
COSI Connects: Executive Summary 
Frank Carson, Jack Clark, Stephanie Klupinski, Amber McAuliffe, Susan Ropp, Stephanie Royal, Daniel Shuey 

 
In 2019, COSI embarked upon a new strategic plan. Recognizing the profound ways technology was changing 
how we lived and worked while becoming increasingly committed to better serve all members of its diverse 
community, COSI created the COSI Core, anchored by its new vision and mission: “To engage, inspire, and 
transform lives and communities by being the best partner in science, technology, and industry learning.”  

This new approach, centering engagement, community, and partnerships, was instrumental in helping COSI 
quickly adapt to the immense disruptions we all faced in 2020. As COVID-19 forced schools, businesses, and 
museums to shut their doors, and as racial unrest motivated organizations across the world to rethink how they 
could address inequity, COSI was well-positioned to respond. They quickly developed and implemented COSI 
Connects, a multi-pronged strategy with multiple initiatives, including COSI on Wheels and COSI Connects Live, 
to support STEM education and broaden their reach.  

Our Leadership Columbus team was asked to help with one of these initiatives: the Learning 
Lunchboxes/Connects Kits, boxes filled with thematic science activities for students in grades k-8. The 
lunchboxes are distributed for free at food banks, schools, and other locations; the kits are the retail version of 
the box, minus the lunch. Specifically, COSI wanted our help to create a self-sustainable, scalable model for the 
lunchbox program that furthered its mission of engaging, inspiring, and transforming lives and communities. 

Following extensive research—including conversations with COSI staff, exploration of the COSI kits, comparison 
with other similar products such as KiwiCo, and reviews of other social enterprise models—we refined our focus 
and organized our work around the four components of products, partnerships, placement, and fundraising, 
keeping their mission and vision at the forefront of our efforts. We presented our best ideas to COSI.  

COSI aims to serve people from “womb to tomb,” and we envision kits for older people in nursing and assisted 
living homes, and kits for kids under the age of five. COSI can deepen engagement with teachers, kids, and 
families by creating and supporting online communities to share their experiences with the kits, which would 
also provide countless opportunities for COSI to gain meaningful feedback on the kits. Ideas for new kits can 
come not just from COSI staff and partner organizations, but from students themselves through annual contests 
where classrooms compete against others across the state to develop the best kits. We developed a tagline, 
video, and framework for sustainability through a fundraising and marketing lens with the tagline “Kits for Kids.” 
We also proposed efforts to tie inspirational stories to the donations, along with a strategy for engaging the 
corporate community.  

COSI is one of Central Ohio’s premier cultural institutions. It was recently named best science museum in the 
country for the second year in a row by USA Today. Our team was continually impressed and inspired by the 
staff’s creativity and commitment to its mission. But working with such a well-established, well-resourced 
organization like COSI presented its own unique challenges. Often, in weeks between meetings, COSI would 
rapidly grow the program on its own, and we would discover that ideas we had been developing for the project 
were no longer relevant. It was a good problem to have, as it meant more kids were being reached. COSI has 
delivered more than 110,000 kits across the country and has established partnerships to develop new kits with 
NASA, the Smithsonian, and even Miss America, who is a scientist. Our team worked well together, quickly 
adapting to best help COSI accomplish its goal of engaging, inspiring, and transforming lives and communities.  



Equitas Health Executive Summary: 
  
Equitas Health is regional nonprofit community healthcare system with twenty-one offices across 
thirteen Ohio cities. A federally-designated Community Health Center, it is one of the largest LGBTQ+ 
and HIV/AIDS serving healthcare organizations in the United States. Being guided by their mission "to be 
the gateway to good health for those at risk of or affected by HIV/AIDS, for the LGBTQ community, and 
for those seeking a welcoming healthcare home," Equitas opened their King-Lincoln Medical Center & 
Pharmacy in the King-Lincoln Bronzeville neighborhood in 2017. 
  
