
Beth: Hello and welcome to Driving Participation. This is Beth Brodovsky and I am here today 

with Beth Anne Miller. Beth Anne is currently with the Dana-Farber Cancer Institute. She’s 

Project Manager, North American Consortium for Histiocytosis, but I originally met Beth Anne 

when she was with the Histiocytosis Association and she was the Chief Operating Officer and 

Director of Development. Beth Anne likes to take on a lot of work. Welcome, Beth Anne. 

Beth Anne: Thank you. I’m glad to be here today.

Beth: As you know from when we first met, it took me about a month to be able to say 

“histiocytosis” in front of you without completely botching it. We’re going to talk a little bit 

today about a project we worked on together, which was a rebranding project that we did 

when you were still with the Histiocytosis Association. As we get started into it, I want you to 

talk a little bit about you and your journey and how you wandered into the nonprofit world.

Beth Anne: Sure, I’m happy to. I actually got a degree in political science from Rutgers 

University and my original plan was to go to law school, but during my junior and senior years 

I actually interned for a prosecutor’s office and sheriff’s department and so by the time I was 

a senior I decided I didn’t want to be a lawyer. Then the question is “what do you do with a 

political science degree” so I went back to college after I graduated and was working towards 

getting my teaching certificate and looking for a part time job and I actually happened to 

stumble upon one with the Histiocytosis Association. It was located between where I was 

living with my parents and the college I was going to and I started as a part time office clerk. 

I had no idea what histiocytosis was. It took me awhile to learn how to say it and to learn all 

about it and I worked there for just a few months, maybe six months when I was finishing 

my teaching certificate and the Board of Trustees actually asked me to stay on in a full-time 

capacity. I really stumbled into the world of histiocytosis and the world of nonprofit. I had 

always been someone who volunteered a lot. My father was a minister so I did a lot of work 

with the church, but I also volunteered in other organizations so it was in my nature I think 
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to gravitate towards the nonprofit world. I think a lot of college students don’t actually know 

what they’re going to do when they’re done. I didn’t know that was where I was going to end 

up and I didn’t know that there was this whole world of possibilities with nonprofit work. I 

started as a Project Manager with the Association and it was very small at the time. We only 

had two or three employees and I had a lot of opportunity to help grow the organization and 

try new things. The President and CEO was very willing to let me try new exciting things. We 

grew the organization over time. We built the staff with grants from a private funder. He was 

someone who was interested in infrastructure and so every two years he would give us new 

money for a new employee and as long as we were able to raise money to pay for that in two 

years then he would do it again. We grew the organization over time and after I was there a 

total of almost twenty years, and we grew the staff from just two full time people to nine full 

time and one part time when I left the organization. Something that I didn’t really know about 

and didn’t know was a possibility, but just stumbled into it and then really turned to love it 

and embrace the mission and the families and the world of this rare disease that didn’t really 

have anyone battling for it. 

Beth: As you said, I think we really should tell people briefly what histiocytosis is because I 

know I certainly hadn’t heard of it before. If you could just do a quick overview of what the 

organization is about.

Beth Anne: Sure. Histiocytosis is a type of rare blood disorder. It’s most similar to a cancer 

or a leukemia. It’s treated with cancer drugs. Right now there’s different schools of thought 

of whether or not it’s a cancer or not and so there’s a lot of research going on to prove or 

disprove that. The Histiocytosis Association is a group of parents and families and friends of 

patients with histiocytosis and their goal is to raise funds to help fund research and to provide 

education to patients and families and physicians who are encountering this disorder.

Beth: Perfect. Good job. We worked hard on all that. Beth Anne and I originally met when I 

had actually sent out an email about a class that I was teaching on social media way back in 

2009 I think and the CEO of the organization contacted me and said “Yeah, yeah, yeah. That’s 

nice about a class on social media, but what we really need to talk about is branding.” That 

always starts a question for me. Does this organization, this small organization really know 

what they’re asking me when they’re asking me about branding? That began the conversation 



about what they were looking for. Let’s start a little bit with “What does participation mean for 

an organization like the Histiocytosis Association, a single, technically, it’s a single disease.” 

It’s actually a group of disorders, but in a single focused organization somewhat like a stroke 

association or a heart disease association, with the type of services that you provide, what 

type of participation means something to that organization?

Beth Anne: I think that participation for an organization that is very fine tuned for a 

ridiculously specific thing you actually need almost 100% participation from your constituents. 

