
Beth: Hello, this is Beth Brodovsky, and welcome to Driving Participation. Today I am here 

with my guest Christina Lauver. Christina is the marketing and public relations manager of 

the Dauphin County Library System. Christina goes by Tina and we met awhile back at a 

presentation that I gave on branding and since then I’ve had the chance to go out and speak 

for Tina’s team for all of her staff on refreshing their brand. Christina did an amazing, very in-

depth rebranding program about five years ago, and so I thought she’d be the perfect person 

to come back on today and talk about what it’s like to be managing a brand over the five 

years since implementing it. Christina, thanks so much for joining me today. 

Tina: Thank you very much for having me. 

Beth: So Christina, start off by telling us how you ended up doing marketing for a library 

system out in central Pennsylvania.

Tina: OK. Well, I actually started life or my professional life as a graphic designer. I went to 

Drexel University in Philadelphia and got my four-year degree and when I graduated, had 

a year of kind of trying to find a job and when I finally did find one, it was with the Dauphin 

County Library System as their graphic artist. I worked for them for I believe it was five years, 

and since my husband was transferred to north-central Pennsylvania or up into the Pocono 

Mountains, we moved up there for five years or so and when I came back, I had my own 

business and I actually still have that, but I came back. I taught for a year graphic design and 

then came back to the library system as their, what was I called at that point? Promotional 

coordinator. Promotional coordinator at that point didn’t really include marketing as a distinct 

job function, but as I continued in the position and I’ve been here now for 13 years, the job 

has changed and much to my doing, has now changed into the marketing and publications 

manager and in that time I also went back to school and got a degree in nonprofit 

management with a focus on marketing and so basically I’ve kind of made this job what it is 

and marketing kind of because the graphic design was in my blood, but I think I’ve nurtured it 
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along the way.

Beth: That’s pretty much me, too. I started out as a designer as well and morphed into 

marketing out of both interest and need because there’s not a lot of experience or 

background in that in all nonprofit organizations so it’s nice that you were able to morph and 

evolve the job into something that was good for the library and also interesting to you. 

Tina: Well, that’s where part of that morphing was coming from pressure from the board. You 

know, they were more interested in how do we move the library system forward? How do we 

get the library out into the public? There’s a real advocacy push at this point not necessarily, 

sometimes it’s for funding because of you know state budgets or whatever is going on, but 

we realized that that’s so kind of touch and go that we had to go into more of a constant 

advocacy. Why is the library important to everyone, whether they use it or don’t use it, but 

why it’s an important thing to have in their community.

Beth: Can you talk a little bit about your actual library system? How big is it? What sort of 

footprint do you cover? How do you serve the region?

Tina: We have about a $7 million budget so it is fairly big. We have eight libraries, and it 

covers the region of Dauphin County, which is pretty interesting because we have both very 

rural libraries in the northern part of our county and very urban libraries in the southern part 

of the county and then we have two libraries that would be considered in the outskirts of 

Harrisburg. One of those being our main library, the East Shore Area Library, and that library 

itself does half of our circulation in a given period of time. So we have a very big library and 

then we have some pretty small ones. All of them are very community-based libraries though. 

Beth: Right, and for people that don’t know the region, Harrisburg is the capital of 

Pennsylvania, so it’s an urban area, but it’s about two hours west of Philadelphia, which is a 

much much bigger city than Harrisburg. Philadelphia is a big city that’s surrounded by a bunch 

of big suburbs and you have to go usually about an hour before you hit anything that really 

seems rural. Harrisburg is very different. It’s an urban area that very quickly goes to more rural 

settings. Would you say that’s an accurate description?

Tina: Yeah it is accurate, but it is interesting that you say that because those libraries that are 



in the northern part of the county, if I get in my car here in Harrisburg to drive to our farthest 

library up there, it takes me about an hour. It’s considered over the mountain and there are a 

couple of big mountain ranges between us and them and so sometimes it seems like they are 

in a very different region. 

Beth: Yeah, going across, I’m sure other states are like that as well, but going across our state, 

it changes and it’s very, very different so it is interesting that even in central Pennsylvania in 

an hour you get really different types of communities. So you’re trying to serve very different 

regions within the library system so it’s not like you’re talking about a single library that’s only 

responsible for one type of community.

