We are stronger
together; a unified brand fosters belonging, collaboration, and spirit.

Pride & Tradition (students, alumni, community members): The
Beaver represents excellence and perseverance; unifying honors history
while building a legacy; orange and black symbolize tradition, unity,
and pride.

Consistency & Clarity (staff, families, community partners, media):
Consistent visuals and messaging strengthen recognition and trust; one
voice, one look, one message: the Power of One.

Belonging & Community (students, families, community members):
Everyone belongs; celebrating each other’s successes builds a culture
of care and respect.

Excellence & the Future (students, staff, families, Board,
community leaders): One Creek is a culture, not just a logo; unity
supports continued success and growth.

Messages were embedded across digital, print, events, and leadership
communications to ensure consistency and repetition.

TIMELINE View the full campaign timeline (official ADA-compliant Google Sheet).
N
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https://docs.google.com/spreadsheets/d/1Rqp3nBHGt8o8QUrRvOTqxYKQOqtIiPm-7MngfR4o0RY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1Rqp3nBHGt8o8QUrRvOTqxYKQOqtIiPm-7MngfR4o0RY/edit?usp=sharing

THE POWER OF ONE:

S A UNIFIED IDENTITY

MPLEMENTATION

The campaign prioritized inclusive engagement across digital, print, and in-person channels. While early videos lacked captions, expanded captioning
and inclusive design standards were incorporated into future video communications to improve accessibility.

Training sessions and leadership briefings equipped principals and department leaders with clear expectations, timelines, and implementation
responsibilities for updated visual standards and messaging protocols.

The superintendent and Board of Education publicly modeled the unified identity at launch events and in districtwide communications.

Implementation strategies were designed to directly support the campaign’s three SMART objectives.

Update building logos and signage

Strengthen Primary Provide branded templates Ensure 100 percent of buildings adopt updated
OBJ 1 Unity Through and Deploy a visual “One Creek” campaign across branding by the start of the 2025-2026 school year,
Consistent Secondary buildings and digital platforms. with full compliance verified through the 2026 brand
Branding Publics Refresh the district website; publish and audit.
distribute a comprehensive brand guide.
Launch a districtwide campaign video series
Primary Share consistent messaging across newsletters, Achieve 2,000 video views in 30 days, increase
OBJ 2 Build Awareness and social media, and email communications email open rates by 10 percent, and ensure 100
and Understanding Secondary Integrate One Identity talking points into staff percent of buildings share One Identity messaging
Publics meetings, student assemblies, and other school- by June 2025.
based settings.
Jit; k 1 t te visibilit
21 de;r%r;e Creek apparel to promote visibility Achieve 90+ staff participation in Opening Day
E Student: 1, 50 t student participation i 1
ngage Stucents Primary Align the District Character Education theme appare’, 51 pereent stu e-n participation 1n‘ appare‘
OBJ 3 and Staff as Brand . . e sales, 30 percent growth in One Creek social media
Publics with the One Identity initiative s
Ambassadors . . . engagement, and at least one highlighted One Creek
Partner with Creek Industries to design and activity per school
produce branded merchandise. yP '
Design and distribute One Creek yard signs
Primary, Collaborate with school buildings and booster Distribute 1,500—2,000 yard signs by the end of
. Secondary, groups for community-wide distribution 2024-2025, generate 200+
Foster Community . . s . . . .
OBJ 3 Pride and Encourage social media participation using user-submitted photos, increase campaign hashtag
Tertiary campaign hashtag use by 25 percent annually, and engage at least 10
Publics Create selfie boards for use at school and community organizations.
community events.
Produce a five-episode “Insider’s Perspective”
video series and a district branding video Achieve 2,500+ combined video views, share at
Celebrate and . . .
. . Encourage use of campaign hashtags least 24 spotlight stories each school year, and
OBJ 2 Reinforce the All Publics . . . T Lo ;
Unified Identit Share spotlight stories and short video highlights ensure 100 percent of district events incorporate the
¥ Incorporate the rally cry into school and district rally cry.
events, presentations, and visual displays.
Conduct periodic stakeholder surveys
Hold follow-up focus groups Conduct annual brand audits to reach 100 percent
Sustain Complete annual brand audits to ensure compliance by 2026, complete a stakeholder follow-
OBJ 1 All Publics consistency up survey by June 2026, and ensure 100 percent

Long-Term Impact

Implement a sustainability plan to keep One
Creek integrated into district culture and
communication.

building-level participation in unified branding by
the start of 2025-2026.