The way I look at that particular organization and really nonprofits in general, it’s more of a 

business sense. I really try to focus on that side of things as opposed to the people side of 

things and in doing that, it allows you to see that you are really selling something and even 

though it’s a very specific disease and a very specific organization with a very specific mission, 

that there are other opportunities for every single person involved in that organization to give 

their funds elsewhere so every single child with histiocytosis is treated at an institution that 

has a histiocytosis program. That’s an opportunity for people to give of their funds. For us I 

felt what we needed to do was enroll people in the idea of what our mission was and get that 

participation from them. Really there’s a term that a lot of people use is “buy-in,” and I think 

that that’s a way that people will do something temporarily, but if they really enroll in what the 

mission is, if they really become committed and understand the idea behind it and what we’re 

trying to achieve, then that is going to make them want to participate for the long term. It’s 

really about presenting an organization in a way that makes people want to be a part of it on 

a permanent basis, not just temporarily.

Beth: You had this belief going in that you wanted to build this permanent, long-term deep 

mission-centric engagement. Where were you at the time that as an organization made you 

think that your brand had some issues?

Beth Anne: Well we had started strategic planning a few years prior to us getting involved 

in the rebranding effort and there was so much happening with the organization. The group 

grew exponentially between 2003-2007. The amount of money that we were raising was 

growing incredibly and the board was changing and shifting as well and even if you get one 

new board member with a group that is ten or twelve in size, they can make a huge impact 

and we happened to get a new board member who was a wealthy individual and he had a 



lot of friends who were very influential and just brought some resources to us that we hadn’t 

previously had. One of them was a strategic planner who ended up giving us her services to 

the organization at no cost and she took the board through a strategic planning process that 

looked at our missions being met and what we were doing and the staff and just short term 

goals and long term goals, going through the regular strategic planning process that so many 

organizations go through, but we had not been through ever. Strategic planning is something 

an organization should do every few years, but again we were a young organization and had 

grown so much so quickly, we had just never done it formally so it was very eye opening as 

the process was going along and when you realize that you need to change your mission 

statement, you need to involve your vision statement, then your public image and your brand 

really should follow that because if you change your mission statement, but it stays in the 

same place in the same website that looks the same that it did five years ago with the same 

logo and outwardly nothing changes, then I think it’s really hard to get people to understand 

that the core of the organization and the foundation of the organization is going to change. 

We went through  an evolution and that brought us, at least it brought me to the point where 

I thought, actually the first thing I thought of was “we need a new website” because we were 

very limited with what we had and the look of it was very dated. The look of the logo was very 

dated and once you start to think I need a whole new website, then you don’t want to put 

an old dated logo on it. I probably didn’t know what rebranding was when I was thinking we 

need to make these things look different. I came to it from a different perspective than just 

saying we need a new logo.

Beth: Right and that’s true. It is important to know that while we were doing this whole 

rebranding project, you were also in the middle of a massive everything — a technical 

project with Blackbaud updating and changing everything from the database to the front-

end website over to a new system. It was a lot going on all at once. When we started, you 

were thinking “we need a new logo for the website” and then I come in with “yeah, here’s 

the whole perspective of what rebranding was” and we talked about things like taking your 

strategic plan that had a couple of key points and developing communication strategies 

that then aligned with each of those things and even stepping back further than that and 

figuring out what your positioning statement was. What is truly unique and different about the 

Association because of what you were saying that there are, despite the fact that it is a rare 

disease and it’s so focused, there are other places that people can give their money even in 



support of this specific cause and people were coming to the organization for a wide variety 

of things. You do research and then you fund that research. You don’t do the research, but you 

fund research and then on the opposite side, the CEO spent a lot of time on the phone with 

parents of newly diagnosed families talking them off the edge. You had a very diverse set of 

programs and activity and it was interesting to me that you were willing to start to look at your 

organization from a perspective of not so much what you did anymore, but why you do it. I 

think that was really powerful.

Beth Anne: Yes, absolutely. We knew that we were doing a lot and part of the question 

with strategic planning was “Are we doing too much? Are we still able to do what we’re 

doing well” and for me that was a really big question because in many nonprofits the staff is 

overworked and under paid and there’s not enough time in the day and we would all give our 

right arm or our left arm for an extra couple of hours each day so this was really important to 

me to figure out. I didn’t want to just start cutting programs and making those suggestions. I 

wanted to know what’s the value of each thing that we’re doing because that’s going to help 

us decide if we’re going to keep doing it. Through that process, there were some things we 

decided with technology evolving and it was a really big time for technology to evolve. I can 

remember when the CEO started his Facebook page. There was hardly anyone on Facebook 

then, so he was very innovative in starting it. What that ended up doing was ultimately 

decreasing the number of phone calls we got because he was communicating in a different 

way. Physicians were becoming more educated about these diseases and making themselves 

more available locally. We used to do a lot of regional meetings where we would fly with 

the doctor to a different place and people from that area would come for an education 

meeting for one day. That wasn’t as necessary anymore because doctors were doing that 

on their own, just realizing now I have twenty histiocytosis patients so I’m going to spend a 

