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BETH: Hello, this is Beth Brodovsky. Welcome to Driving Participation. Today I am 

here with Amanda Willard. Amanda and I met a few months ago at the Nonprofit 

Marketing Conference that the American Marketing Association has, and it’s 

such an amazing conference. I am so lucky that I always feel like I meet the most 

amazing people. Amanda is currently the Vice President of Marketing and Brand 

at an organization called EZLinks Golf, but at that conference, she led a fabulous 

presentation on the re-branding that she did while she was the Vice President 

of Marketing and Branding at Lincoln Park Zoo in Chicago. So I’m so thrilled to 

have you here today, Amanda, to talk a little bit about your journey through that 

project and how you utilized a group of people you called “brand ambassadors” 

to form your branding process. A lot of times people talk about ambassadors 

as people to spread something that you’ve already created, but you did such an 

interesting project where you brought these people in to developing the next 

phase of what the Zoo is gonna be, and I think people are gonna be so interested 

to hear how you did it. So, thanks for joining me today.

AMANDA: Well, thanks for having me, Beth.

BETH: Why don’t we start off by talking a little bit about how you came to the 

Zoo and how the Zoo came to wanting to do a project like this.

AMANDA: It was definitely a wonderful moment in time when the Zoo and I came 

together. My background is in global strategy and design, and I learned from the 

best at Landor Associates and Agency for about 13 and a half years doing health 

care, CPG and strategy, and then shifted over to Lincoln Park Zoo because it was 

really an amazing moment in time when they were ready to change and I was 

ready to drive change, and I was at the Zoo for about three and a half years and 
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led them through a full re-brand, which I’ll talk about a little bit more today, and 

then I decided I was ready for a new adventure in the world of golf. So now I’m 

heading up marketing and branding for a brand called Tee Off by PGA Tour, which 

is also an interesting mix of for profit and nonprofit, but as you mentioned, today 

people dive into the re-brand a bit more at Lincoln Park Zoo.

BETH: I just think it’s so interesting to hear people’s backgrounds, and actually 

you have a pretty unique background. Many of the people that I talk to in 

nonprofits are doing marketing. I call them all slash marketers. They’re all like 

theater and history majors that got roped into this world of marketing, but you 

came from an actual professional marketing background. What do you think your 

background at Landor, and if people aren’t familiar with Landor, it’s a big agency 

that does consumer product goods, and I think things like Pampers and Tide are 

some of their product lines, if I’m correct. So it’s a completely different world, 

and it’s sometimes people get so focused on by what somebody in this world 

that’s gonna help us have done exactly what this organization’s done before. So 

somebody might be like, “Well, if you’ve done marketing at a zoo, then come 

work at our zoo,” but the Lincoln Park Zoo did something completely different 

and brought somebody from outside the world. So how do you think that your 

perspective and your background that you brought to the zoo helped you in your 

project?

AMANDA: You know, it’s really funny because there are a slew of interesting 

stories behind that question, but I’ll focus on a couple of them. I had just 

completed the re-brand of Northwestern Medicine in Chicago and the chief 

marketing officer, they all had seen the job posting for Lincoln Park Zoo, and 

said, “Amanda, you have to apply for this job,” and I said, “I love zoos, but I don’t 

know to work at a zoo,” and so I was hesitant to take on that adventure, and to 

be honest, she was really annoying about it. Just to kind of get her off my back, 

I said, “Fine, I’ll apply,” and it ended up being one of the best choices of my 

life, and the zoo had an interesting journey because they had tried to re-brand 

over 5-10 times in the last 20 years and couldn’t make it to market because they 
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couldn’t get it to go all the way. All for good reasons, but there were so many 

different types of decisions to make, so many different types of budget directions 

they could have gone in, and they just didn’t know which way to go and they 

tried doing pro bono projects. They tried doing it themselves from within their 

own skillsets and it just wasn’t giving them the results that they needed, and so 

because the zoo industry was really starting to really focus on branding, WCS had 

re-branded, San Diego Zoo Global had re-branded. They finally started thinking 

they need to focus on branding, not just advertising and not only marketing, 

but really understanding the source of what their brand was all about. So they 

had come to that conclusion based off of their journey to really focus on brands, 

which was great, selfishly for me, because I could step into that role with my 

expertise, and it was welcome and appreciated and needed, frankly.

BETH: I think it’s so true and coming from the perspective that you come from 

and jumping into this world of nonprofit, what is your take on what the word 

participation means, especially when it comes to what was happening at the zoo? 

