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The Willow Tree 
The name Willow means a lot to us. 
It‘s more than our name, inspired by 
the willow tree symbolizing growth, 
change, flexibility and nature. The 
willow has a long root system 
providing a stable foundation for it to 
grow as those long roots reach out 
for water and nutrition. To thrive, the 
willow tree must learn to bend and 
flow with the winds. “Willow” is 
derived from a Celtic word meaning 
“near the water,” and as such, it 
exists in perfect symbiosis with the 
river. This relationship is simple yet 
significant, 

both to the river and the willow, and to 
the ecosystem they support. The willow 
strengthens and stabilizes the river’s 
shoreline, while the river provides 
fertile soil and freshwater the willow 
needs to grow. Together, they work in 
balance and harmony, contributing to a 
healthy environment, a growing 
economy, and creating a natural 
resource that is accessible to all. We 
felt drawn to the beauty and meaning 
found in this relationship, and invite 
you to read a story of its evolution. Like 
the name “Willow,” we think it means a 
lot.
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We’re Willow. 
Nice To Meet You. 

Established in 1992, Willow Marketing is a 
full-service marketing firm that serves as an 
extension of your marketing team. For 28 
years, we’ve focused our efforts on helping 
organizations discover, establish, and 
embody their brands to unify their internal 
teams, and make lasting connections with the 
audiences that matter. Our success is our 
clients’ success, so we strive to help you 
actualize meaningful and measurable results. 

AGENCY OVERVIEW 
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We treat our clients to a balanced diet of 
well-considered strategy, compelling creative, 
well-planned tactics, and measurable results. 
Our mission is to move you from where you are 
now, to BETTER. 

While we define our services with words like 
strategy, branding, web design, public 
relations, and campaign development, our 
work with clients typically begins with a 
research phase. We view research as insurance 
for decision making. 

We use tools like surveys, audits, interviews, 
and focus groups to learn the truth about 
your customers, competition, opportunities, 
and even your blind spots. Then we act on 
that truth. We look for opportunities to 
partner with clients who understand the 
unmistakable value of research and are 
prepared to act on what they learn. 
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Situational Insights
Regarding riverfront revitalization, one that stands 
out from our research is Oklahoma City. After 10 
years of planning and efforts they are now beginning 
to realize the vision set forth in their “Core to the 
Shore” efforts. In July they just opened multiple 
parks and greenspaces connecting the central 
business district to the riverfront, a project 10 years 
in the making. It’s rewarding to see how foresight 
and strategic plans from 10 years ago are now 
coming to life. This effort was massive as it took into 
account revitalization of several distinct areas in their 
community, business, residential and recreational, to 
the shoreline of the Oklahoma River. 

We believe there’s much to be learned from those 
that have gone before us. Looking to the Urban 
Land Institute for resources and insights, we spent 
some time researching other communities and their 
revitalization efforts to put shape around the 
potential the White River Vision Plan holds. 
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Using these as case studies, we see all of the ways 
the White River can not only build on the success of 
others, but surpass previous efforts with even 
greater economic and environmental growth. When 
accompanied by a fortified vision and a community 
of partners that truly care about the wellbeing of our 
state and its people, this comes to life.

We’ve also taken note of efforts with Canalside and 
the Outer Harbor, which are at the heart of 
downtown Buffalo, New York’s waterfront 
revitalization encompassing the historic Erie Canal. 
These areas have been transformed with 
greenways, greenspace, bike trails, walking paths, 
and event venues. Buffalo’s efforts have seen 
economic value and have developed increased 
environmental stability on their waterfront. All of this 
has contributed greatly to the quality of life for area 
residents.
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Why We’re 
Uniquely Qualified 

Carmel Clay Parks and Recreation has been a Willow 
client since 2018. We’ve been involved in everything from 
a website redesign to internal brand and culture research. 
We truly value being able to work alongside an 
organization doing such award-winning and meaningful 
work in our community. 

Willow is currently engaged and assisting two 
different clients with their strategic marketing 
efforts. Both have assets along the White River 
and are cultural, environmental, and recreational 
destinations for Hamilton County residents as well 
as regional visitors. Both are stakeholders and 
partners in the White River Vision.
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Overall, our thinking is what makes us different. We help 
to create strategic visions but also have the experience 
and knowhow to help bring those visions to life. We’re 
business consultants who happen to specialize in 
marketing. We connect dots looking for ways we can 
encourage and foster collaboration for shared successes 
with our clients. And we’re committed and deeply 
engaged with our clients, forming long-term partnerships. 