Saturday afternoon with these families just talking about it. We could change and shift some 

of the programs, but what we found was that our mission was so unique and our resources 

were unique because we had access to these physicians who were world renowned for this 

disease and we found that the research, the doctor’s connections and the education for the 

families was really like this triangle of a uniqueness for us and we wanted to maintain that. 

The question was how do we better educate people about that? How do we make it easier 

for us to tell people about that? Then it became all about engaging them as soon as they got 



to our website and communicating in a way that was different than we ever had so there were 

definitely a lot of changes going on all at one time. I look back on it and I think it was really 

a lot to do and it took us two years to do it all. Maybe there was a way you could stretch it 

out to three years, maybe don’t do your database change at the same time you’re doing your 

website change, but I think it worked for a small organization and if we hadn’t done it all at 

the same time, I wonder if it would have had as much of an impact as it did.

Beth: I agree with you. You’re right. It was a Herculean effort to do it all. Not every 

organization is prepared to do it, but I just want to remind everyone that’s listening, there 

are nine people that work there. Part of the reason they were able to do it is they had great 

support with funding and they hired some outside people and they got some great volunteer 

support so there was a combination of a big collaborative effort that you said “We can’t do 

this all in-house. What do we need to make this happen?” and then you all really jumped 

right in deeply and we were able to treat it like a big launch to really re-promote this and 

re-communicate this position. Really it was focusing because you still do all the things you 

did before the rebranding. It’s not like we said “you can’t do those things anymore because 

now you’re branded this way,” but what the branding was about is looking at all the things 

that you did and figuring out what were the most important things to your users to talk about 

on a regular and consistent basis. We did a number of really interesting calls with your lovers 

and your haters and your neutrals and people who were involved and uninvolved and we 

got a really interesting perspective. Out of all of the things that you do, what’s actually the 

most important and urgent to people and we found a way to connect the different aspects of 

the organization to each other once we understood what was really important to all of your 

constituents. It’s so easy when we talk to the people inside of an organization to talk about, 

even you guys talked about all the things that you’ve loved about your organization. The CEO 

was talking about how much he loved being on Facebook and communicating with people 

and talking to the people on the phone. People appreciated all of that and they valued it 

because they couldn’t get it anywhere else, but what they really connected with, what they 

said was different with you that wasn’t true at other organizations was that ability to connect 

with the physicians within the same organization. That really was a uniqueness. One of the 

things that we tell people all the time is that people get stuck on what’s true because there’s 

lots of things that are true about your organization, but when we kept digging and digging, 

we found out that what was true for you and was not true for other people, so we were able 



to create this distinction that some of the other places that people could give money would 

have a really tough time meeting you there. 

Beth Anne: Right and I think that that was something we were so used to, especially me 

because one of the things I did was help manage the physician’s group that the Association 

ran on their behalf and I became so familiar with them. It was just second nature to me and of 

course they were invaluable resources all of the time and had a great relationship with them, 

but I don’t think I realized the magnitude of importance to the outside world that that was 

something that we had because it was just so engrained as part of what we did and we came 

to recognize that. It was indeed what made us so unique and that relationship was something 

that we hardly ever talked about to anyone. It was just not something that, I know people 

won’t love this word, but we never sold that as part of what we did. It was really eye opening 

to me that that was something that we could really promote and we hadn’t before so it seems 

very obvious, but it wasn’t.

Beth: It’s so true. That’s what I find is so much fun about doing these projects is that I get to 

come in from the outside, which people often get nervous about someone from the outside 

coming in and saying you need to do this and you need to do that, but really when it’s done 

right it is someone with a fresh eye on all the things that you’re doing to help recognize what’s 

really distinctive and fabulous about you that you’re just like “Yeah, yeah. That’s what we do.” 

When you’re an expert in something, you become so comfortable with what you know and it’s 

so easy to miss that everyone doesn’t do it that way.