What did they look at as valuable participation so that they could thrive as an 

organization?

AMANDA: Again I think there are a couple of questions in there. My opinion about 

participation is all about community and engagements. I don’t see it as more 

complex than that, and I think that the zoo is such … Lincoln Park Zoo is only 

one of three zoos in the country that’s free for everybody, and they’re also at the 

forefront of conservation work and educational programming. So they always 

have engaged with the public very well and people … it’s almost like another 

child. People spend so much time when they have young kids at the zoo because 

it’s free and they can go for 10 minutes or four hours. So there was already an 

excellent public relationship with the zoo, but I think understanding how brand 

can sometimes bring things together, they hadn’t really tapped into that yet. So 

I was really excited to bring my belief of participation into the zoo’s culture that 

really valued public engagement and public participation.
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BETH: Right, and so in the work at the zoo, when we look at like participation 

versus engagement, what were the kind of things that you guys defined as 

engagement that you were looking for that actually did help the organization 

get people to take the actions that were important to them? Sometimes when 

people talk about engagement, they mean people are listening or people who are 

listening and liking our posts or people are aware and those are all things that 

are great metrics along the journey, but they’re not always metrics that move 

the needle and help an organization reach their goals or their ability to sustain 

themselves. How did you look at that and is there any difference in that in your 

work?

AMANDA: I think that it is a fascinating question, and I will do my best to answer 

it. I think from my role, I wanted to have the engagement start from within, and I 

think any time change happens successfully it happens from the inside out, and 

so a substantial goal was to really drive engagement in a way that people felt 

comfortable, but those people who work at the zoo, those people who volunteer 

at the zoo, because they in their own words are going to drive for public 

engagement. I totally agree. I’m over impressions. I want chairs. I want somebody 

recording their own content with my product in it and telling people in their own 

words why this is awesome. I don’t just want another report with an impression 

on it. So I think that getting your internal groups rallied and excited and using 

their own words to describe your brand, that’s what’s going to drive the public 

engagement so that somebody signs up to be part of one of the teen programs 

so they can get into a good college or somebody decides to become a member 

of the zoo so they can be part of saving chimpanzees. They can really see how 

their world fits into the construct hat the zoo can provide for them. To me, that’s 

authentic and meaningful engagements.

BETH: And I love it! I feel like one of the things that people still really struggle 

with is “What is branding?” and I think eventually, I feel like I’m hearing this a lot 

lately, is that people get branding and marketing confused and the goals of those 

processes confused. At its core, how do you see it? What is re-branding really all 
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about?

AMANDA: Change management.

BETH: Ooh, good answer. Tell us what you mean by that.

AMANDA: I agree. I think marketing, marketing, advertising, everybody uses 

terms interchangeably and often they believe their definition is the only 

definition, but that’s another story for another time. So I think when you ask 

about re-branding, that implies change and to me it has to be change that 

sticks because branding can be very expensive. It doesn’t have to be very 

expensive, but if you do branding correctly, it should have an effect on the entire 

institution as well as different audience groups. So when you think about change 

management to shift from A to B and then stay at B, you really got to understand 

why am I doing this? Why is it good for me? Why is it good for the institution 

and why am I good for the public at large? To me, that comes down to change 

management, which is an emotional shift, practical shift. What are you going to 

differently tomorrow that you didn’t do yesterday? So those are all wrapped into 

a successful re-branding program that once it is completed and everybody owns 

the brand, it is actually over. I’m a firm believer that once you go through a re-

branding process, successfully launch, everybody is on board. That’s when you 

shift into more of a marketing mindset. Of course you’ve got to maintain your 

brand standards and strategies, etc., but that’s when you can really flourish and 

activate against the brand moving forward.

BETH: I really like how you make a distinction between branding and re-

branding because you’re absolutely right. Re-branding is really about an existing 

organization that’s making a shift and if you don’t look at it like that and all the 

consequences that come with having people who thought this who now need to 

be brought along and I don’t even want to use the word “moved,” because moved 

means you’re doing something to them as opposed to having people join you on 

that journey and support you and come with you, and one of the things I hear 

from the people that we talk to about their re-branding journeys is that one of 
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the keys to them being successful is this idea of buy-in. So how did buy-in play a 

factor in your process and who needed to buy-in in order for it to work?