Structural Consistency | Awareness &
Understanding | Participation & Engagement

EVALUATION

Evaluation of the One Identity Campaign aligns with its three SMART objectives and measures progress through brand
audits, digital analytics, participation data, and districtwide implementation outcomes.

Baseline Context (Pre-2024)

No formal brand governance system

Inconsistent logo architecture across 11 schools
District highlight video (2023-2024): 246 views
Board of Education recordings averaged 75—150 views

3 STRUCTURAL CONSISTENCY

By the end of the 20242025 school year, 100 percent of school buildings and the Board of Education adopted the unified
visual system, including updated logos, standardized color palettes, and consistent messaging applications.

The publication and distribution of the 2025 Brand Guidelines established formal governance standards to ensure long-term
compliance and accountability. This replaced decentralized logo development with a structured approval process applied
consistently across all 11 schools.

2 AWARENESS & UNDERSTANDING

To measure awareness and understanding, the campaign utilizes a structured retrospective pre-post survey scheduled for
administration at the conclusion of the 2025-2026 school year. This timing was intentionally sequenced following full
districtwide implementation to ensure valid comparison and eliminate distortion from phased rollout effects.

While final perception data will be collected after full implementation, interim indicators demonstrate strong message
penetration and increasing brand recognition:

e Campaign videos generated 2,063 YouTube views, significantly exceeding historical district averages (75-150 average
views for Board recordings; 246 views for the 2023—2024 highlight video).

e During the Aug. 14-Oct. 31 rollout window, Facebook link clicks increased by 65 percent and new page follows
increased by 63 percent compared to the same timeframe in the previous school year, indicating expanded stakeholder
engagement and message reach during campaign implementation.

e 100 percent of schools integrated unified messaging into newsletters, websites, and public communications.

e Preliminary administrator feedback indicates increased clarity in district representation and reduced confusion regarding
logo usage across buildings.

The final retrospective survey will measure a targeted 25 percent increase in awareness and understanding to validate long-
term impact following full implementation.

3 PARTICIPATION & ENGAGEMENT

Stakeholder participation exceeded rollout benchmarks during the initial implementation year, demonstrating strong
internal ownership and visible community adoption.

e 90-95 percent staff participation in Opening Day apparel activation
e 1,500+ One Creek yard signs displayed communitywide
o 100 percent of schools activated at least one One Creek-branded initiative

These engagement indicators reflect cultural integration beyond visual compliance.

Student participation and school-based activities reinforced the sense of unity students identified as a
priority during the original focus group research.

SUSTAINABILITY & NEXT STEPS

The campaign established a long-term governance framework through annual brand audits, visual compliance
requirements, and ongoing stakeholder evaluation. Next-phase priorities include full mascot integration, expanded
accessibility standards in video communications, continued staff training, and follow-up perception surveys.

The One Identity Campaign did more than refresh a logo system. It unified district identity, strengthened trust, and
ONE DISTRICT - ONE MISSION positioned One Creek as a sustainable cultural framework designed to support clarity, alignment, and community

UNE BREEK connection for years to come.




THE POWER OF ONE:

A UNIFIED IDENTITY

SUPPLEMENTAL MATERIALS

DIG IN

STRATEGY

Research Sessions & Partlmpants
(led by Jeff Dattilo of Dig IN)

¢ Coy Middle School: Student Advisory Group (20-30 students)

e Ankeney Middle School: Student Advisory Group (6—8 students)

o Beavercreek High School: Student Council, Athletic Council,
Fine Arts, Principal-Student Advisory Group (8—12 students)

group and staff (12-16, mix of students and faculty)
Trebein Elementary: Student Advisory Group (6—8 students)
e Fairbrook Elementary: Sth Grade Student Advisory Group and
Staff (8-10, mix of students and faculty)
e Central Office: Community Members (7-10 adults)

Ferguson Hall Freshman Building: Principal student advisory

é PHASE E
Discover
” Build 1
Create
o llluminate 2
Amplify

Open-ended qualitative questions examined stakeholder perceptions of mascots and colors, district reputation, key sources of

pride, shared descriptive language, and perspectives on the district’s brand identity.

Beavercreek identity.