Beth Anne: Also that when our CEO brought you in, I was not looking forward to it. He 

actually told me the day that you were coming in that you were coming because he knew 

I would be a little bit taken aback by it, and I think it’s human nature when somebody says 

“Let’s bring in a consultant,” especially people who are really, really into what they’re doing 

that they think to themselves “Why do you need a consultant? I know what I’m doing” and 

you can feel a little bit threatened, and I absolutely did. I remember sitting down at the table 

with you and probably 20 minutes into it, I absolutely thought “This is something that could 

bring some perspective, and she’s already said 10 things that I haven’t thought of” because I 

was so busy doing my job, you can’t always move away to look at it from a fresh perspective 



and so for those people out there who think “I don’t need a consultant.” If you have the 

opportunity, it’s a great idea because then it’s not all on you. You bring somebody in who has 

expertise that maybe you didn’t have. It really can open up a world of possibilities that you 

don’t have time to think about because you’re doing your job.

Beth: Absolutely and it’s so helpful for people to hear that and I know there are people 

listening that would think “nobody is going to know us like we know us.” To hear that over 

time, I learned how to pronounce histiocytosis. I learned a lot about it. The intense part of our 

project was about nine months and then we did a lot of ongoing communications deliverables 

on a project basis in spurts after that, but over the course of nine months, I even got to know 

what snacks you like! On the other side of the spectrum are people that think “I would love to 

hire a consultant, but there’s no way we can afford it.” Can you talk a little bit about how you 

pay for something like this if you really do think you need some extra perspective?

Beth Anne: Sure. We were lucky because we had a few funders that I knew really well and 

I knew that they were people who wanted to invest in infrastructure and the longevity of an 

organization. I think the first place to start is to look at people who are long-term givers. It’s 

a great opportunity because we had one private foundation that gave towards it and they 

really gave towards the rebuilding of the website, but it gave me the opportunity to put 

down in writing the story of why we needed to do this. It forced me to make the case as to 

why we needed to do something like this. Doing the new website was worthless if we didn’t 

have a new brand. That was built into it and this was an organization that had given to us for 

about four or five years. It was a risk because they had given to other infrastructure things, 

but they were interested in technology so we asked for multi-year funding to help rebuild the 

website, but I had to build in the case for rebranding. Then our other funder was an individual 

private donor and he was definitely somebody who was interested in the infrastructure of the 

organization, but that was a direct ask in person and of course, I’m a type A personality so I 

go in fully prepared or I don’t go in. He brought great questions about why does this need 

to happen. I think the biggest issue is knowing the donors you already have. Because they’re 

long-term, they’re already invested in what an organization is doing, but it’s about making 

the case and really believing in what you think needs to happen for the organization and 

why it needs to happen for the organization to continue. We also got some other funding. 



We built funding into our budget so each year the organization would do a small project 

and for two years that money was dedicated towards rebranding and the website. For that I 

had to pitch to the board and that actually turned out to be the most difficult pitch because 

there’s multiple people on the board of course and each one of them thinks differently. So 

the individual donor pitch I knew him well and so I was able to explain to him why I though 

he would think the project was important. The same with the foundation. The board is more 

challenging because there are more multiple personalities on there and proved to be one 

of the biggest hurdles to get them involved in the idea of rebranding, but it’s really I think 

knowing your audience and knowing your donors and talking with them about it in advance. 

I didn’t spring anything on anyone. It was a conversation talking about what I wanted to do 

for the future, talking about how the staff was involved, how the CEO was on board and really 

just communicating with them about the importance of it.

Beth: It really did make a difference to know the money was there and also that you had 

the support. It was also a bit of a community-building process as well. There was that buy 

in so when I went and met with the board for the first time, it was a positive, supportive 

environment. It’s challenging because a lot of times, especially with a specialty organization, 

your board is made up with a lot of physicians who don’t typically have a background in this. 

Every organization is going to be like this. You’re going to have subject matter experts who 

are there for their technical expertise, but have no background in branding or in marketing. A 

lot of times you’ll get people who don’t understand why you need to do it and sometimes you 

get people who want to be overly involved as well. 

Beth Anne: Yes, absolutely. It’s a challenge, but again I found that talking with board 

members individually was very helpful because they had very specific thoughts on what was 

happening and there were some people who were all about change and that was very exciting 

to them. There were some people who were like if it’s not broken, why fix it. So it got to be 

easier to have this conversation individually. The CEO had conversations with them as well so 

that was a good way to approach it to get them to understand the things we were trying to 

facilitate.

Beth: We also talked about the fact this took about two years to get this completely done. 



It was intense. You were doing the database. You were doing the website. You were working 

with me. You were rebuilding some board positions. You had staff changes. How did you 

manage to keep new initiative projects moving while still running your day-to-day job because 

this is a struggle for everyone. How did you do it?