Willow has been instrumental in assisting 
Conner Prairie with its recent rebranding. We 
intentionally took advantage of their proximity 
to the White River and have positioned it as a 
valuable asset. In addition, we are intimately 
aware of the master plan for Conner Prairie and 
actively involved in ongoing discussions around 
plans for White River activations. 
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Our core values are simple. Be Open. Be Humble. And be 
Helpful. We call it OHH! and it guides everything we do.

Open isn’t something we turn on or off like a neon sign on the 
door. It’s who we are and how we behave every day, all the 
time. It means that we don’t put people in silos or hide behind 
screens. We keep ourselves open to all the possibilities and 
embrace bold ideas. We don’t shy away from tough 
conversations because we know that giving and taking honest 
feedback doesn’t need to get ugly. We expect our people to 
fight for what is right and listen for what can be made better. To 
show up in conversations and meetings with question marks 
instead of periods. Because that’s what partnership and 
collaboration requires. At Willow, we’re always open.

Open

OUR VALUES
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OUR VALUES

Humble isn’t the first thing that comes to mind when you think of 
our industry, we know. But we believe that you can do good, 
even great (nay, award winning!) work without ego. Willow is full 
of talented, gifted, hard-working people and none of them wear a 
crown. We all do the dishes and we all contribute to our clients’ 
success. Being humble helps us remember that whatever is good 
can always be better, which keeps us on our toes, learning, and 
trying new things. Some agencies might claim to be the best. Let 
them brag. We let our work do the talking.  

Humble
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Helpful doesn’t have a job description or a department. It 
marches down the Willow halls high-fiving and pitching in 
wherever it’s needed. Helpful answers the phone before the 
third ring, pinch-hits for a sick panelist at your spring 
conference, and patiently explains UX to your Board of 
Directors. Helpful is at the center of everything we do, and we 
like it that way. Need help with your brand? We got that. Need a 
new website? We can help. Cat got your tongue? This content 
might help! See how that works? Feels good, doesn’t it?

Helpful

OUR VALUES
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Account Structure
At Willow, the team members who primarily work with each client are carefully selected based on relevant experience and expertise. The 
way we structure our smaller teams ensures that each client has available to them the breadth and depth that Willow has to offer. 
Individual account teams include:

Executive Sponsor: A member of Willow’s leadership team who will be up-to-speed on all of your project happenings, and readily 
available to provide high-level consultancy and strategic recommendations. 

Client Service Team Member: Each client has an assigned client service team member to act as the liaison between your team and 
Willow. This person will be your primary point of contact. That being said, we aren’t the kind of agency that keeps our creative and digital 
teams behind their computers. We’re highly collaborative and from time to time, you’ll have the pleasure of hearing straight from a 
designer or a digital strategist. 

Creative Team Member: Our creative team is made up of skilled visual designers and highly-articulate writers. You will have a mix of 
each working specifically on your project. They will work to know your brand, and know it well to work as an extension of your team.

Digital Team Member: The digital team member working with your account won’t simply provide you with HTML, but they will go the 
extra mile to provide the critical thinking that results in targeted and effective digital efforts to bring you the highest ROI. 

*While each client has a team that works with them the most, no one at Willow is excluded from stepping in and lending insight and 
expertise when needed.
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OUR TEAM

Brad Gillum

Position: CEO and Owner

Project Role: As a business owner 
and marketer with 28+ years of 
experience in the industry, Brad will 
offer high-level direction and 
support to the entire team over the 
course of the work; we also like to 
refer to him as our biggest 
cheerleader.

28 Years with Willow

Kim Jones

Position: Senior Vice President

Project Role: Kim’s experience in 
working with partnerships, along 
with her direct connection to 
Hamilton County Tourism and Visit 
Indy, will prove to be an extremely 
useful resource to helping this 
project go above and beyond.

15 Years with Willow

Relevant Client Experience: Carmel 
Clay Parks and Rec, Conner Prairie, 
Board of Certification for Emergency 
Nurses, Hall Render, MLK Center 

Leslie Lewis

Position: Director of Client Service

Project Role: Leslie thrives when it 
comes to ensuring client success. 
She will be in charge of overseeing 
and ensuring an ideal White 
River-Willow client experience 
along every step of the way.

2 Years with Willow

Relevant Client Experience: 
Conner Prairie, Indiana Youth 
Institute, Presbyterian Church 
(U.S.A.)