Tina: Right, and we are serving in our inner city libraries some pretty, what’s the word I’m 

looking for, low-income families, and you think OK that would be true in a city, but the same 

is also true of those libraries that are in our upper part of the county because they are in the 

rural area and they all drive into Harrisburg almost every day to work, but their incomes are 

also low income.

Beth: Do you find that the rural population that may be low income is different from the urban 

Harrisburg? Do they have different needs or different things that they want from the library?

Tina: Absolutely. If you come to any of our inner city libraries in a given day, every public 

computer is filled and that’s from when we open until when we close. Our rural libraries, those 

computers sometimes are rarely used. It’s interesting because we do know that they don’t 

have computers in their homes, but they will come in and use them once in awhile for very 

specific things, looking for jobs. It’s not the communication tool for them up there than it is for 

our libraries down here.

Beth: So being that your wide community has very different things that they want from a 

service perspective from your organization, I always like to ask what does participation mean 

to you throughout this organization, this complex diverse organization? Is there something in 

general that you’re looking for? Are there different points of participation? What matters as far 

as getting people involved with the library?



Tina: Well, when it comes to our public, part of when we did the whole rebranding process, 

we had focus groups both from users, non-users, up county, internal staff, board members 

and so forth and what ultimately to me came forth is what the library means to our public 

is that we offer limitless possibilities. This became kind of our, it’s our internal tag line, not 

our external tag line, but for us internally, the people who did our, who helped us with our 

branding said “My gosh, we didn’t realize how much you offer,” and sometimes that’s a 

challenge to get out there to get that participation, to have people come into the library 

because they don’t realize how much we offer and so the whole branding, that’s kind of the 

outward facing part of it, that’s what we want our staff to portray when someone comes in 

our door, but we also want them to put that out there when they’re outside of the libraries. 

So having staff participation has really been key to the branding and advocacy part of the 

campaigns that we’ve been doing in the last five years, but you know, the participation by 

staff, we knew going into this that it was going to be a key element to making the brand be 

successful, but it has been a challenge from the beginning, even with the staff that we have 

because a lot of people didn’t understand what branding was and why we had to do this and 

there was resistance to feeling like we were trying to make all of our libraries be the same 

because the community feel of our libraries.

Beth: School districts go through the same thing, which is why it’s always interesting because 

I try to cover all audiences with this because there are so many similarities in different 

organizations, like a health care system that had different facilities in different regions. They 

all have the same issue of different communities that they serve that are not all the same and 

people, especially the person that runs a particular shop, a particular site of the library, that’s a 

little bit like their own there. 

Tina: Right, exactly, and it’s not that with a brand we were trying to take that away, but we 

were trying to give them tools that they could use with their library users when they came in 

the door. Here’s everything we have to offer and what can we do for you today, which I think 

works in a rural library or an urban library or you know, the suburbs, but it is a mindset that 

we’ve been working on for five years. 

Beth: Right, and it’s a process. I’ve done programs before and I’m sure I’ll do more of them 

on the process of creating a brand and why you do it and how you go through the process of 



creating it so today I thought it was a perfect opportunity to talk about the agency that you 

work with, even if you do it internally, it’s done. Your brand is done, somebody puts, here’s 

your new style guide or your brand bible on somebody’s desk, you might get some templates 

and then the agency heads off into the sunset and now it’s yours. This is your baby now to 

work with, live with and grow and I feel like not enough people talk about that part. It’s like 

the whole re-branding part gets a lot of conversation about, but it’s kind of like once you take 

the baby home nobody tells you how hard it is. Having just come back from visiting my brand 

new two-week-old granddaughter, I very much feel that right now. So I want to talk about the 

different phases you went through right after you got this brand back in your hand to nurture 

and nourish and really bring to life through today and where things are. Let’s start with talking 

about how did you launch this and you brought in the whole external versus internal concept. 

I’d love if you could talk about both how you launched the brand to your community, but 

also how did you launch it to your staff and get their buy in and agreement to participate in 

delivering this?

Tina: OK, well let me start back when we were working with the agency. We were very 

fortunate, well, I’m very fortunate in that I don’t work in the marketing department alone. I 

have a graphic artist, an in-house press operator, a marketing assistant and a website manager 

that we all work together on everything that we do that’s marketing and public relations. 