Beth Anne: Well I think there are a lot of moving parts to the situation. It was very important 

that the CEO and President was on board with it and he was so for him, he was my direct 

supervisor so that was very important for him to be okay with me shifting and changing my 

priorities so I became a Project Manager of this. Another important thing was the staff. Like 

you said, we did go through some major staffing changes and the person on our team who 

was in charge of the website overhaul, she left in the middle of the project. She actually left 

five or six months before the new website was supposed to launch. It very much became 

about my team and my staff and we sat down together and said “Here are all the things 

that we’re doing,” and it became a type A organization free-for-all because we had to make 

sure that we weren’t missing anything that we needed to do to take care of the organization 

on a daily basis. There was a whole new system of project management that we used to 

identify all the different things that we needed to do and then I talked to the staff about 

where they thought their priorities needed to be. It was very important that they believed 

in what we were doing too and they had been a part of the process the whole time. When 

I write a grant, I would go to them and say “What are the things that you need? What is 

going to be helpful?” and so it wasn’t as though I was coming to them with something that 

they never heard of before. I was lucky that the team I had remaining really wanted to see 

the change. They had all been a part of the organization for a couple of years so they were 

already changed and so they wanted to see this happen. What we ended up doing was all 

committing to working more hours and trying to work more efficiently and we were able to do 

that. What we took was half of the staff and we all sat in our conference room together for a 

few months and that’s what we worked on all of the time. Not every organization is going to 

be able to do that, but we left half the staff managing the day-to-day operations and I floated 

back and forth between the two groups. I had three people dedicated to working on this 

project all of the time and my boss was on board with it. The board was on board with it. We 

were able to keep things going on a day-to-day basis while half of the team did this. We did 

have volunteers who helped us. It was a challenge because we were located in Southern New 



Jersey and none of our volunteers were so they were all virtual volunteers, but they were able 

to help us keep going with the day-to-day things and work on special projects, from helping 

with content for the website, participating in the questionnaires and the calls that you did 

with them. It was a lot of work and I don’t think anyone should go into it thinking that it’s not 

going to take some extra effort. You know, we were all working more than forty hours a week 

anyway so it was just that we were dedicating ourselves to this specific project and we worked 

more efficiently I think because we were very well organized and we were just working on this 

one project. People were allowed to just work on one project and most people in nonprofits 

have fifteen different things they’re working on all the time. It became our personal mission to 

see this done. I think a lot of nonprofits have a lot of people who are mission-driven so if you 

identify people on your staff who already are mission driven where one or two are going to be 

helpful in the areas that rebranding is going to affect – like communications and fundraising 

–then you can build your team from within and it’s supplemented and partially led by outside 

consultants then you have your team. Afterwards you’re exhausted and even during it you’re 

exhausted, but the end result that you can see coming and then happen, it’s completely worth 

it.

Beth: While you were going through it, is there anything that came up about the process or 

something that you found out that surprised you?

Beth Anne: I think I spent a lot of time being surprised. The one thing that really stands out 

for me when you ask that question is when we did an online survey and then you did some 

calls. The thing I found most surprising is that almost everyone you talked with didn’t know 

that we had a logo. This was a big issue to get the logo redone and the old logo incorporated 

our name into it and I think people just saw it as our name and they didn’t even recognize 

that we had a brand. That to me, it shocked the heck out of me, but it made me super happy 

because it told me even more so that we didn’t just need to rebrand, we needed to do a 

good job branding us. That was really something we would have never found out if we didn’t 

ask. I think that’s one of the scariest parts of having a consultant come in and starting to ask 

your constituents questions because they’re going to say things you didn’t think of, that you 

don’t agree with, that you’re surprised by. There were a lot of things people said that made 

us feel bad because we knew that we needed to do a better job in those areas, but we just 



didn’t have enough time and money to do it. You have to be brave enough to ask and then 

do something with the feedback. We got a lot of feedback. We couldn’t do something about 

all of it, but we could prioritize it and we could say “These are things that we’re not going to 

do anything about because we just can’t, but here’s 20 things and we’re going to make a plan 

to address and maybe take five years to address them,” but you prioritize them and you just 

have to be brave enough to ask and then really look at the answers.

Beth: It’s so funny to hear you come back and hear this stuff from you. What was the hardest 

part as we were going through it?

Beth Anne: I think it was asking people from the outside what their impressions of the 

organization was because type A’s are – sometimes people will call us control freaks.

Beth: You should all see how organized her office is!