Interview Insights: School/Group Specific

Coy Middle Ankeney Freshman Trebein Fairbrook Community
School Middle School School Elementary Group

Mascot

Overall
Opinions

Proud of

Common
Words or
phrases

Mascot or
Color
Comments

Beavers

Community-
mined, want to
be part of it &

connected

Sports Team,
Strong
Community,
The Creek

Energy around
The Creek

Leaned towards
a desire for
sense of
community
approach: mixed

Chargers

Mixed opinions

Supportive, kind,
work hard,
programs, reliable

Unified, team, Go
Creek, Creek
Pride, Go Beavers

Polarized
opinions.
Some viewed
numerous colors
“distracting.”
Open to make
both middle
schools Beavers.

Beavers

Mixed
opinions

Feel
accepted, can
be yourself

Opportunity
supportive,
diverse

Mixed but lean
towards
integrated
Beavers..
Middle schools
should have
same mascot

Beavers

Want to be more

included

Diversity in
everything,
variety, but don't
feel connected

Welcoming,
Connected, The
Creek is Rising

Mixed; Scattered
and want to
come together,
but others like
individuality of
current
elementary

Timberwolves

More open to
Beavers
throughout

Feel Heard & safe,

teachers

Unique, Strong
Community

More open to
Beavers, “buff
Beaver”

Strong districtwide desire to “come together” under a more unified identity.

Broad support for a consistent districtwide color scheme and stronger visual alignment.

Recognition that school pride and long-standing traditions should be preserved.

The Beaver identity is most strongly associated with athletics, school spirit, district tradition, and alumni pride.
Community group strongly favors districtwide adoption of the Beavers mascot.

Secondary buildings (middle/high) lean toward Beaver consistency.

Feedback noted that multiple mascots and color schemes can feel distracting.

Elementary perspectives vary.
Some schools are open to adopting the Beaver mascot.
Others prefer maintaining historic mascots.
Even those preferring to keep mascots are open to stronger district alignment.

Overall consensus: increase unity, strengthen visual consistency, and balance tradition with a cohesive

Foxes
More loyalty to Proud
Foxes community.
Beavers .
throughout. Vlew
Experiences, safe, Smaller 0
top school, community feel, w
stronger together. coming .
together. I nsi g htS
Wel\—rounded, Coqd for SChOOI
strong, united, business, -
team, truthful, dynamic, low
“Build the Dam” crime Gr—Ol:lp.—
Specific
Like Foxes, would Beavers
prefer to keep preferred, Ta b I e
Foxes, but some understand

open. Relate to:
Go Creek, Think of
Beavers for
Sports.

some challenge.

DIGIN

STRATEGY


https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing
https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing
https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing
https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing
https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing
https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing
https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing
https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing
https://drive.google.com/file/d/1MiFnW7jd2m4HJsgM2XqYGeuOcdhe5xER/view?usp=sharing

SUPPLEMENTAL MATERIALS R ESEARCH

Beavercreek Brand Audit: School Case Study

Beavercreek City Schools
Brand Audit 2.29.2024

Team

Secondary Research

As part of the secondary research process,
Beavercreek City Schools reviewed unified
branding models from peer districts, including
Mason City Schools, Forest Hills School
District, Johnston Community School District,
West Des Moines Community Schools, and
Bedford Public Schools. Particular attention was
given to the Mason City Schools case study,
which demonstrated the effectiveness of a
district-centered  logo architecture  with
consistent visual standards across buildings.

These comparative analyses helped identify best

practices in governance, visual hierarchy,
mascot alignment, and long-term brand
compliance. Insights from these districts

informed Beavercreek’s decision to transition
from a decentralized “house of brands” structure
to a unified, governance-backed identity system
designed to balance district cohesion with
school-level pride.

Points of Pride

Strong overall pride, especially for
teachers, athletics, programs, and a
supportive culture.

Community members associate BCS with
camaraderie, strong  military and
business ties, good value, and low crime.
High passion around “Creek” identity
phrases and “We Are Beavercreek”
messaging.

Beavercreek School District
Starting
IDENTITY &
ARCHITECTURE &
Naming /Mascot
Structure

ANl RALLYING CRY /

SLOGAN
FOR ONE IDENTITY

More consistency &

connection o
Building Story, Why &
Inviting Everyone to Join

DIGIN
Recommendations from Audit

Wéll-rounded *

M -
M

Move to better align the strategic plan with the district
brand/name/mascot system.