14



OUR TEAM

Keyon Whiteside

Position: Director of Digital Services

Project Role: Keyon brings a wealth 
of digital and website backend 
expertise. If any technical issues or 
questions come up, he’s the guy 
with answers who you want on your 
team (it just so happens he will be 
on yours).

4 Years with Willow

Andrew Miller

Position: Web Developer

Project Role: Andrew’s 
superpower is his ability to make 
brands shine through and stand 
out on company websites; the 
sky’s the limit with his 
impeccable front-end 
capabilities and attention to 
detail in building easy-to-use 
website admin interfaces. 

6 Years with Willow

Mark Manuszak

Position: Creative Director

Project Role: Mark’s decades as a 
creative director bring with it a 
wealth of artistic and visionary 
inspiration to build off of. His 
specific work with the design of 
print materials and collateral is 
just one area that never fails to 
leave clients delighted.        

13 Years with Willow
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OUR TEAM

Cara Bow

Position: Art Director

Project Role: Cara is another 
member of our creative team and 
brings digital and brand expertise 
to every project she works on. Her 
attention to detail, out of the box 
thinking, and originality can be 
found in anything that crosses 
her desk.   

7 Years with Willow

Wendi Williams

Position: Copywriter

Project Role: Wendi has a way 
with words and can tell a story in 
ways that not many others can. 
Not only does she have the 
ability to draw an audience in, 
but she is full of amazing ideas 
for unique ways to achieve this.  

4 Years with Willow

Erin Witt

Position: Content Strategist

Project Role: The phrase 
“Content is King” could not be 
truer, and Erin is the “Queen” 
when it comes to this. Her skill of 
connecting with an audience 
through the creation of content is 
one of the many ways that her 
work proves to be effective.      

1 Year with Willow
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OUR TEAM

Krista Roseberry

Position: Researcher

Project Role: If there is any insight 
or information to be discovered on 
a topic, Krista will find it. At Willow, 
research helps drive the decisions 
that we make, and our researchers 
make sure that we are working with 
all the facts and figures.    

3 Years with Willow 

Marta Bleed

Position: Account Coordinator

Project Role: One project has 
one-hundred-and-one moving pieces that 
come with it. As one of Willow’s Account 
Coordinators, Marta will help navigate, 
direct, and follow up on project statuses to 
ensure that everything runs smoothly, while 
acting as a daily point of contact for the 
details.     

1 Year with Willow

Relevant Client Experience: Conner Prairie, 
NAMIC, RT Moore, Priority Physicians 
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Situation
Conner Prairie is a well-known historical museum experience in Indiana, but it was time to 
bring their brand to the present. It needed a refresh that would represent their values: heart 
for the past, head for the present, and eye for the future. 

Solution
In the fall of 2019, Willow was enlisted to rebrand Conner Prairie and has worked side-by-side 
with its marketing communications team to reinvent this Hoosier icon, quite literally. Members 
of Willow’s team have worked onsite at Conner Prairie one day a week, leveraging an 
embedded model to act as an extension of Conner Prairie’s teams. This has allowed us to be 
highly collaborative and gauge immediate input from all internal stakeholders throughout the 
branding process. We have employed ad campaigns, media buys, PR and media efforts, as 
well as web support to help ensure that this new brand is recognized and celebrated across 
channels. 

Outcome
We crafted a brand that pays homage to the past, celebrates the present, and will carry 
Conner Prairie into the future. With this, the White River has played an integral role in the 
creative look of the new brand; including the nod to the river with the use of the wavy line as 
a key design element. Furthermore, our promotional efforts have increased exposure and 
engagement with the new and lively Conner Prairie brand.

PORTFOLIO
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Variable Logos
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Brand Standards Guide

The White River was a gleaming point of inspiration for many 
design elements of Conner Prairie’s new brand. You’ll see the 
winding bends of the river throughout these pieces, symbolizing 
the linear paths and currents that carry us through our own stories 
and the stories of others. 
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Brand Standards Guide
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Brand Standards Guide
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Membership Brochure Stationery System
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Billboard

Digital Ads
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Situation 
In 2018, Carmel Clay Parks and Recreation came to Willow in need of a new website and 
video content to show all of the great offerings they provide, which was only the 
beginning of our relationship with the organization.

Solution 
We redesigned and developed their website, and have continued to help evolve the site 
since it’s launch to provide the most relevant user experience. We recently helped them 
add a Group Fitness calendar functionality to accomodate for COVID challenges.