When we sat down with the agency, the first caveat was we need to have the graphic artist 

involved in the design of the new logo and their question was kind of like “Well, why didn’t 

you do this yourself?” and our answer was “because we’re too steeped in it,” and while 

Renee, my graphic artist, is fabulous at her job in all of the printed and all the design, we’re 

way too steeped in being here that coming up with the concept for a new logo just seemed 

to be daunting, but we wanted her to also have input into saying that would work for what 

we do and so she attended meetings with them and so forth, but what was kind of interesting 

is we have that in-house press. It’s a two-color press. We went into meetings and said “We 

have a two-color press. We’re not getting rid of our two-color press. We do have a full-color 

printer, but it’s expensive so we don’t want to use that so much so we’d appreciate it if you 

think along those lines.” Well, they came back with they had ideas, they ran them past Renee, 

but then they were like “OK, we want to show you what we have for your logo,” and we sat 

down and here they had three full-color logos, and we were like “OK, you have to go back 



to the drawing board,” so they came back and they came back with some two-color logos 

and really for us, the two-color idea was appealing not only because we had the press and 

wanted to continue to use it, but because as a library system, we didn’t want to look like we 

were spending all our money on our printed materials. So a two-color approach to that makes 

it look like we’re using our money strategically and so they then worked through the whole 

process. We told them what we wanted in our brand standard manual as far as what materials, 

templates and so forth, and they gave us a booklet. I guess it was kind of like “Here it is, run 

with it,” but what we did initially was ask them if they would do the presentation to the staff at 

what we call staff enrichment day. The presentation included a big unveiling of the new logo, 

and the logo ended up being fairly simple for some of the concepts that we see out there 

today and that’s what I loved about it. I love it because it can be different to everybody and it 

really represents this idea of unlimited possibilities. 

Beth: I’ll definitely put links if anybody who is listening wants to see it. There will be links on 

the show notes page to the logos and you should really definitely go in and take a look at it 

because it’s very, it’s super clever, but also simple at the same time. It’s flexible. We’ll show 

a couple of samples of the different ways that you play with your logo and where you have 

given some room in your style guidelines for flexibility. 

Tina: Well that was one of the other things. When the agency came to us, the other thing we 

loved about what they did was they presented us with not only one color and black to work 

with, but actually eight colors and black to work with. 

Beth: Now explain that. Explain how that works. 

Tina: How that works?

Beth: Meaning that it’s a different color, there’s a series of logo options. 

Tina: There’s a series of logo options, right, that are either one color and black and the idea 

is that you can’t use all the colors together. You can’t use any of the colors together. You can 

only use one color and black and I believe that their initial idea was we can use one color 

for each library and each library will have their own color and so forth. We kind of put a nix 

to that idea only because we were really striving to put the system concept in place. The 



other thing they brought to us that we loved was you know they said “Every time we talk 

to someone about you guys and we say what do you think about Dauphin County Library 

System? You know what they said? I love the library. I love the library. This is what I do at the 

library,” and they said “We want to re-brand you as The Library” and that’s what we’ve done. 

That’s what our logo is. It says The Library big and Dauphin County Library System little.

Beth: I love how you did that with the system and then didn’t you let the libraries choose 

what color they wanted to focus on?

Tina: We let them choose the colors that they wanted to use in the signage within their 

libraries.

Beth: Right, which is really smart because you gave, you got some buy-in. You got people to 

feel like I got some ownership and I have some choice and one of the things that I’ve seen a 

lot when you roll into implementation is people sometimes feel like the brands are, the brand 

police are coming down to lock up their hands and give them no choices and say this is how 

things have to be done. The reality is some of it is like that, otherwise it ends up devolving 

right back into what it was very quickly, but if you can give people a little bit of a range of 

choice and something they can have some ownership in, you can often get a much higher 

level of buy in. Did you see that that was happening?

Tina: I did, yes and after the launch which was to the staff, people were excited. They were 

excited about how it was all going to come together and how they liked the logo and so 

forth.

Beth: What kind of things did you share with them in the staff launch meeting that actually 

made that happen? I’m sure people want to know that. How did you get them excited? What 

did you say to them or show to them to make them look forward to this change?

Tina: Well we showed them first of all the logo, the new logo and how it could be used in 

all kinds of ways, how flexible it could be and one of the things they loved the most was we 

could take the icon itself off of the word, the whole logo …



Beth: The typography part?