Beth Anne: Well, that’s the world that I had to operate in to hold those positions that I did 

and to open up the world to give feedback, it is very, very intimidating and I don’t think there 

was anybody who knew better what we weren’t doing than me. You don’t want that brought 

to your attention because you already know and there’s just nothing you can do about it. That 

was the most intimidating part of the project for me was just to open us up to feedback and 

then to be able to manage it when you got it back and not be upset and not take it personally 

and put it into perspective. I would say anybody who is thinking of doing it, know that going 

into it. You’re going to have to do it. Especially as a leader my team was also getting that 

feedback so I actually think that helped because I had to be more open to it because my team 

was taking it personally too. I had to quickly get rid of whatever personal feelings I had going 

on and just manage that process and you were very helpful with that. I think that that’s so 

important to have a consultant on board for that thing because you could much more easily 

put it into perspective than I could have at that point and you helped me learn how to do 

that. I just didn’t take it personally because that was what your job was. That was I would say, 

you have to have a consultant help you with that. I wouldn’t have been able to do it alone.

Beth: Now that it’s all done, I know that you’ve moved on, but what do you think was the best 



result having done it?

Beth Anne: I think it professionalized the organization. I think there’s a lot of hang ups and 

misconceptions about nonprofits and what they need to be and that they shouldn’t be this 

driven and that their main goal shouldn’t be presenting this professional image, but I think 

the world is changing and there are so many nonprofits out there. Some wonderful, some not 

so great and it is a competition for donations. That’s how nonprofits operate and I think the 

Association being able to present visually and through communication this more professional 

image, it made people more comfortable with the information that we were giving to them 

about the disease, it showed them that we had this professional relationship with physicians 

around the world who could help them get their kids treated and were looking for a door 

and it made donors more comfortable in giving us funds. We still did all of the wonderful, 

compassionate work that we were doing. We just presented it publicly in a way that was 

approachable and more understandable and looked nice. It was just a better visual image of 

what we were already doing and communicating it in a way that people could digest more 

easily.

Beth: That is great. There’s so much good stuff here. I just want to talk briefly about a lot of 

times after we do a rebranding or after someone gets rebranding done, it’s “Here’s your style 

guide, here’s your positioning statements, here’s your core messages and your new colors 

and your new logo. Have a nice day!” and a lot of nonprofits are then given a brand book or 

a brand structure that they then have to start perpetuating throughout their organization and 

it can be really hard to start that process of integrating it. We did continue to work together 

a little bit, but can you talk a little bit about what were your next steps. After the whole 

technical part was over, you had your new logo, you had your new style guide and then there 

was a communication strategy and some action plans. What were some of your next steps to 

get your materials transitioned over and to start moving this brand into your communications?

Beth Anne: Well, it’s not an approach that everyone can or might decide to take, but we 

pretty much went cold turkey. Everything that had our old logo, that was thrown away. We 

had a store that had our merchandise with the old logo on it. We donated that to shelters. 

We did not try to sell out the retro brand. We got rid of everything all at one time. It was 



a massive recycling effort and everything got changed. It was a lot of attention to detail 

as new communications were done and at your advice, I was the person that every single 

communication went by for an entire year. It wasn’t that it wasn’t a burden because it was 

and it wasn’t something that I had been doing before because everybody knew how to 

write their own thing, but we had already put in two years and a lot of money into the 

project and to me it would have been worthless to then have communications go out that 

all weren’t streamlined. There was a way that we instituted a multi-tiered review process 

of printed materials and everybody had to learn the new way to communicate. That was 

really challenging because the staff also did what they did very personally and fundraising 

communications were very different than a newsletter article. I wasn’t saying that they had 

to be written the same way, but they did have to have the same flavor to them. That was a 

challenge, but having a final person that was reading and reviewing everything, for me it 

became so much easier to proof things in the end because people were learning, but it was 

a final step that made sure that our new brand was being used all of the time and no one was 

slipping back into the old way that we did things. It was definitely a challenging part of things, 

but over time we didn’t have to do so much with it.

Beth: I agree with you. Not everybody’s going to be able to do that. What I liked about the 

fact that you did it that way is from the very beginning of your process, you did an “all in” 

type of style. It’s not always the right approach for everyone, but if you’re going to start your 

process with an “all in” to then get a new brand and say “We’re going to update the logo as 

we run out of stuff,” it’s just not cohesive. It’s not consistent so you moved the entirety of the 

process through with “If we’re going to do this, we’re going to do this methodology,” and I 

think that’s really what helped. Don’t you think it helped even the donors and the families and 

users adopt this because it basically just came down the pike and there it was and we didn’t 

give people a whole lot of time to say “I don’t know if I like this” or “I still want to get the old 

T-shirt.” 