In 2020 we filmed and edited a 5-minute video for the organization’s second nomination 
for the NRPA Gold Medal Award, including filming footage along the White River.

Additionally, we conducted internal brand and culture research with their full-time and 
part-time staff and provided key findings and recommendations for the organization to 
implement.  

Outcome
A brand is more than a logo. It’s the experience you have on a website, it’s the videos and 
images represented, and its embedded in an organization’s culture. All of the work that 
we’ve done with CCPR has continued to strengthen and define their brand, and we’re 
excited for the ways we’ll continue to do so. 

PORTFOLIO
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Website
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Home Page
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Group Fitness Page
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Situation 
For years, the Board of Certification for Emergency Nursing (BCEN) has been the 
premier certification provider to emergency nurses, offering robust and 
comprehensive exams, but the organization’s interactions with its customers was 
purely transactional.

Solution
We began mapping an entirely new brand for BCEN. From a bold new logo (plus a 
colorful array of logos for each certification) to a refreshed and intuitive new 
website, to a brand guide that laid out the new voice of BCEN. We developed CARE 
(Compassionate, Assured, Respectful, Empowering) language, to help BCEN 
employees interact with and build relationships with nurses. We also planned a 
thrilling brand launch that coincided with the industry’s largest professional event, 
the ENA (Emergency Nurses Association) Conference. 

Outcomes
In all, the tone and approach of BCEN has changed from transactional and 
distanced, to relationship-centered and value-focused.

PORTFOLIO
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Stationery System

Brand and Certification for Emergency 
Nursing logo and their 5 specialty 

certification logos
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Brand Standards Guide
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Brand Standards Guide
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Brand Standards Guide
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Nurse Recognition Kit 
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Support Your Nurse Posters
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Edvantage Candidates Brochure
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Website
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Home Page
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Situation 
The Indiana Youth Institute (IYI) mission is to improve the lives of children in Indiana, 
however its brand didn’t reflect its passion and expertise. Having the same brand 
over the course of 19 years, IYI knew it needed an update.

Solution
We embarked on a rebrand. From start to finish, we were very conscientious about 
including all stakeholders, in particular the Board and employees, throughout the 
process. This helped us establish and train on the brand internally, which is vital to 
successfully establishing a brand externally. We developed all new messaging, all 
new visual branding, branded print collateral, reenvisioned their Annual Kids 
Conference as well as developed a brand launch plan and rolled out an entirely 
new website. 

Outcomes
IYI’s new brand has served them well. We provided them with a brand identity that 
reflected who they were, and helped foster stronger culture. This resulted in a 
significant increase in grant and programmatic dollars being filtered to IYI. They 
have the attention of funders and are managing more grant dollars benefiting youth 
and youth workers than ever before in the organization’s history.

Hear about our work firsthand from IYI’s Executive Director, Tami Silverman here.

PORTFOLIO
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Stationery SystemLogo
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Brand Standards Guide

41



Brand Standards Guide
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Brand Standards Guide
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State of the Child Posters
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College and Career Conference Promotional Materials
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Website
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Home Page
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Willow’s Brand Development Process
Willow has developed our own unique branding process. This brand strategy engagement is highly collaborative, 
and takes place in four distinct phases.
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Willow’s Web Development Process
Our web process has been developed (pun intended) to be as data-driven and streamlined as possible. 
It’s completed in collaboration with you, and it takes place in three distinct phases.
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KICKOFF 
MEETING

4 DIMENSIONS 
OF THE BRAND

COMPETITOR & 
PEER REVIEW

BRAND 
TRAINING

BRAND
LAUNCH

BRAND 
CODE

BRAND 
ARCHETYPE

BRAND 
LOGO 
MARK

BRAND 
STANDARDS

GUIDE

AUDIENCE 
EXPLORATION 
AND BRAND 

SWOT

COMM 
AUDIT

BRANDED 
DELIVERABLES &  

TEMPLATES

DISCOVERING 
THE TRUTH

8 WEEKS

DISTILLING 
THE BRAND
MEANING 

2 WEEKS

DESIGNING
THE BRAND

6 - 8 WEEKS

WEB-BASED 
SURVEY

IN-DEPTH 
INTERVIEWS

LAUNCHING 
THE BRAND

Brand Development Timeline

BRAND 
MAPPING

2 WEEKS

GAP 
ANALYSIS

DISTILLATION 
RETREAT
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DISCOVERY 
DESK 