Being a historically-black neighborhood on the Near East Side of Columbus, King-Lincoln Bronzeville's 
rich history plays a critical role in understanding the challenges that Equitas has faced, and continues to 
face, while attempting to expand their mission to the residents of King-Lincoln Bronzeville. Some of 
these challenges include awareness of Equitas and their services, systematic discrimination towards 
Black Communities within healthcare, existing community relations strategies within the Equitas 
organizational structure, and stigmatization that traces back to a historically-tense relationship between 
the LGBTQ+ and Black communities. With the goal of increasing Equitas Health's patient impact within 
their new community, we have worked closely with Equitas Health and a team of King-Lincoln 
Bronzeville community leaders, including Stephanie Hightower, Shannon Hardin, & Dr. Olivia Nathan, to 
develop resources that will aid Equitas Health's administrative staff in developing a grassroots, 
community-based approach to providing their services to more residents within King-Lincoln Bronzeville. 
 



Human Trafficking Education & Training Communication Strategy

Situational Analysis
In the U.S., nearly 25 million people are victims of forced labor, of those 4.8 million are forced into
performing sexual acts.  According to the Human Trafficking Institute, Ohio was ranked 14th out of all 50
states for the number of active criminal human trafficking cases in federal courts in 2019.  In 2020, the
National Human Trafficking Hotline ranked Ohio the 5th highest state for the number of suspected
victims based on the calls into the hotline. The landscape has changed in the battle against human
trafficking, with 12 being the average age a victim is first trafficked in the U.S. Presently, three out of
every four children are trafficked online, and one in every six children have already been approached by
a perpetrator.

Gracehaven was founded to care for the growing numbers of victims of domestic minor sex trafficking.
The Ohio Human Trafficking Task Force estimates more than 1,000 minors are sexually trafficked in
Ohio annually, but many experts believe the actual number to be much higher. To effectively care for
victims and prevent others from being enslaved in this life, Gracehaven employs a comprehensive
approach to combatting domestic minor sex trafficking through:

1. Community Collaboration – partnering with community organizations, local and state
governments, law enforcement, and the court system to address this issue.

2. Prevention Education and Awareness – providing strategic presentations to schools,
community organizations, and places of worship.

3. Intervention Training – training professionals who may encounter victims of domestic minor sex
trafficking on how to recognize and help them.

4. Survivor Care and Support – providing comprehensive trauma-informed case management to
current victims and a variety of group therapies for at-risk populations with various local
organizations.  They also have a licensed therapeutic residential facility solely for minors who
are victims of sex trafficking.

Although Gracehaven provides several services designed to deliver educational programming to
organizations, they have faced challenges with establishing partnerships with administrations in local
school districts that would facilitate the delivery of human trafficking education to target audiences.
Additionally, they lacked a comprehensive communication and funding strategy focused on these goals.

Problem Statement
Gracehaven is a faith-based, nonprofit, dedicated to eradicating child sex trafficking in Central Ohio and
providing rehabilitative, trauma-informed care to survivors. While they have some educational
materials, the organization is interested in re-developing the materials and tailoring the product to
specific audiences. Finally, Gracehaven is in need of a funding strategy to effectively attract prospective
sponsors.

Goal
Gracehaven aspires to be a trusted resource in providing services to individuals who have been
sexually exploited and to provide training and education to schools, places of worship, and other
community organizations to increase awareness for prevention.
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Leadership Columbus 2021 

Community Impact Project: Financial Literacy for Tomorrow’s Leaders 

partnering with 

                 

 

Project Team:  Kelly Atkinson, Jamie Fields, Stephanie Megas, Bhuwan Pyakurel, Chris Rechner, Josh 

Sarver, Chris Tackett, Lawrence Witherspoon 

Executive Summary 

The primary goal of our project was to assist the United Way in their focus to build a community in 

which everyone has the aspirations, resources, and opportunities to reach their fullest potential, 

specifically as it relates to financial literacy.  To that end, the project team was tasked with 

identifying methods to expand quality educational resources on financial literacy for high school 

students, and to identify other nonprofit or governmental programs that compliment the efforts of 

the United Way.  