Tina: Yes, the typography part and put it into images in various ways, like as the tops of 

flowers and so forth and they just loved the idea that we could do that and the concept in our 

manual is that the photo images when it comes to printed materials are always going to be 

black and white so that the logo or the color of the logo or the color we’re using on it pops 

off the page and you know part of the image could be that color, there could be a logo on it 

so it made it be very flexible for display signage, which is very important to our libraries and 

librarians and any advertising that we were doing, all of the marketing materials for programs 

and events, they were excited about the flexibility about it. 

Beth: I love that because a lot of times people do a rebranding, they leave you the messaging 

part that you diid, you get the new tag line and the brand promise and the key messages 

and then they do a logo and maybe some business cards and sometimes that’s the end of a 

branding project. You continued on to really create like a visual architecture for everything 

that you do. You created stylistic treatments and graphic guidelines for all kinds of different 

elements that would show up within your space and in the mail and in your advertising and 

you came up with a really good rationale around it. You gave people a lot broader spectre 

and wider tools to work with, but you really understood the system and the whole concept of 

these black and white photos with the visual image of the logo being the pop, it highlights 

the logo, it’s a great thing for transition, but it also means it makes things a little bit easier. 

You don’t have to match colors all the time. Sometimes I hate to say it, but you can take a 

picture that’s maybe not that great of a picture and if you turn it black and white it tends 

to look a little better. It looks a little mediocre in color, but it can really look a little more 

polished in black and white and it helps you build consistency across the system without 

everything having to match in a complex way.

Tina: Right and I think it has been successful. We have in the last five years, we just kind of 

refreshed our brand standards manual.

Beth: Now why did you do that? Why was it time to do that five years in?

Tina: It was time to do that because we realized that we were having some issues with 



turnover with staff. The library seems to, especially with our front-line staff, have very quick 

turnover, and so when people would come on board, we would try to, probably their manager 

would try to say “Well, here’s our brand standards manual and this is what you need to do if 

you want to use the logo.” What I think probably we do everything, all of our printing and 

design is done in our marketing department and so our libraries are not saddled with trying to 

design things themselves.

Beth: On the flip side, the libraries also aren’t at liberty to design things themselves. It goes 

both ways. Doing it all centrally has given you a lot more control of what ends up happening 

with the brand, right?

Tina: It has, you’re right and on the flip side of that, sometimes staff is not real happy about 

that. They feel like there is a feeling that we’re not letting them be creative and I feel that 

in this instance, in the creativity, the job of being creative is in the marketing department 

and the job of serving our public and offering all the stuff we have is the public services 

department and that’s where we keep kind of saying we have all of this to offer you. Just let us 

do it for you and so with the staff turnover, it seemed that people weren’t understanding what 

our brand, how our brand was supposed to work and so we decided it was time to refurbish 

the manual and to talk about it more extensively and when we bring new staff members on 

actually probably have them view a video of a discussion that I’m having. In fact, it might be 

this discussion of our brand and why it’s so important and why we’ve done it the way that 

we’ve done it. 

Beth: I always find it interesting. It makes me wonder like at a pharmaceutical company 

does this still happen? Is a financial manager or a product line manager at a pharmaceutical 

company, do they have the expectation that they’re going to be creating the marketing 

materials for the product, but yet in nonprofits you do get that all the time. There’s a lot of 

that feeling that ownership and that they should be able to control and manage and dictate 

how an individual thing looks. I may be, because you and I live in this world, I may just be 

thinking that the grass is greener on the other side.

Tina: You know what, Beth? When I, that year that I was looking for a job, I was working for 



a bank as a bank teller. One of the big ones and I ended up actually working for that same 

bank when I was working, when we moved up to the Poconos just as a part-time job, and they 

had a very strong brand and I was a graphic designer and I walked in there and I recognized 

that you know what? That’s not my job here. My job is to be a bank teller and I think there is a 

difference.

Beth: The manager of that branch or that bank didn’t say “Oh my gosh, this is so frustrating. I 

can’t create my own flyers to put out front.”

Tina: No, they said “Here are the flyers that central sent. Let’s put them out.” They don’t care 

if you like them or not. 

Beth: It’s funny. It’s really interesting. There’s definitely a disconnect or a difference between 

the two worlds of work in that, and I don’t really know why. If anybody that’s listening has any 

thoughts on that, please feel free to email me and give me your thoughts on it. 