Move to a consistent district brand design architecture
throughout (starting at the top and all the way through
elementary and preschool).

Starts with architecture.

Phased approach to move to more simplification and
consistency in the naming system and mascots.
Ankeney Chargers mascot adapted to Beavers (same as
high school).

Then gradually apply to elementary (in time).

', MASON CITY SCHOOLS

GROWING GREATNESS TOGETHER

, MASON HIGH SCHOOL

~ GROWING GREATNESS TOGETHER

' - MASON MIDDLE SCHOOL

GROWING GREATNESS TOGETHER

' - MASON ELEMENTARY SCHOOL

GROWING GREATNESS TOGETHER

,MASON INTERMEDIATE SCHOOL

" GROWING GREATNESS TO!

,MASON EARLY CHILDHOOD CENTER

" GROWING GREATNESS TOGETHE

Beavercreek Naming/Brand Architecture Example #2

3 (
Clty Schools

Beavercreek
is used as

H\gh Schoo\ Ferguson Hall Freshman High School

top-linein all
logos. Specific
name of
school is
secondary

A |
=0

Coy Mlddle School )

‘ Ahkeney Middle Séhool

Beavercreek
@) Parkwood Elementary

DIGIN

STRATEGY

X ercre Beavercreek
VaHey Elememary @EG Shaw Elementary
Preschool Center




SUPPLEMENTAL MATERIALS PLANNING

MESSAGE ARCHITECTURE
& STRATEGIC ALIGNMENT

Research indicated that Beavercreek City Schools did not suffer from an identity crisis,
but from an identity presentation gap. Stakeholders expressed strong pride in the
district’s reputation and culture, yet identified inconsistent visual and structural
representation across buildings.

Messaging therefore needed to unify without erasing tradition, clarify without BEAVERCREEK UNITED

oversimplifying, and elevate district identity while preserving school pride.

Rally Cry Selection Criteria

The rally cry, “One District, One Mission, One Creek,” was selected through
collaborative leadership review and alignment with Strategic Plan priorities. It was
intentionally designed to:

e Reinforce structural unity across 11 schools ORE
o Connect directly to the district’s mission and shared purpose ONE
o Elevate “Creek” as a collective cultural identity L TEAML *

o Function across audiences, grade levels, and communication platforms
e Transition the initiative from visual alignment to emotional cohesion

ONE NATION. ** ONE TEAM.

UNITED " STATES

Message Hierarchy

ONE DISTRICT ONE MISSION

Primary Rallying Message: 0 N E c REEK

Supporting Themes

Unity and Belonging

Tradition and Pride

Consistency and Trust
Excellence and Future Readiness

Strategic Role of Messaging

The rally cry was engineered not as a tagline, but as a behavioral anchor. It provided
repetition, clarity, and cultural consistency across leadership communications, district
events, digital storytelling, and community engagement.

Additional
Rally Cry
Considerations

Together,




SUPPLEMENTAL MATERIALS

Implementation included the launch of the 2025
Brand Guidelines, which formalized visual standards
for logo wusage, typography, color palettes, and
messaging across the district. A unified circular “B”
logo system was introduced for the district and all
buildings to establish a consistent visual hierarchy
while maintaining individual school names. The
transition also included standardizing the orange and
black color palette and updating building signage to
reflect the wunified identity, ensuring visible
consistency across physical and digital
environments.
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The One District, One Mission, One Creek video series showcases the heart of BCS by highlighting students, staff, and
programs across the district. Through classroom moments, extracurricular activities, innovation, and community
engagement, the series illustrates how BCS empowers, inspires, and prepares every student for success. The videos
reinforce the unified identity message while celebrating the people and experiences that make the district unique.
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October 16, 2024 - &
Introducing One District, One Mission, One Creek: An Insider's Perspective—a new video series
offering a closer look at what makes Beavercreek Schools great.