Through our research to identify current high school age curriculum we were introduced to 

Reynoldsburg City Schools Superintendent Dr. Melvin Brown.  Dr. Brown himself has been pushing to 

develop a better financial curriculum in Reynoldsburg City Schools.  His desire, coupled with 

changing financial education reform in the State of Ohio and our pursuit to assist United Way quickly 

led to a partnership between all three groups.  

The new goal of our partnership was to create a financial literacy resource guide that educators in 

Reynoldsburg City Schools would further develop into detailed curriculum plans, and that United Way 

would use to create after-school educational programs for underserved communities.  

Our team focused on six main pillars of Financial Literacy that are crucial to the long-term success of 

any individual: Savings, Budgeting, Credit/Debt, Taxes, Investing and Giving. The resource guide for 

each pillar identifies a problem statement, specific lessons focus areas, educational standards, 

potential community partners, expectations for learning and activities to ensure the content is 

presented with real-world scenarios that are memorable for young students.   

Throughout each phase the team was able to use each of our own specific strengths but challenged 

ourselves to execute tasks that addressed our own personal development needs. Our entire team 

worked together as a unit to provide new, consolidated and organized educational materials for both 

United Way and Reynoldsburg City Schools to continue to build financial literacy for tomorrows 

leaders.    

The result of our work is the following resource guide that Reynoldsburg City Schools will be using 

this summer to create detailed curriculum, with a goal to roll out specific credits to their 9th grade 

program during the 2021-2022 school year.    



Executive Summary 
Untapped Good and Leadership Columbus 
 
Scope  

 [Excerpted from the Untapped Good CIP Proposal submitted by McKinzie Harper, 
Founder]: 

In the wake of a global pandemic, against the backdrop of a social justice reckoning and 
climate crisis, young people need access to the people and spaces making decisions for 
their future. Communities need a socially conscious, digitally native social sector now more 
than ever, yet the national unemployment rate for young people is still over double that of 
the general population. 15,000 (approximately ~9.2%) young people aged 16-24 are 
disconnected in Franklin County. The rising costs of higher education and a pay-to-play 
job market can price out diverse talent by requiring exploitative, unpaid experience, 
on top of pricey degrees for entry-level work, especially in the social sector. 

As an early-stage startup social enterprise, Untapped Good is looking for strategic 
leadership and planning to build upon their existing business plan, develop 
foundational processes to filter and capitalize on leads and growth opportunities, 
and take Untapped Good to next. 
 
  

Mission  
 
Our Leadership Columbus Community Impact Project’s overall objective is to place 
Untapped Good in a position to succeed in bridging a critical gap between our local 
business economy and social sector. Our strategy was to leverage our individual 
strengths in a collective fashion towards the development of a growth roadmap, while 
also working in three supportive work streams covering communications and 
marketing, obtaining 501(C)3 status and potential partnerships, and fundraising. 

 



Supporting Equity 
& Economic Impact

The Economic and Community Development Institute's (ECDI) services began in 
1998 as part of the business and asset development department of Jewish Family 
Services in response to the difficulties refugees faced finding living-wage jobs. In 
2004, ECDI became its own entity headquartered in Columbus, with branch offices 
in Cleveland and Toledo. ECDI addresses the capital, training, and technical 
assistance needs of low- and moderate-income entrepreneurs and small business 
owners. To date, ECDI has assisted more than 17,000 individuals, disbursed over 
$63.7 million through more than 2,800 loans, and created and retained more than 
9,000 jobs since 2004.

ECDI has launched a ‘Support Local’ marketing campaign, which is the subject of 
our Community Impact Project (CIP). The team has engaged ECDI throughout the 
last six months, along with other local experts, to develop ideas to supplement 
and enhance the campaign

Why ‘Support Local’?