AMANDA: Well, this will start our four-hour portion of today’s podcast. So buy-

in has a galactic part of my role at the zoo, and I’ll share a couple of examples 

of that. I think the first piece, which is so important, is the zoo was bought in to 

a re-brand before I showed up and that’s really important. So they knew it was 

time, they tried it a few times before, it didn’t work. Some of that frustration 

actually paved the way for me to drive meaningful change, which I am ever, ever 

so grateful for. So the start of the process was really with the CEO Kevin Bell, and 

he welcomed me by saying, “Meet everybody and listen. Go meet people that 

run the most successful zoos and aquariums in the country and really understand 

what makes them tick. What do you need to know about our industry?” because 

everybody knew I hadn’t worked at a zoo before, and I was very thankful to 

have that leeway for about my first six months to just listen and ask many, many 

questions to understand how are people making decisions. What are the typical 

roadblocks? What have they tried before and why doesn’t it work? What’s the 

highlight easy way to answer, but what’s really the reason why these two people 

don’t get along and that’s becoming a roadblock for actual brand change? So 

having that freedom to really digest was paramount. Second to that, I think it 

was maybe a month in, he walked into my office, and I don’t know why, but I 

knew this was big. It was not a planned meeting, and he just said, “What do you 

need?” and in about 30 seconds I had some milestones, budget and a time plan, 

and he said, “OK,” and he walked out. That was the five-year brand program. It 

was incredible, and I just thought, “Oh, OK. We’re in,” and we got this and so I 

wasn’t necessarily done with the digestion process, but I knew enough to know 

where is the attention span of a fearless leader who is trying to save animals from 

extinction. Brand is not necessarily number one on their list everyday. So how 

does that actually work? What is that actually look like? That really helped me 

gain momentum and buy-in at our highest level. In addition to that, I was invited 

to every single board meeting, which was the full board, which is about 50-60 
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people and then there’s the marketing and communications committee of the 

board. So I met with them quite a bit, worked with the chair quite a bit and really 

understanding and bringing them in line the entire time and then there is the 

senior leadership team. So that’s every vice president of every department. So I 

think maybe now there’s 10 or 11. So a substantial team that represents the entire 

zoo and then also working with different groups and departments within the zoo. 

So it was about nine different touch points of buy-in and every single part of the 

process. That was really important because I knew the way they tried it before 

didn’t work and so I had to find a different way to listen and to digest and to 

understand what is the best way for this person to listen to something that’s new 

and scary and may take funds away from what they’re working on, which is part 

of the objective. 

BETH: How did you manage or did you even exceed attitudes of people? You said 

these people had been through this 5-10 times. How did they not look at you as 

like ‘here’s the next girl’? Like I’m sure, who knows, but I would suspect there 

might be some sort of undercurrent of here we go again.

AMANDA: A hundred percent because it was such a big part of my life. The term 

internally was brand fatigue. Well, we’re gonna go through this again and who is 

this brunette walking up here? 

BETH: Coming from an outsider who thinks she knows better.

AMANDA: Right. There are a couple of key things. One is they hadn’t hired 

somebody to do this role in the past so it was in a sense a new role. So that was 

different. We also … I think they made the right move in hiring somebody who is 

literally obsessed with branding, which is me and understanding this is my world. 

I can’t look at a Nike campaign and not understand engagement. It’s just the way 

my brain works, but my brain isn’t a zookeeper. I’m not a conservation scientist. 

So the interesting thing about the zoo is they rely on experts to get really tough 

things done in that area. They always have. So you want to build an urban wildlife 

institute, you have to get people in that have that PhD or have that passion since 
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they were five years old, and so in a weird way because I had worked at Landor, 

and I had run global brand programs all around the world, they said, “OK, I can 

relax because an expert in that area is here, and I’m gonna respect their expertise 

just like they are respecting my expertise.” So in that way, I think it was a very 

smart approach to bringing that in and combating brand fatigue, but on a micro 

level, I did have to deal with that on a number of levels because people had heard 

about new ideas in the past that never made it to market. So they did ask me 

all the time, “Why is this different?” and so that’s another reason why the CEO 

said, “You need to meet up with everybody,” because once they meet you, they’ll 

understand why this is different.

BETH: Right. You didn’t just meet people. In your process, you actually brought 

people from all levels, like all different areas of the organization, together to 

participate in the creation of something. So can you talk a little bit about what 

you designed and how that helped you not just create the output, but once it was 

ready to release into the wild, shall we say, how that changed what was able to 

be created because of this deep involvement from the community?