In the first video, we hear from Florence Tillman, an Intervention Specialist at Shaw Elementary.
Florence shares about her rale in supporting students with diverse needs and how Beavercreek’s
strong sense of community helps everyone come together.

o0 iy Ly wlarwd b1 ther i Stay tuned for more videos in this series!
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A big thank you to our community partner, Texas Roadhouse, for taking the time to pose with our
#0neDistrictOneMissionOneCreck sign last week! Your support means so much to us and helps
strengthen our incredible community. @4 #CommunityPartners #0neCreek #ValleyElementary
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We are thrilled to kick off another year of Character Education!
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BU DG ET Strategic Investment & Stewardship: The $184,369 investment reflects a phased, governance-driven
transformation impacting all 11 schools and designed for long-term structural alignment. This initiative established
enforceable brand standards, centralized logo architecture, and annual compliance audits — eliminating recurring redesign costs,
reducing inefficiencies caused by decentralized purchasing, and preventing future piecemeal rebranding across buildings.

Rather than a marketing expense, this was an operational infrastructure investment that created a scalable identity system
designed to reduce long-term duplication and inconsistency costs.
Investment categories

Tactic/Activity/Resource Cost included:

e Governance & Strategic
Planning (research, audit,
brand guidelines)

BCS Mission Video Production (created in-house) $0.00 e Permanent Visual

Infrastructure (signage, logo

systems, mascot integration)

BCS Branding Guide $0.00

BOE One Creek Graphics $3,665.21 « Community Engagement &
Activation (yard signs,
Building Marquee Display Signs $6,950.00 apparel, events)
e Digital Alignment (website
Creek Connections Printing/Mailing $8,712.11 realignment, video production)

More than 60 percent of

Dig IN Strategy and Marketing $23,732.50 expenditures supported permanent
visual infrastructure and long-

District Website $0.00 term governance systems rather
than short-term promotional
materials.

Mascot Costumes (3) $22,253.00

One Creek Lanyards (gty 1250) $2,086.53 Spread across 11 schools and 8,200
students, the investment averages
approximately

One Creek 11X17 Posters (200) $239.70 to establish a unified identity
system designed for sustained

One Creek Selfie Boards $1,067.64 multi-year use.

One Creek T-Shirts (qty 1334) $15,939.78 Several high-impact components,

including website realignment,
social media integration, and
mission video production, were
completed internally at no
One Creek Yard Signs (qty 3000) $6,060.00 additional cost, reflecting strong
stewardship of district resources.

One Creek Sticker $200.00

Open Eye Studios $15,732.16

This was not a one-time branding
Research $0.00 campaign, but the installation of a
sustainable identity infrastructure
. . designed to serve Beavercreek City
Sl G Sl Schools for the next decade.
Staff Salaries: 6-person committee (Staff salaries are not itemized, as
campaign execution was integrated into existing roles. This number is

estimated based on the number of hours dedicated to the campaign by $46,504.60

each member.) e

ONE DISTRICT ONE MISSION

Welcome Mats with New Logos $31,225.97

Why Letters to Community (sent via email) $0.00

TOTAL | $184,369.21




SUPPLEMENTAL MATERIALS EVALUATION

Brand Element

Implementation
Status

Evidence of
Completion

Impact on Objective

District & building
logos

Implemented
districtwide

Updated logo deployed
across all 11 schools
and BOE

Established consistent
visual identity

Color palette

Implemented
districtwide

Orange and Black
adopted across digital
and print materials

Improved visual
recognition

Mascot alignment

Phased
implementation

Beaver mascot adopted
at secondary level; full
adoption scheduled for
2025-2026

Supported long-term
unity

Brand guidelines

Completed and
distributed

Brand Guidelines 2025
published and shared

Ensured consistency
and sustainability

Digital platforms

Channel

Updated

Tactic | Content

District and schoal
websites refreched

Interim Performance
Indicators (2024-2025)

Reinforced unified
prezence

Impact on Objective

Video (YouTube)

One Identity launch
videos and
storytelling content

2063 combined views

Demonstrates
sustained interest and
message visibility

Social Media
(Facebook)

Opening Day One
Creek staff shirt photo

305 reactions, 4
comments, 10 shares

Shows internal pride
and peer-to-peer
amplification

Social Media
(Facebook)

“One District, One
Mission, One Creek”
campaign video

113 reactions, 4
comments, 18 shares

High share rate
indicates message
resonance

Social Media
(Instagram/Facebook)