Research shows that when women, immigrants, and people of color get access to the 
necessary resources to start businesses, they create growing companies that produce jobs and 
economic return. Data also shows that local businesses keep significantly more money in local 
economies than corporate chains do. This means that markets like Columbus, which lags 
behind peer regions in small business startups and employment, could gain from capturing 
more of the economic benefits that come from supporting local entrepreneurs, especially 
those from among our rapidly growing immigrant communities. This is why ECDI has launched 
a campaign to promote and raise awareness about the positive impacts of small businesses.

CIP Concepts & Contributions to the ECDI Support Local Campaign

As consumers and large institutions begin to understand the impact that ‘supporting local’ can 
have on the regional economy, and the subsequent implications for tax revenues that pay for 
public services and amenities, only then can supporting local businesses lead to its fullest 
return on civic investment. So to augment ECDI’s campaign, our CIP team has developed a set 
of tools and talking points that could help draw these connections, with the hope of 
magnifying the impact of the organization’s efforts. 

Tools for Small Business 
Outreach & Engagement

• Small Business 
Database

• Inventory of Small 
Business Promotional 
Initiatives

• Improvements to the 
back end of ECDI 
website to enhance 
engagement with 
entrepreneurs

Ideas for Engaging 
Anchor Institutions

• Promote incentives for 
large companies and 
institutions to work 
with local businesses 
more regularly 

• Create connections 
and capacity to enable 
local entrepreneurs to 
engage hospitals, 
universities, and 
corporations 

Ideas for Educating & 
Engaging Consumers

• Leverage recent 
increases in civic 
engagement

• Draw connections 
between consumer 
behavior and the 
public services and 
amenities funded by 
local tax revenue

Leadership Columbus 
Community Impact Project 

Team:
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Andrew Bittner       
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Lauren Emond            
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EXECUTIVE SUMMARY:

A New Vision
Sponsoring Non-Profit Organization:

Gladden Community House

GROUP MEMBERS:

Amanda Swanson, Dave Baugh, Ryan Aguiar, Garth Weithman, Karrie Braganza, Mike Schottenstein, Jess Fleming

ORGANIZATION OVERVIEW:

The Gladden Community house’s mission is to strengthen the well-being of Franklinton’s children, families and

community, and build a thriving equitable neighborhood. They do this by offering full life cycle family services.

They offer preschool, afterschool and youth sports, adult job services, senior outreach and a food pantry. They

connect each person who walks into the doors of Gladden with programs that they may have not known were

available and a network within the Franklinton community, if they can’t offer the service in their building.

Gladden Community House was founded in 1905, by a local advocate for social justice, Reverend Washington

Gladden, and philanthropist Celia Jeffrey, to help serve the needs of those living in Franklinton. Franklinton is the

area of Columbus bordered by the Scioto River to the East, the Hilltop to the West, North to the River and south

to Mound Street. Franklinton was the original settlement in central Ohio that eventually was annexed by the city

of Columbus. Franklinton was plagued with floods throughout its tenured history which led to depressed

structures and attracted residents searching for low home prices and low rent. To this day, it remains one of the

poorest neighborhoods in Columbus, is plagued with a high crime rate and its residents have the lowest life

expectancy in Ohio.

In his push for social justice, Gladden led national causes for civil rights, workers rights, voting rights, school

integration, religious pluralism and the needs of the poor and oppressed. Gladden believed that it was the calling

of the faithful to bring the kingdom of God to life by serving others in need and used his pulpit to push for action

and solutions.