Tina: Well, I’ll tell you, my thought is that there’s always a shoestring feeling to a nonprofit, 

and so it feels like I got Word on my computer so I can do this because then it won’t cost us 

money to do it. When, in fact, in our organization, it doesn’t necessarily cost us money to do 

it. We have staff on board that we’re already paying to do it. 

Beth: The other thing I think people struggle to understand coming in like a nonprofit world, 

in the business world people understand that you can’t make millions of dollars without 

spending hundreds of thousands of dollars. If you want to spend $10, you’re probably going 

to make a lot less than if you’re willing to spend a couple thousand dollars. I did an episode 

on newsletter design with Michelle Brinson a while back. Of course, I never have my screen 

up that shows me what episode number it was. So go look for Michelle Brinson from the 

Nashville Rescue Mission, and they do a newsletter that raises $1.4 million annually for them 

and everyone was like “Wow that’s awesome. I want a newsletter that’s going to raise that 

kind of money for me,” but she spends $300,000 on that money. If you could make a profit 

of a million dollars on something, wouldn’t you do that all day long? Absolutely. When I 

tell people that they spend $300,000 on the newsletter, if I started with that, people would 

say “Oh my gosh. That’s ridiculous. That’s irresponsible stewardship of people’s money. I 



can’t believe they waste that money and throw it away,” because spending $300,000 on a 

newsletter, that’s crazy pants, but not if it generates a million dollars. 

Tina: No, right. Absolutely, and I think luckily that’s the kind of mentality that our board has 

come to and decided in the past 13 years that they want to spend more money on advertising 

and marketing, and it’s OK that the library puts itself out there and puts billboards up and 

does advertising in our parent magazine and so forth. I’m very fortunate to have a pretty 

forward-thinking board.

Beth: I’m mean not even just fortunate, it’s critical. How much do you think having not only a 

board that’s supported doing the re-branding, but as you implement it, I feel like the fact that 

there’s somebody there every day saying “No, listen to Tina, I support Tina, this is the way 

it has to be,” is critical to making the money and the effort that you spend rebranding work 

because if you do all that effort, there’s always somebody in an organization that says “We 

need to rebrand,” because they don’t like the way the logo looks or they hate the website or 

for whatever reason, but then leadership shifts or maybe people get busy doing other things 

and it starts to not be as much of a priority sometimes at the stage you’re at, five years in or 

leadership might have changed. So the fact that you throughout this whole process have had 

a committed leadership that says “We made a decision to go this way and we’re sticking with 

it,” I think makes all the difference into whether that money you originally spent ever ends up 

paying you back.

Tina: Absolutely. 

Beth: Let’s talk a little bit, I always love to talk tactics. So I’m always curious. You have this 

rebranding. Here’s your beautiful new logo, here’s your couple of templates and now you’ve 

got one graphic designer. You are a marketer, a writer and you’ve got like four or five people, 

which I’m sure there are people who would kill for those four or five people, but still with an 

eight-library system like yours and all the materials have to be created, I bet a lot of days it 

feels like it’s not even close to enough people to help execute your regular work. How did you 

manage to take a library system that looked one way and translate all that material into a new 

design? What did you choose, how did you structure that process to make it happen?



Tina: Well, we started, let’s see. It was September when we launched to the staff and it wasn’t 

too long before that though the manual was done so we didn’t have much time to …

Beth: Yeah, so what was done? At that point when you launched to the staff, what was done 

already?

Tina: About nothing.

Beth: OK, so you had a new logo.

Tina: We had a new logo.

Beth: New website yet?

Tina: No. No, no, no, no, no. We had a new logo, and it was at that point when we launched 

to the staff, and we said to everyone “Here is our plan. We’re going to put this out to the 

public in January,” and what we started doing, and we are very lucky that we have a set 

of materials that are used in our libraries. A lot of them are internal, but some of them are 

external that we keep that people can order from, supplies that we keep and so we started 

with that group of stuff and said “OK, what needs to be done with this stuff.” A lot of it 

really just needed a logo switch out in that case, but then we started working on letterhead, 

envelopes, the kind of stuff, business cards was a big one. We had them help us design. They 

ended up being two-sided with a flood of color and so forth, but as soon as we launched to 

the staff, we started on everyone’s business cards because we had business cards before, but 

not everyone and not as many. My idea was that I wanted everyone that wanted business 

cards to have them so that was one of the first things that we started on and that was a 

pretty major project to get under way, but then we kind of, it was tough because we have 