Ongeing campaign
posts

Thousands of views;
sirong likes, comments,
shares

Reinforced message
recall and recognition

Creek Connections
community newsletter

23,000 copies mailed
district-wide

Extended awareness
beyond current
families

Engagement Area

Thrillshare Alerts and
newslefters

Participation
Indicator

8,000+ recipients; high
delivery success

Results

Ensured consistent
exposure to
campaign messaging

Impact on
Objective

Staff participation

Opening Day “One
Creek” shirs

90-95 percent staff
participation

Demonstrated
initial buy-in

Student engagement

Apparel sales and
events

Strong participation
across schools

Increased visibility
and ownership

Community visibility

Yard sign
distribution

1500+ signs displayed

Extended
campaign into
community

Social participation

Hashtag use and
submissions

Consistent use across
platforms

Reinforced peer
engagement

Building-level
participation

One Creek
activities

Every school

highlighted at least one

initiative

Achieved
districtwide
participation

Evaluation of the One Identity Campaign aligns with
its three SMART objectives and measures progress
through brand audits, digital analytics, participation
data, and districtwide implementation outcomes.

2 0BJECTIVE

By June 30, 2026, 100 percent of schools will
implement the approved unified visual and
messaging standards, verified through a
brand compliance audit.
The district website was
realigned to the unified
visual identity system,
incorporating the approved
logo architecture and
standardized orange and
black color palette to ensure

digital brand consist

100 percent districtwide visual adoption
achieved by 2024-2025.

2 0BJECTIVE

Increase stakeholder
awareness and
understanding of the
unified brand by 25
percent by the end of
2025-2026.
Strategically aligning
e-newsletter content to reinforce
the core goals and me ing of

the One Identity campaign.

30BJECTIVE

Achieve at least 50 percent
stakeholder participation during
initial rollout year.

/ campaign
rce unified

s platforms.

REFLECTION

The campaign confirmed strong community pride and
readiness for unity. Clear visuals and consistent messaging
elevated trust and belonging, with students playing a key role
in adoption. Lessons learned include sequencing mascot
transitions earlier in facilities planning cycles and aligning
capital improvement timelines with brand implementation
milestones. Continued reinforcement will ensure the One
Creek identity remains strong and sustainable.




The following snapshot highlights the most significant outcomes
achieved during the initial implementation of the One Identity

Campaign.

e Achieved districtwide adoption of the One Identity visual system across all 11 schools and the Board of Education Office by the
end of the 20242025 school year.

e Established brand governance through the development and distribution of the 2025 Brand Guidelines, ensuring long-term
consistency and accountability.

¢ Generated more than 2,000 YouTube views for campaign videos, significantly exceeding typical district video benchmarks (75—
150 average views for Board recordings), and reached thousands more through social media and print communications.

e Generated high levels of internal engagement, with an estimated 90-95

rek, Beaverereek City Schools
G e

percent of staff participating in Opening Day One Creek apparel and launch
activities.

¢ Expanded community visibility through the distribution and display of
more than 1,500 One Creek yard signs across Beavercreek.

 Built a foundation for sustained engagement and full mascot integration

at the start of the 2025-2026 school year.

STRATEGIC CONTINUATION
PLAN i

e Annual brand compliance audit

e Full mascot integration initiative
e Districtwide professional development
¢ Continued #OneDistrictOneMission campaign

-]
TN

e Stakeholder awareness survey

. . =g
View the One Identity BEAVERCREEK
Campaign Awareness Cl LS

and Perception Survey

www.GoCreek.org
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THE POWER OF ONE: A UNIFIED IDENTITY

Beavercreek City Schools transformed a decentralized house-of-brands structure into a unified, governance-backed identity system
aligned to its 2023-2026 Strategic Plan.

Through research-driven strategy, phased implementation, and intentional stakeholder activation, the district achieved 100 percent
building adoption of a unified visual system, established formal brand governance through the 2025 Brand Guidelines, and embedded a
rallying cry that now anchors leadership communications, district events, and community engagement.

The initiative strengthened clarity, reinforced trust, and elevated districtwide alignment while preserving school pride and tradition.

Full compliance verification will be achieved through annual brand audits by June 30, 2026, ensuring sustainability beyond the initial

rollout.

The governance framework and phased implementation model provide a scalable blueprint for districts seeking to strengthen identity
alignment while preserving school-level pride.

Students expressed pride in Beavercreek but a clear desire for greater unity and connection. The unified identity responded directly to
that feedback, strengthening belonging while preserving the traditions students value.

One District. One Mission. One Creek.

This was not a logo refresh. It was strategic organizational alignment.

ONE DISTRICT> ONE MISSION

WE ARE BEAVERCREEK
ONE CREEK