Gladden also supported the Tuskegee industrial education philosophy and was an early abolitionist; he was a

friend of Booker T Washington as well.  He led many initiatives for social justice on both a national and local

level. In 1895 he formed the Civic Federation of Columbus along with other local leaders to tackle local social

issues. The motto of the federation was: “The union of all who love, in the service of all who suffer. As poverty

began to grip the residents of Franklinton in the early 1900s, Gladden, along with Jeffrey, founded the Gladden

Community House initially as a neighborhood mission of First Congregational Church. The Gladden Community

House has been serving the Franklinton area and surrounding communities ever since.

https://www.gladdenhouse.org/


The Gladden House served a crucial role as an emergency shelter for flood victims in the Great Flood of 1913.

The Great Flood shut down the west side including Franklinton for 6 weeks. Franklinton flooded with up to 17

feet of water that displaced many residents in the community and killed 93 people. In 1923 Gladden

incorporated as an independent nonprofit agency and became a charter member of Columbus Community

Chest/Associated Charities -- this organization is the foundation of the United Way of Central Ohio.

After occupying three other locations Gladden moved to its current location at the corner of Hawkes Ave and

Town St. Again in 1959 Gladden served as a shelter for the victims of another major flood. In 1992 Gladden

launched a $2.8 million capital campaign which provided funding for a major renovation to the existing building

and a 12,000 square foot, two story addition. The Gladden Community House stands firm in what locals refer to

as the heart of Franklinton, serving people in need while maintaining a modest and utilitarian posture in the

neighborhood.

PROJECT PURPOSE:

To create a refreshed marketing toolkit that includes messaging for Gladden Community House.

Gladden's greatest strength also has become one of its key improvement points. When an organization does so

much—and is so much to so many people—how do you communicate that effectively to modern audiences?

Gladden has always done great work—but has never been as successful in communicating their work to the

community and its donors and partners.

The needs of Gladden's neighbors have never been greater, and this organization has an opportunity to be a key

player. In the coming years—with funding from regional, state, and local agencies somewhat unknown or less

stable—Gladden will rely more heavily on community support from individuals, families, and corporations. This

project wouldn’t just update the brand, but would be a crucial communication tool to get the mission into the

minds and ears of people who can and want to help.

OBJECTIVES:

To help make Gladden's brand as relevant and inspiring as the services it provides and establish clear pathways

into Gladden’s door.

Key Outcomes

▪ Harness the magic of Gladden and the Franklinton community

▪ Articulate cohesive vision and messaging for Gladden

▪ Define roadmap for delivering messaging and services through optimized communication channels

STRATEGY:

To manage a broad scope of work outlined in the proposal, the project was organized into 3 phases.

Phase 1: Research & Discovery



Uncover the ‘voice of the community’ to inform organizational messaging through through 1:1 interviews with

members of the Franklinton and Gladden communities, including:

▪ Donors

▪ Community Partners

▪ Board

▪ Grantmaking Orgs

▪ Clients

▪ Staff/Directors

▪ Neighborhood

Phase 2: Message Mapping

Establish a strategy and framework for how we talk about Gladden, who we're talking to, and why they should

care. Identify organizational attributes and assets, articulate key words and phrases, collate impact numbers and

stories.

Phase 3: Communication Toolkit & Roadmap

Produce a communications toolkit that includes guidelines for best practices, artwork, assets, materials, and

templates for optimized and consistent brand delivery; and build a roadmap to assist with planning

communication tactics across primary channels:

▪ Digital marketing, including website

▪ Physical marketing materials

▪ Building / physical space

RESULTS:

Our team collected insights, organized key messages and delivered a framework for effectively communicating a

refreshed identity, ultimately resulting in the generation of more support for the community that Gladden serves.

Phase 1: Our team interviewed 28 stakeholders of Gladden Community House including board members,

community partners, volunteers, Gladden directors and staff, donors, and corporate sponsors to better

understand the history of Gladden, how Gladden is perceived, the impact of this organization on the community,

and gain insight into the future of Gladden.

Phase 2: Using the content from the interviews of Phase 1, we honed in on answers to the following questions:

▪ Who is Gladden? Who does Gladden serve?

▪ What is Gladden? What does Gladden do?