AMANDA: Absolutely. So as I was meeting everybody, I realized that there were 

a few unique things about this institution. Number one, the tenure. The average 

tenure of the leadership team, I think was maybe 26 years. That’s the average. 

So you have a lot of people who had been at the zoo for a long time. The CEO 

I think is coming on to 42 years right now, and so there had been a long time 

of doing things a very certain way. There’s a wonderful strength in that, but I 

wanted to see could I learn from those strengths to try something a little bit 

different and that thing was called a brand ambassador team and after meeting 

different people, I realized that sometimes there is a difference of opinions 

between the most senior person and the most junior person in a department or 

on a project. Not a disagreement, a difference of opinion, a different approach of 

doing something, and I thought that could be really interesting, and I didn’t want 

to miss that opinion, and so as soon as I pitched the idea to leadership team, 

everybody was on board within 10 seconds of an approval, so I knew that was 
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promising. The brand ambassador team was a team of people that is statistically 

perfect to the makeup of the zoo. So I believe we had anywhere from 30-33 

people and so if 40 percent of the staff at the zoo works in animal care, this same 

amount was on this brand ambassador team. So any scientist could not fault 

the makeup of the team, and then longevity, we had a range of people that had 

worked there a long time, 35 years, to people that had worked there one year. 

So again, we’re getting that aspect as well. People that don’t really know the 

institution as well and people that are creating the culture of the institution for 

years. Then another plane, which I highly recommend, is I found out who are the 

naysayers. Who hates change of any kind? Who is gonna complain and grumble 

and be grumpy about any type of change, especially in the marketing world, 

and who is gonna fight for this because they love creativity? I got both of those 

personalities and approaches represented in this group. This was a challenging 

group to bring together, but I knew this team reflected the same team that was 

gonna judge if this is a success or not when we went live. So the team came 

together, and a lot of people didn’t know each other, so it was really important 

to me to create an approachable and welcoming environment, and so it ended 

up being one of the best moves of this program. I didn’t know it at the time, to 

be perfectly candid, but it became a great source of my joy and a really good 

place to check in as we were making big strides forward with the board and 

with the leadership team. I always checked in with this team to say, “Does this 

make sense? Is this actually something we can activate? Are we credible in this 

area?” and sometimes they said no, and it was really funny and then we switched 

directions and we listened to them because at the end of the day, to me, they 

represented where the brand has been and so they had to be part of where the 

brand was going in the future.

BETH: It’s so, so true. Did you have them just advise and give feedback on what 

was created or were they involved in the actual process of brainstorming creating 

potential directions and making decisions?

AMANDA: So it’s probably somewhere in the middle. There are certain decisions 
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that they were not involved in. There were a lot of decisions they were involved in. 

They did see everything before it went live, but as an example, we had an internal 

rallying cry and it’s one of my favorite stories of humility, because we had the 

marketing and communications committee of the board involved, and we had the 

leadership team involved and everybody thought we were really hot stuff and we 

were very smart and we had come up with maybe nine options, and I remember 

workshopping with this group and I didn’t share the nine options at the beginning 

of the workshop. We split into different groups and we had different music and 

things like that and people are writing all over boards and coming up with their 

own. So the team came up with about 25 options and then we did an exercise 

and after we came to maybe the five lead ones, I said “OK, lets look at these 

nine,” that the leadership group came up with and then we did another exercise 

and these are very kind, welcoming people. Not one of the options from the 

leadership team came forward, which I thought was fantastic, and I knew these 

other options really were better. They were more fitting, they were appropriate. 

They were gonna drive us forward towards our vision. They were better options 

and it just made me so happy that this group was here, but also so as it’s the 

humbling moments that just because we can talk to ourselves at a senior level, 

it doesn’t mean that that’s always going to be the option that moves forward. A 

lot of times it is, but not always. So that was a wonderful moment for us when we 

had moved forward and then when I did present that back to the leadership team, 

they thought it was fantastic. They couldn’t have been happier and then definitely 

the feedback of “Why didn’t we think of that and we’re so proud to have this 

team working as hard as we are for the good of the institution moving forward.”

BETH: That’s really helpful. What came out of this process that was really 

unexpected?

AMANDA: Well, a few things. I think that on a personal level, friendship, seeing 

the zoo out there, understanding that when we put a sloth out on the back of a 

bus our video about sloths went viral overnight, but I think more personally it was 

that building of engagement in a community. I remember one of the unexpected 
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pieces that came up when I was meeting with the brand ambassador team, 

meeting with the leadership teams and the board and thinking about we know 

that we’ve got a really great brand now, and we want to share it with everybody. 