Beth Anne: It became what it was. It’s very true, especially for the donors and the foundation. 

We have to do reports for them. We have to show the success and the progress of the project 

that they funded. I think that that was what continually pushed me because these were people 

and organizations that we wanted to continue to get funds from. They knew it was going 



to be a multi-year process, but we had to show our commitment to it and prove to them 

in writing this is how it’s been successful and here’s the new materials and here’s the new 

website. You just had to do it especially in a grant where you’re going to say that you’re going 

to do something and then you sign a contract to get those funds, you’re really committed 

to do what you say you’re going to do unless you approach them to make a change, but we 

were on the right path. That was something that really drove us to stay the course. You want 

your funders to believe in you and to continue to give you money.

Beth: If somebody wanted to get started or even thinking about doing something like this, 

is there a resource that you can point somebody to that you think maybe helped you a lot as 

you were thinking about this project?

Beth Anne: Well for me, it’s not a marketing source because I had you. You are the one 

that taught me about that, but for me, it was all about conversations and one of my board 

members recommended a book called “Crucial Conversations” by Kerry Patterson. It really 

taught me how to communicate to people in a way that they needed to hear things based on 

what was important to them, what stake they had in the matter. When I talked to a donor, I 

knew what was important to him and if I didn’t know, I found out before I went in or I started 

the conversation by saying “What is it about the organization that makes you happy to 

continue to give to us” and base the conversation on that. It’s really a learning process on 

how to do that and I would say that as I started to put their recommendations into practice 

it was exhausting, but I was already exhausted from talking so much about something that 

I believed in so much. I was almost at a point where I was desperate for it to happen and I 

didn’t want that to come through in a conversation because that’s not a way to get money 

and it’s not a way to talk effectively. This book really helped me determine how I was going 

to talk to people and the results were worth all the effort that I put into learning how to 

communicate, especially verbally in a different way.

Beth: I can tell you it was probably one of the most fun projects that we have ever worked on 

and people always say little small rare disease organization, but the specific-ness and the fact 

that you went all in and you listened to me. You guys embraced everything that we taught 

and to see the organization flourishing and doing so well with the results of the work and 



taking it and being able to execute it themselves. I think this is one of the key things. We did 

this whole rebranding and then we created a bunch of key pieces. Some of them were pieces 

that were an organizational brochure that can’t really be touched, but we also created a lot 

of templates and graphic design snippets and different things so that now the internal team 

can manage this whole piece themselves. Many organizations we continue to work with on 

an ongoing basis forever, but not everybody is funded in a way that that’s possible and part 

of getting your grant a lot of times is showing that you can sustain it yourselves internally. 

We worked together for about three intense years to do the brand and then create some key 

pieces and then we followed up with creating some fundraising pieces and roll that out and 

do some training so that now the group inside can really handle the communications internally 

and to see you be able to do it and having the consistency, but also having some range about 

where you can do things differently, to watch the communications that are coming out now 

and see where you’re adapting and evolving and these donors need a little bit of a different 

image, but still staying with that core that keeps the brand intact is really amazing and it’s nice 

to see them doing well with it.

Beth Anne: Absolutely. That was a key piece for us, that it became manageable for us on a 

day-to-day basis because the organization has many people doing fundraising events for us. 

For instance, some years up to fifty different events and so there was a team of one and a 

half or two people who were assisting in that in the office. If we’re making brochures for all of 

those people, it wasn’t something that we could have somebody on the outside do. There are 

people we would call on a Friday and say “Next Friday we’re having a bowl-a-thon. Could you 

put a flier together for me?” so we needed to be able to do that in a day. You certainly don’t 

want to tell somebody not to have a bowl-a-thon for you.

Beth: I don’t want to have to do it in a day!

Beth Anne: Exactly and it’s not reasonable to ask somebody from the outside to do that. 

We needed to be able to use the tools internally all the time. That was something that we 

really could do. We were able to do it all of the time so that was a really important piece of 

the puzzle. Things didn’t fall apart. I think we talked about originally trying to do just one 

fundraising brochure and maybe have that as a template and we still were using that template 



when I left the organization, but there were other fliers and pamphlets and everything that we 

were building with the pieces that we had. That was a really important thing to have and as 

people got used to it, then they became creative on their own and it was fantastic to see how 

they could take something that someone else created based on who we were and continue to 

grow it. It was so worth the investment of the overall project.