▪ Why is Gladden important to the community? What is Gladden’s impact?

▪ Why now?



We developed a simplified framework and Message Map that organizes key words and phrases, relevant

narratives, supporting impact numbers, as well as quotes, testimonials and stories of Gladden’s impact in action.

Informed directly from the voice of the Gladden community, this map enables the Gladden staff to be consistent

in how they talk about their organization, and allows for customized messaging based on the intended audience

(e.g. donors, volunteers, general media). This document will be a living, breathing resource, owned and

refreshed regularly by the Gladden development staff.

Phase 3: As the final component of this project, our team aimed to build a Communications Toolkit containing

best practices and various assets, as well as a Roadmap to assist in planning the implementation of

communication tactics across now, next, and future (2023 and beyond) time horizons. While the Message Map

addresses the question of “what,” these two deliverables will work together to address the “how” and “when.”

Our team was successful in creating the concept and structure for the Roadmap, however we believe there is

opportunity to continue to layer in content, campaign ideas, and event engagement. Like the Message Map, the

Roadmap is intended to be actively managed and updated by the Gladden development staff.

Our goal to develop a Communications Toolkit was ambitious, and one that was difficult to complete without

certain subject matter expertise on our team. We believe that with additional resources (e.g. Graphic Designer,

Social Media expert), the best practice guidelines and marketing collateral can be created to satisfy the intention

of the Toolkit, ultimately providing the Gladden team quick access to high-quality materials to support their

communications efforts which are on brand with the established messaging.

CONTINUED INVOLVEMENT

Many of our team members began this project unfamiliar with the services and spirit of Gladden Community

House; however we have all been moved by the organization’s history, mission, and its stories of impact, and

intend to remain involved as supporters and advocates of the organization.

Specifically, our team will remain in close communications with Gladden Community House to ensure the

Roadmap from Phase 3 is executed.  We will also work with Gladden staff and directors (Travis and Lindsay) to

craft messaging for future fundraising campaigns and events.  Lastly, we all plan to attend and participate in

Gladden Community House events such as their annual fundraiser "Marching For More” and will organize

volunteer opportunities throughout the year.

CONCLUSION

Gladden Community House is a pillar of the Franklinton community, and to ensure its continued success, the

implementation of an updated messaging strategy is essential.  Our team spent time interviewing 28 individuals

involved with Gladden Community House at various levels and using this content, developed a messaging

framework and map. From there we developed a communications plan and roadmap for implementation. These

tools will help Gladden’s communications team develop new messaging for fundraising campaigns as well as

refreshed marketing materials.  Our team members are passionate about Gladden’s mission and plan to be

involved with this organization’s future endeavors.



Leadership Columbus - Class of 2021 
Community Impact Project 

Executive Summary 
 

Project Title: Development of The All-Star Team for After-School All-Stars Ohio 
 
Names of Group Members:  John Barry 
     Holly Beardsley 
     Alyssa Bowerman 
     Elizabeth Murch 
     Michelle Pittsenbarger 
     Rachel Ross 
     Kristina Stuecher 
     Andrea Wilkins 
 
Sponsoring and Collaborative Nonprofit Agency/Organization: After-School All-Stars Ohio 
 
Background: 
The mission of After-School All-Stars Ohio (ASAS) is to provide comprehensive after-school programs 
that keep at-risk children safe and help them succeed in school and in life. Their vision is for their All-
Stars to be safe and healthy, graduate from high school and go to college, find careers they love, and then 
give back to their communities. 
 
Overview: 
ASAS submitted a proposal to Leadership Columbus asking for assistance in creating an ASAS Ohio 
Young Professional Board.1 Their desire was to engage Columbus’ professional demographic by 
establishing a junior board or similar group to compliment the ASAS Ohio Board of Directors. Our team 
was tasked with creation of this group from the ground up, including: 
• developing a system for recruiting and retaining members; 
• identifying ideal board composition (which included expansion from the original young professional 

demographic to the broader Columbus professional demographic); 
• creating recruitment marketing materials; 
• drafting group governance documents; 
• planning the group’s annual calendar and goals; and 
• compiling a list of requirements for members to fulfill. 
 