programming, like constant programming through the year for youth services and were we 

doing, no we weren’t doing adult programming back then so that made it a little easier, but 

then we sat down with youth services and said “OK, we’re going to make this booklet so that 

everything that you do, which is about i think 750 programs in a year, we’re going to chunk 

it out into four sections of the year and here is how we designed the overall look of it and 

now we’re going to get your stuff in there.” So that was a big piece that was huge, but we 



started working, we started making lists of the things that had to be redone, but we were 

also working kind of like in the old style at the same time through that six-month period, 

four-month period, actually. Had a website manager that probably had been on board for 

about a year at that point and he got to work on the website pretty quickly. That actually 

probably wasn’t ready until the day we launched in January, but it was our staff effort. There’s 

actually eight in our department because our development is also in my department, and 

we all worked together, whether we’re in development or in marketing and so everyone 

started making lists of things that needed to be updated, and I asked the front line staff in the 

libraries to let me know, too. Here’s something, don’t forget this, don’t forget that because 

there’s things out there that we don’t even remember that we do, but the single biggest thing 

that felt the most important to me was the signage throughout the libraries and this was 

one of the things that when we went and launched to the staff we emphasized that we were 

going to take the signage, and we were going to make it consistent from library to library. 

Not always the most popular concept, but in my mind and my staff’s mind, it was the most 

important thing because I felt that to do the branding correctly we really needed to make 

sure that when you walked into any of our libraries, whether they were in the city or out in the 

country, that you knew you were in the library system. So that was one of the big things we 

started on and so the day we launched in January, which was the day after President’s Day and 

we happened to have the big snowstorm that morning, but Monday when we were off and 

we were closed, I was in here doing signage and getting it out to the libraries and just asking 

everyone to have their signage in place by 10 o’clock on Tuesday morning, but that was I 

think the single biggest thing. Then we really just kept working through materials as we found 

them, but you know we had a whole new set of templates for our programs and a whole new 

computer signs and there was also a signage committee that came together at that point 

to discuss the, I mean we were taking this branding thing to the next level, that all of our 

terminology in our libraries and our signs was going to be consistent too. So instead of one 

library calling them novels and another one calling them fiction, we hashed it out and we’re all 

going to call them novels and we’re all going to call them non-fiction and we’re all going to 

and there was a list of signs that they could choose from and a list of terminology they could 

use to create those signs. 

Beth: That’s great, and I think it’s so important how you didn’t just make this a surface project. 



You did not just do a redesign. The end product of it was this consistent visual look that has 

a lot of strategic decisions around it, but underneath of all of that, you used this process to 

build a level of consistency that has meaning behind it. I think that’s really, really powerful and 

it’s probably is some of what helped get a little bit of buy in and the other thing it sounds like 

you did is along the way you got committees involved. You got staff involved. You let people 

have a voice in some of these processes because once the decision is made, like there’s no 

more voice. This is how it’s going to go. Did you find that having people participate in some 

of the decision-making did anything to help the acceptance, and I call it the adoption rate, 

after it was done?

Tina: Yes, absolutely, but then that also became a problem as we moved into the five years 

because those people were leaving. 

Beth: Oh right. That is really important. So let’s talk a little bit about that. It’s been five years. 

You have how many staff, 200 or 150 or something like that?

Tina: 150.

Beth: About 150. How many of them, like how much turn over have you had over the course 

of five years?

Tina: Probably 70 percent.

Beth: Seventy? Wow! So that’s huge. I think it’s huge. There may a million people listening 

and thinking “Yeah that’s about right. It’s five years. The whole group is going to change.” 

This is one of the riskiest times for a rebrand. So you’ve gone through this effort, and luckily 

you’re the one that’s still there because I can guarantee you if the head of marketing left, 

there would be some new person or if your graphic designer had left? Oh gosh. Marketing 

people, all we want to do is new things so there would be people that would be coming 

in saying “Why is it like that? Why does it have to be like that?” Or not even asking and 

just saying “That’s dumb. I want to do it this way,” but it’s been incredibly helpful that you 

guys have stayed the same, but that doesn’t always happen in organizations. Do you have 

any advice for people as organizations go through staff changes to help hold all that effort 



together?