Beth: Well, that’s nice to hear. I’m thrilled just as a provider that something that we did 

really had an impact not just on the funding for the organization and helping you grow, 

but that we actually helped the internal staff lighten their load, do their job better, be clear 

about what they want. I always say it helps you narrow the chute so that people don’t have 

to make every decision from scratch every single time you have to go in and create a piece 

of communications because most people at nonprofits like you said, creating that flier isn’t 

the only thing that’s on their job description. It’s something that needs to get done well and 

effectively, but then they have to move on and do twenty other things on their list. Going 

through this and being able to put pieces back in your hands, the fact that it helps you 

internally helps them communicate and keep things rolling and raise new funds and raise 

awareness all at the same time, I’m thrilled. Look at this, we’re still speaking to each other 

years later!

Beth Anne: Yes!

Beth: I can tell you, as you know, there were some rough spots and it’s like getting your 

kitchen redone, that at some point in the project you want to kill the people that you work 

with. Anyone that’s ever done a website rebuild, it’s frustrating especially at points where 

you can’t get everything that you want or you can’t get everybody on board or there’s always 

that point where you’re deciding on logos where it’s down to two and you can’t decide and 

the client wants to see 20 more and you’re going “No, no. You really need to pick between 

these two,” and it’s hard to believe. Like you said, it becomes what it is. That as hard as 

you’re going through the process to trust and to believe someone like me that says “Really 

once you pick the logo, it’s like naming your child.” It becomes your logo and whatever little 

imperfections you see in it now, they just get washed away through use and adoption.



Beth Anne: Absolutely and I think finding the right person to help is really important. It 

shouldn’t be a light decision-making process on any organization’s part, but once you do it, 

you should do your due diligence. We called your references. We talked to you a number 

of times. I was not a believer at all so the fact that I became one pretty quickly is pretty 

impressive.

Beth: Yeah, I know you so I know it’s impressive.

Beth Anne: It really is, but once you make that commitment we were definitely coming from 

a place of we’re all in because we all recognize we need help and can’t do this on our own. It 

even becomes something of a security blanket for someone who is in the position that I was in 

because it wasn’t just me saying it anymore. It was somebody who had no reason to say what I 

thought and I made the decision that you were the expert and I was going to listen to you. 

Beth: Could you just tell everyone that?

Beth Anne: Well it’s the best way to do it because first of all, all of the pressure isn’t on you 

as a nonprofit executive because I wasn’t a marketing expert. I just wasn’t so to have that 

backing and have somebody who knew what they were doing, that was the best thing ever 

and I just decided to go with it because it really lightens some of the burden. I had enough 

going on so having that expertise, the worst thing we could do was second-guess it. Why pay 

someone who is an expert to come in and then not listen to what they say? It’s just not in your 

best interest or ours.

Beth: It just makes the project so frustrating and that being said from the consultant point of 

view, you also have to come in and respect that you know the consulting, you know branding, 

but you don’t know the organization so there has to be a balance, like a give and take. You 

need to know that you’re working with somebody that’s going to also listen to you when 

you say “I really know this about my donors.” Of course those things should be pushed and 

checked. Do you really, really know this? If someone says to you “This is what I know is true 

for us,” you can’t have a consultant that says “Well, that’s not our way.”

Beth Anne: Exactly and that’s so important to find the right one. You were willing and you 



knew going into it that you didn’t know how to say histiocytosis. You knew you were going 

to have to learn and you were willing to because we wouldn’t have hired you if you weren’t 

because histio on its own is a challenging thing to learn and you can’t market it if you don’t 

know that. We had to believe you that you were willing to learn about it. There were times 

I think where you would say “What about this?” and we would say “It’s not for the world of 

histio, and this is why,” and you believed us. There weren’t a lot of times I think that we were 

like “kibosh this.”

Beth: Occasionally it did happen, absolutely. This has been fabulous. I hate to say that we 

have to wrap it up, but I don’t want to go too long for people. It’s so great to hear your 

perspective. I’m so glad to be able to share this with the world. No matter who anybody 

chooses to use, to just understand the process of what you can do yourself and where an 

outside perspective can be helpful and how it’s actually helped an organization run internally 

and grow their capabilities as an organization, I hope that that helps everybody who is 

listening. How can people get in touch with you if they have any questions?

Beth Anne: They can feel free to email me. My email address is BethAnneMiller204@gmail.

com.

Beth: I will put that on the show notes page along with links to anything that Beth Anne 

mentioned and I’ll put some links to the project and some of the images that we did so you 

can see what a project actually looks like and hopefully that will help you in your branding 

journey. Thank you so much.