Objective: 
ASAS is primarily funded through government agencies. Recognizing that government funding is not 
always sustainable, ASAS is seeking businesses in our community to champion the work that they do. 
The ASAS Board of Directors is composed of enthusiastic, established leaders in various professions but 
brand awareness has limited broad community support. The organization must secure more corporate 
support and expand their brand awareness amongst Columbus’ professionals to remain sustainable. 

                                                      
1 The proposal submitted by ASAS originally proposed the creation of a Young Professional Board to compliment 
the current ASAS Ohio Board of Directors. During the project, and based on our benchmarking, we chose to steer 
away from the “Young Professional” labelling in favor of being more inclusive. We have learned that there is 
common confusion around what age range is considered to be a “young” professional, and our goal is to invite all to 
The All-Star Team who are excited about the ASAS mission, regardless of age. We anticipate people of all ages may 
be interested in this opportunity to make a significant impact on a fantastic local non-profit, without having to meet 
the requirements typically necessary for a formal board or trustee position. 



Columbus businesses tend to support those organizations their employees engage with but right now 
ASAS lacks the marketing capability to get their name out there and attract those employees. Our project 
objective was to help address both needs through creation of The All-Star Team, a group of Columbus 
professionals united behind the ASAS mission. Through creation of The All-Star Team, ASAS will be 
able to increase its brand awareness and engagement with the Columbus professional demographic, and 
through The All-Star Team’s fundraising efforts (including raising awareness of ASAS with their own 
employers), secure another path of sustainable revenue outside of its current government funding. 
 
Results: 
Throughout the year, our project team worked hard to fully plan, develop, and package The All-Star 
Team, including its structure, its officer positions, committee descriptions, an annual calendar, 
fundraising goals and ideas, programming activities, and more. All related documents needed to 
accomplish the above were drafted and branded to become The All-Star Team Playbook. The team also 
developed recruitment materials, including graphics, mock-ups, and advertising for the future web page, 
social media posts, and email blasts. 
 
On May 13, our project team presented the full concept of The All-Star Team to the ASAS Board for their 
review, comment, and approval. The Board was extremely pleased with what our project team had come 
up with and everyone came away from the presentation energized and ready to move forward. In a sign of 
support, the ASAS Ohio Board committed to recruiting from their own circles and each bringing 1-2 team 
members to The All-Star Team. 
 
Given the restrictions ASAS was facing due to COVID-19, from the beginning, it was not anticipated that 
The All-Star Team would be operational at the end of the project. However, we have been able to plan 
and deliver recruitment materials for a kick-off event to be held in the near future. It is possible ASAS 
may be able to set the formal date in advance of our presentation to our class. 
 
Continued Involvement: 
We all plan to participate in the inaugural cohort of The All-Star Team. We are also seeking teammates 
for The All-Star Team from our Leadership Columbus class! Part of our presentation to the class will 
include the first step of our recruitment strategy. We hope The All-Star Team can serve as a way for our 
Leadership Columbus Class of 2021 to stay connected and advance our class’s commitment to 
community trusteeship. 
 
Conclusion: 
Our team was able to accomplish its goal of creating The All-Star Team which we are confident will 
achieve the two goals of ASAS: 1 – increasing brand awareness in our community, and 2 – creation of 
another source of sustainable revenue for the organization. We have presented a fully packaged group 
plan that is ready to go-live. Importantly, we have already received approval of and commitment to The 
All-Star Team from the ASAS Ohio Board. The All-Star Team also has high involvement and 
commitment from the organization itself, with internal management staff agreeing to spearhead the group 
and act as internal ASAS liaisons, ensuring The All-Star Team remains highly connected to the 
organization’s mission. 
 