Tina: Well, I mean I think what I would recommend and this is something that we hadn’t 

done is that you really have to, well, I mean to use a word that people probably don’t like, 

is indoctrinate people as soon as they walk in the door. You have to, and we do now have 

a human resources person who is way on board with this. I mean she is definitely, she’s 

clamoring for more stuff to give to people so that they have pads with our logo on it or they 

have this with our logo on it as a person that just walked in the door, but it’s really important 

I think to grab them as soon as they’re hired and say “Here, this is a very important part of 

our organization and it’s our brand and you know why it is? It’s really the conversation is not 

that because the logo is beautiful or the font is wonderful or because the eight colors are the 

eight colors. The conversation is because our brand is you. Because our brand is the front line 

staff offering unlimited possibilities to everyone who walks in the door and all of this printed 

material as consistent as it is, is there to aid you in offering all of that to our users. So a lot of 

people are under the misunderstanding that the brand is all about the logo and how we can 

and can’t use it. 

Beth: And that’s marketing’s responsibility. 

Tina: Then it’s marketing’s responsibility, exactly. Really what it is is that logo is there to 

remind people of the service that they get when they walk in the door of the library or when 

they go to our website and see everything we have to offer there. It’s that reminder that 

“yeah, I can do this, this, this, this and so much more”. That’s what I, that’s specific to us, but 

that’s how every brand is. Every brand is not about the logo. It’s about the concept behind it 

and everyone in the organization marching to the same drummer.

Beth: Have you found that when you tell that to the staff, when you connect them with that 

idea, do you see any light bulbs go off? Do they feel more engaged with or understand why 

things are the way they are and see their part in it?

Tina: I think on a lot of staff members I do yes because a lot of them take pride in what they 

do and it helps them to do their job better. There’s still some staff members that go “Yeah, 

right. It’s still all about the logo because you won’t let me do what I want with it.”



Beth: The reality is and I think it’s important for us to cover that. Sometimes it’s going to 

be like that. You can’t necessarily change everyone or solve every problem or wave the 

magic brand wand and have everybody say “Oh, of course, now I feel like I’m engaged and 

involved.” There’s going to be some people who are just going to be naysayers and that is 

when the brand guidelines and the rules and most importantly your leadership saying “This 

is how it has to be,” is the only way that it sustains itself a couple of years in when people 

as much as you try to bring them on board and make them agree with you and understand, 

they’re just not buying it. 

Tina: Right. I think you have to get to a point with a person like that that they understand the 

concept of the brand and you know that they’re a part of the bigger organization and that I 

think you kind of have to keep working with them so that they, I think eventually most people 

come around and say “Yeah, OK, I get it now,” because they really do believe in what they do 

and really what the brand is. Our brand is really, it sprang from what they do. That’s kind of 

like what kind of boggles my mind sometimes. They like to be out there and say “We have all 

this stuff to offer people.” Well, yeah, that’s the brand.

Beth: Exactly. So, Tina, do you have one tip for everyone out there who may have just gone 

through a rebranding or is in the middle of one now or is thinking about doing one, and 

they’re thinking about the end of that process or the perceived end, that process where 

they’re just at that point where they’re getting ready to launch it. What words of wisdom and 

advice would you give to that person that’s like “We’ve almost done our rebranding?”

Tina: I would say first and foremost it’s most important to get your staff on board, to make 

sure that you may not catch everyone, but as many people as possible, get that excitement 

sparked in them and when the door is open or whatever they do the day of their launch, that 

they’re excited too and then I would say to make sure that as you have new staff come on 

and as your staff changes that there’s procedures in place for getting people up to speed with 

your brand because it’s a simple concept that can be gone over in a pretty short amount of 

time that if they walk out onto the floor and they have that thought in their mind it makes it 

easier for them to also understand what they see around them and why that’s all in support of, 

that their brand attitude



Beth: Right. Tina, this was terrific. It was so helpful. I always love talking to you about this 

stuff. If people who are listening have any questions about your process or could use any 

further advice, is there a way that they can get in touch with you?

Tina: Sure. They could email me. My email address is CLauver@DCLS.org or if they wanted to 

call they could do that, too. My direct number is 717-234-4961 ext. 114.

Beth: Terrific. I will have links to this and samples of Tina’s work on the show notes page. 

Make sure you look at the terrific job that they did. Tina, thank you so much for sharing your 

knowledge and experience with both me and the nonprofit community. 

Tina: Thank you very much for having me today, Beth. I do appreciate it. 