RESEARCH WIREFRAMES

CONTENT
MAPPING & 

FUNCTIONALIT
Y

REVIEW

PLANNING       
MEETING

CROSS
PLATFORM  

AND BROWSER  
TESTING

SEO  
SEARCH  
ENGINE  

SUBMISSION

VISUAL  
CONCEPT

PAGE  
LAYOUTS

CONTENT 
DEVELOPMENT

CODING & 
VALIDATION

CONTENT  
MIGRATION

SITEMAP
CONTENT  

POPULATION

FINAL QA LAUNCHAUDIENCE 
EXPLORATION 

Web Development Timeline

PLANNING AND 
DISCOVERY

6 - 8 WEEKS

DESIGN AND
USER EXPERIENCE

5 - 8 WEEKS

PROGRAMMING AND 
TESTING
5 - 8 WEEKS
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Project Management Methodology

1. Client Onboarding: All projects begin with a client onboarding 
meeting with all project stakeholders. The purpose of this meeting
is to properly review and set expectations for engagement including
communication preferences, project correspondence, meeting 
cadence, and milestone dates.

2. Project Plan: A detailed project plan is then created, defining 
within our cloud-based project management system (Accelo) 
project deliverables, key project milestones, and tasks for individual Willow team members with associated hours allocated. 
This plan will be largely defined by the research methodology, as noted on slide 37.

3. Weekly Client Meetings [External Project Management]: Weekly client meetings will be held to discuss the current state of 
deliverables, any outstanding questions or concerns, as well as any other relevant project updates. 

4. Task Management [Internal Project Management]: As previously mentioned, tasks entered within the project management 
system are assigned directly to the Willow team member expected to complete them. They have assigned deadlines and 
are trackable by the project manager to ensure timely completion.
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Client Experience: 
Communication and Team Transitions 

Transition Management 

Willow very intentionally involves the project team in 
all aspects of the project, creating natural 
redundancies and shared knowledge. Additionally, 
all project communication is funneled through our 
project management system (Accelo) which 
captures copies of all emails sent between Willow 
Account Managers and clients. Historically, when an 
Account Manager departs, there are dedicated 
knowledge transfer sessions to round out any 

information the project’s Executive Sponsor might 
not already be aware of. The project may have a 
new Account Manager assigned immediately (an 
existing team member), or it will be temporarily 
project-managed by the Executive Sponsor until a 
replacement Account Manager has been hired.  The 
main goal of the entire process is preventing any 
staff departure from creating strain for our clients. 
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Client Experience: 
Communication and Team Transitions 

The Client Relationship 

Willow builds personalized, authentic, and 
value-driving relationships with clients, delivering on 
our OOH! Promise: open, humble, and helpful. When 
the relationship kicks off, we have open 
conversations about how to create a successful 
relationship. We talk about communication 
preferences, along with possible project pitfalls and 
how to avoid them. Establishing shared 
expectations is critical. We value our client’s input, 
rejecting the “Agency-knows-best” mentality that 
many hold, and embracing the idea that the client’s  

voice and experience is a critical piece of creating 
the best work possible. We prefer regular check-ins 
on direction to the theatrical grand reveal of creative 
work. This approach poses reduced risk to timeline 
and budget, and acknowledges our commitment to 
true partnership. And, whenever possible, we’ll take 
the extra steps necessary to truly lighten our client’s 
load and make their life easier (in small ways and 
big.) We haven’t succeeded until our client has. 
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Working With Diverse Groups

At Willow, we always want to be intentional about 
listening to and lifting up the voices of diverse and 
marginalized groups. We always want our efforts to 
be FULLY informed, not simply informed by our own 
experience and bias, and we are committed to 
continuing to do so. 

Over the years, we have developed relevant 
experience in working with diverse groups of key 
partners and members of the public. This is 
represented by the work we've done on behalf of 

Indy Parks and the Indy Parks Foundation, Carmel 
Clay Parks and Recreation, Big Brothers/Big Sisters, 
Dayspring Center, and Mapleton Fall-Creek 
Neighborhood Association. Our more recent efforts 
have been focused on a place that is close to our 
home on North Meridian street, the MLK Community 
Center. We've partnered to help with their $2 million 
capital campaign, as well as with their nonviolence 
training courses. 