How are we gonna do this in an organic way that will achieve our objectives 

of awareness and engagement, and I came up with the idea of a brand dating 

game, and I remember pitching it to this facial expression that was more stoic 

than happy and excited, and I just knew it was the right thing because the zoo 

has so many different types of staff and employees. You have some people that 

they want to work with animals because they don’t like talking to people. You 

have other people that are on their third PhD, and they’re all in one audience, 

and I’ve got to get them all on board and excited. I thought humor was the 

best way to do that, and so in order to have our internal audiences understand 

what are targets, you never had those before. Why are we putting $10 towards 

a marketing campaign for this one group and not for this other group? So really 

just trying to achieve basic knowledge of what are targets and why are they 

important to us and why are we going to be hearing about them in the future and 

why you are going to see certain ad campaigns going live versus others, and so 

we created this brand dating game and we had different members of the brand 

ambassador team actually act out the different targets, and it was hilarious, 

and we had people talking about they were a quintessential grandparent, and 

they were gonna come to the zoo tomorrow with their 150 grandkids, and then 

another group that was this high end donor that was shuffling around in their 

purse and there were mini bottles of champagne, and then we had somebody 

representing the actual zoo and asking each of the targets what are your deal 

breakers and what’s important to you in a long-term relationship, and it gave 

us the ability to cut through people’s background and really entertain them and 

really give them something to laugh at and to say, “OK, I understand that there’s 

untapped potential within these targets, and even though I love the zoo and I 

think the zoo it great, not everybody loves the zoo as much as I do because I’m 

working here,” and so the brand dating game, even though I didn’t receive the 

most welcome of encouragements when I pitched the idea, we did end up going 

through with it. I put my foot down because I knew it was the right thing to do 
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moving forward. It was one of the most fun parts of the brand rollout, and it 

definitely got everybody on board and it made them happy and excited to see 

people are putting effort into this. My friends and colleagues is part of the brand 

ambassador team. They’re standing up there and they are showing me why they 

believe in this, and I’m laughing and I’ve learned something new. So that was kind 

of one of my favorite stories of what surprised me, and then the last piece that 

was surprising is one of the brand ambassador team members was showcasing 

and introducing the new rallying cry to all the staff and volunteers, and he’s a jazz 

musician, but also is really good in public and was amazing in front of a rather 

large audience and in the middle of his presentation he went rogue. I didn’t know 

what he was gonna say, but I knew it was gonna be good because I trusted him, 

and he’s great and I know his belief in the brand and he ended up making this 

essentially handshake that evoked the brand change that we had gone through 

and got everybody on board. Had one side doing it and then the other side. I was 

shocked and thrilled! I had no idea this was gonna happen, but it became one 

the most fun parts of the brand rollout, so in the coming months when people 

would pass each other, staff members would pass each other on zoo grounds, 

they would do this handshake to each other to support what this brand meant to 

them moving forward. I didn’t plan it. I didn’t know about it. Yet to me, because 

the foundation was there, people understood why are we doing this, they made 

it their own. So to me, that was a huge surprise that showcased that I could step 

back and really just watch this brand come to life. 

BETH: Right. I feel like for me, like I talk to so many organizations that say ‘we 

just went through a re-brand. Look at our new website.’ or ‘we just went through 

a re-brand and here’s our new logo. Look at our new logo. Look at our new 

color.’, but the reality is that a brand lives in the experience that people have 

with an organization. How has going through it this way and bringing your whole 

crew, your whole team on board so that you’re getting this deep buy in and 

participation, how is that showing up now? Since it’s been launched and it’s out 

there existing, are you seeing a difference in how this re-branding works, both 

inside and out?
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AMANDA: Yes, I think that I’m 100 percent biased. Yeah, I mean, I think that 

because there is so much belief behind it and I say that in reference to the brand 

program, but I also say that in reference to Lincoln Park Zoo. The people that 

work there, they stay there for decades because they love it and they believe 

in it. So sure it’s the brand program, but in reality, it’s the momentum that was 

always there that we just didn’t necessarily tap into as it applies to a marketing 

and brand context. So I think that’s important to know. I cannot take all the credit 

there. It was really more just harnessing that love and so since we went live, a 

couple of things to highlight. Number one, you’re absolutely correct. It’s not just 

about a logo and I remember the meeting with the brand ambassador team when 

I looked at them all and I said, because everybody had signed up for how they 

were gonna help roll this out. I’m gonna hand out business cards in uniforms and 

we did little packets on everybody’s desks around the whole zoo so when they 

came into work the next day, they had something they could wear that was part 

of the re-brand, but when I was telling them about some of the ad campaigns 

that were coming up, I looked at them, and I said, “This is not just about a new 

logo. If that is the outcome of this re-brand, I have failed,” and they looked at 

me because we’re all friends now and they just looked so sad. They didn’t want 

me to fail. They didn’t want the zoo to fail and so it really helped us from that 

moment onward get momentum behind this, and one of the things that I created 

was Connect Your Crew to the Zoo, and it was a quarterly competition for any 

marketing challenge we had coming up. How are we gonna build awareness for 

our great animal care? The zoo just launched a new campaign all about caring 

for its animals, which is all over social. It’s also in the marketplace from display 

onwards, and so to me, that idea came from somebody that worked in animal 

care. It wasn’t necessarily on the marketing team. That is what success looks 

like and then you connect great ideas from an expert about animals to an expert 

in marketing and the team has done such a great job bringing that to live and 

showcasing those two points of expertise. Another example share is called All 

My Penguins, which is an idea that definitely came out of the brand program 

showcasing the softer more social side of an endangered species that does need 

awareness, that does need support and showcasing it in a way that the public 
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could grab ahold of with all the Bachelor phenomenon and reality TV out there, 

and that was a program that we launched and it got picked up very quickly. 

So the earned media was amazing, and that’s something that came out of our 

brand because we were proud of our efforts. We wanted people to know the silly 

side of penguins, but also animals to really drive awareness and engagement 

and membership and donations. So there have been some really lovely organic 

ways of bringing our brand to the public through marketing since the re-brand 

happened and those ideas came from everywhere. They still are.

BETH: If somebody out there is listening today and they don’t have a huge staff 

or a budget or the ability to work with somebody like you, what advice could 

you give to them if they wanted to get started and get to the point where they 

had a brand that was embraced by both their internal team and the external 

community?

AMANDA: Well, I applaud and stand behind the effort, first of all. I think that the 

top line advice that I would give is fight for the insight first, and there’s so much 

clutter out there and everybody thinks they know the answer and everybody has 

a different reference point from research or a conversation, but if you can really 

fight for the insight, you don’t need a whole team of people to do that. You just 

need to be focused and smart. So 96 percent of the donated funds are from 3 

percent of the donors. That’s an issue. That is an insight. That is something we 

can do better on and that’s something that everybody can understand. So the 

data cut through the perceptions and that didn’t involve a huge team or a huge 

budget. That wasn’t either of them actually. So the first piece of advice I would 

give is really fight for that insight and be ruthless to get to that learning that 

everybody can understand and that can wake people up to media change.

BETH: I so agree.

AMANDA: Then the second piece is find all the enthusiasm you can and run 

straight at it. To me, that can be with a big budget or a little budget, with a big 
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team or a little team. Trusting your gut behind that process lets you be nimble 

and confident and ask people for help. Delegate, bring them involved so that 

they don’t feel like they’re doing something just because you asked them. They’re 

doing it because they see the potential in the brand moving forward. I think 

it’s number one, fight for the insight and then number two, run at it with all the 

enthusiasm you can muster.

BETH: Those are such great ideas! There’s a really key idea because it gets people 

past opinions, and I feel like sometimes opinions can be a big roadblock for 

anything moving forward because anybody can say, “I don’t think that’s gonna 

work. I don’t think our people would like that,” and if it’s the right person or the 

wrong person saying that, it can crush momentum for anything. So that approach 

of looking for the insights, especially ones that are demonstrable by data, that 

can be a huge support builder for anybody that wants to move forward on any 

big initiative.

AMANDA: Absolutely.

BETH: Thank you so much for sharing all of your insights from your project with 

me today. This has been so helpful. If people were curious and had questions 

about this, what’s a good way for them to connect with you?

AMANDA: Well, I absolutely welcome questions. I think you can tell I love talking 

about branding and engagement. I am on LinkedIn, so if you want to look me up, I 

would love to take any questions or have further conversations.

BETH: Thank you so much for joining me today. We will put Amanda’s LinkedIn 

direct connection on the show notes page. Thank you so much for joining me 

today and sharing all of your insight with both me and our whole nonprofit 

community. Thanks so much and I hope everyone will listen next time.

AMANDA: Thanks for having me.
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