We’ve learned how to effectively engage with 
stakeholders on all levels, from volunteers to board 
members, corporate partners to community 
members, and governmental agencies to the guys 
next door. 
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Brand Hierarchy 
It’s important to remember that for a brand to be 
successful, it has to be authentic. We like to say when 
you’re inside the jar, you can’t read the label. It will be 
critical for us to do research and involve all 
stakeholders that will be impacted by the White River 
Vision Plan. We’ll review and study the individual 
missions of the strategic partners to make sure there’s 
alignment in values and goals. Pinpointing a common 
thread will help us position these partners under a 
parent brand, working towards a unified goal, while 
simultaneously allowing each partner to retain their 
independent and unique brand attributes.  

Willow has years of branding experience and there’s 
not much we haven’t seen in our 28-year history. 
We’re well versed in working with branded entities that 
become a house of brands. We’ve also worked with 
clients where their success is tied to being a branded 
house. 

Custom Concrete is one Willow client that supports 
several different brands under the Custom umbrella. Each 
operates as separate profit and loss centers yet 
contributes to the overall brand of the organization. Those 
entities include Custom Concrete, Custom Truck and Auto, 
George’s Concrete Pumping, Jayco Waterproofing, and 
Custom Concrete of Ohio. Their brands continue to 
expand as the organization does.

Another unique example involved rebranding two 
associations last year as they merged. Southern 
Newspaper Publishers Association and Inland Press 
Association became America’s Newspapers, allowing 
member companies to better show their affiliation as 
representatives of America’s Newspapers.  

We view each partner involved with a brand as an integral 
part of the brand hierarchy, and embrace the challenge of 
making the connections necessary to unite several entities 
under one shared vision.
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● Branding - $50,000-$65,000 (depending on research requirements)
○ Research, Strategy and Brand Development, and Design

■ Research Review of existing research (WRVP plan feedback)
■ Communications audit 
■ Brand SWOT retreat
■ In-depth interviews
■ Web-based survey and/or polls
■ Gap analysis
■ Research data and verbatims
■ Brand archetype and Brand code
■ Logo and Tagline
■ Brand standards document
■ Primary and secondary color palette, brand fonts, brand dos & don’ts
■ Positioning statements & messaging guidelines
■ 1 brand training session for brand ambassador 
■ Meetings with key stakeholder groups

Budget
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Budget

● Website - $65,000-$75,000
○ Discovery & Planning
○ Design & Content
○ Development
○ Launch & Ongoing Maintenance/Support 

● Collateral/Map Development - $15,000-$20,000 (does not include printing)
○ Design & Print ready files for brand promotional materials and collateral. Specific collateral items to be determined: 

could include things like design guidelines for media materials, blog posts, social media standards, promotional 
materials, etc.

○ Map design 

A note on budgets: We expect to gain efficiencies in the research for both the branding and website if they are done in a similar 
timeframe. The budgets you outlined in your RFP seem realistic, however we expect that branding may be a tad higher and website 
a bit lower, evening the budgets out. 
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References
Conner Prairie

Contact: 
Andrew Bradford
Vice President and Chief Advancement 
Officer  317.776.600
bradford@connerprairie.org

The Relationship: 
Willow has been Agency of Record for 
Conner Prairie since August, 2019. 
During that time we’ve helped them 
launch and advertise the 
(goal-exceeding) new A Merry Prairie 
Holiday festival, launch a new brand, 
and roll out an entirely new strategic 
marketing plan during the COVID-19 
pandemic.

Indiana Youth Institute 

Contact: 
Tami Silverman
President and CEO 
317.396.2710
tsilverman@iyi.org

The Relationship: 
Willow has worked with Indiana Youth 
Institute since 2017. The partnership 
began with a massive rebrand, and 
extended to a redevelopment of their 
website, supporting their PR and social 
efforts, assisting with conference 
materials, and creating a microsite 
infrastructure for their Promise Indiana 
program, allowing for semi-decentralized 
maintenance of small program sites by 
program staff. 

Board of Certification for 
Emergency Nursing 

Contact: 
Janie Schumaker
Executive Director
913.777.9610
jschumaker@bcen.org   

The Relationship: 
We’ve been with AOR since 2018, 
working with them to launch their new 
brand, redesign their website, and 
develop a revamped seminal trade show 
experience. Since then, we’ve helped 
them to transition their brand from 
transactional to relational, yielding a 
more engaged nurse base. 
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3590 North Meridian Street  |  Suite 200  |  Indianapolis IN 46208 | willowmarketing.com

Kim Jones  |  Cell 317.695.6162  |  kim@willowmarketing.com 
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