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This document was developed to assist United Spinal Association’s chapters in transitioning to our brand 
and strengthening their print and digital marketing efforts. 
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SECTION I. 

NSCIA’s Merger with United Spinal Association 

A Brief History 

In 2011, National Spinal Cord Injury Association (NSCIA) merged with United 

Spinal Association to become the single, largest membership organization 

dedicated to improving the lives of people with spinal cord injuries and disorders 

(SCI/D) nationwide. 

At the time of the merger, it was decided that NSCIA would operate as United 

Spinal’s membership division and that United Spinal would retain the NSCIA 

name and brand rather than eliminate it. 

What fueled this decision? Our former CEO was attempting to duplicate the 

“Pepsico” business model––many brands under one umbrella organization. 

However, this decision to utilize NSCIA’s brand to represent United Spinal’s 

membership division and to also continue to represent our regional chapters has 

presented numerous hurdles. 

Why Do We Need One Strong Brand? 

What we have come to realize since 2011 is that we have essentially pinned the 

United Spinal and NSCIA brands in direct competition with one another. This was 

primarily due to the lack of a clearly defined hierarchy between parent 
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organization (United Spinal) and our membership program (NSCIA); as well as an 

unfortunate lack of communication between national and our chapter base on the 

specifics of the United Spinal and NSCIA partnership. 

Utilizing the name and brand “National Spinal Cord Injury Association” to 

represent United Spinal’s membership division lends itself to the misconception 

that it was still a living, thriving organization and not a part of United Spinal. 

We’ve tried for years to clarify the relationship between United Spinal and NSCIA 

with minimal progress. It would be difficult to compare this scenario with any 

other existing nonprofit, and for good reason. 

Most concerning, to a person unfamiliar with the “umbrella or multiple brand” 

structure of our organization, NSCIA still appeared to be a national nonprofit with 

chapters across the country. However, NSCIA was no longer a national nonprofit 

since the merger. It essentially didn’t exist, even though many of our chapters 

continue to identify with it. 

As a result, United Spinal has been disconnected from the members it serves and 

unable to nurture public trust in its mission. This has impacted our brand identity, 

alienated our membership, and confused major donors, sponsors, potential funders 

and media. 

We’ve experienced the repercussions: 

 on the state level, where our chapters have operated with loose or no 

affiliation with United Spinal  

 with many of our members who have concluded that United Spinal 

didn’t exist anymore and was replaced by NSCIA 

 at events and in promotional materials, where we’ve had the United Spinal 

and NSCIA logos clash with each other–– identified as individual sponsors 

 on our program websites––where no cohesive connection with 

United Spinal exists 

The need to take action was unquestionable. 
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SECTION II. 

 

 
Laying the Groundwork for Success 

This past year, we have taken a rational approach to addressing our branding crisis 

in order to strengthen United Spinal’s ability to appeal to the larger public and 

effectively perform our mission. 

Ongoing Improvements: 

1. . Gradually re move NSCIA from United Spinal’s identity , including all logos 

and references as our membership division. This includes print, newsletters, 

websites, etc. 

2. Brand new chapters as United Spinal. It’s of critical importance that United 

Spinal member chapters feel as if they are part of our family. We’d like to become 

more actively engaged with chapters and their fundraising initiatives. Likewise, we 

want chapters more involved in our national efforts. 

**We have decided that our established chapters should be ‘grandfathered’ into 

this transitional branding plan––meaning they can keep using their existing brands 

if they choose to do so. However, we are highly urging all of our established 

chapters to consider eventually transitioning to United Spinal Association rather 

than remaining affiliated with a nonprofit that is no longer in existence. 

3. Make a clearer connection on web and social media. We have recently 

relaunched NSCIA website (spinalcord.org) as strictly a SCI/D resource hub, 

closely linked and branded with United Spinal. This site was the previous 

homepage of NSCIA. We revamped it after the merger to represent our 

membership division. But it never established a clear connection to United Spinal’s 

mission and programs. We’ve also shut the doors on NSCIA-branded social media 

channels for the same reasons. 

4. Urge our established chapters to begin using United Spinal logos and taglines. 

We are providing our chapters with new United Spinal logos (which include 

chapter designation) to incorporate into their print and digital marketing materials, 
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web sites, and social media pages. We have also provided updated “logo usage 

guidelines” to all chapters that detail how chapters should utilize these supplied 

logos. This will be explained further below. 

5. Rebrand all in-house digital and print marketing collateral. This has been a huge 

undertaking and includes our membership brochure, educational booklets, forms, 

letterhead, etc. 

6. Change United Spinal charters to expand membership to include hospital 

members, caregivers, and other groups previously served by NSCIA. This was 

completed last year. 

 

 

SECTION III. 

Creating Brand Awareness 

United Spinal Association would like each of our chapters to know that we’re 

willing to work with them one-on-one to ensure a smooth transition to utilizing the 

United Spinal brand. 

Since each chapter is presented with its own unique set of challenges and are at 

different stages of marketing and promoting their brand, we feel an individual 

case-by-case approach is necessary. United Spinal has taken the initiative to 

connect with all chapters that have branding questions and concerns, and we will 

continue to do so as needed. 

We do not expect things to be achieved overnight in terms of the rebranding of our 

more established chapters. This is certainly a unique challenge with many intricate 

components, so naturally, there will be growing pains and issues that arise that are 

new to us along the way. However, we do appreciate each chapter’s show of 

support for the United Spinal brand and mission and willingness to work with us to 

ensure––together–– we thrive as a national nonprofit that serves the disability 

community. 
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A big part of our future success will be showcasing the national scope of our 

mission and the critical role our chapters play in serving our community. By 

unifying everything under one flag we are stronger and can accomplish more. 

Below is a basic blueprint on transitioning and marketing your chapter under the 

United Spinal brand. As stated, each chapter will likely face some unique 

challenges, but the info below will provide a solid foundation to begin the 

transition. 

Promoting Your Chapter as a Part of United Spinal Association 

1. Rebranding and Logo Usage 

All new chapters are required to utilize United Spinal chapter designated logos and 

identify with the United Spinal brand in all print and digital marketing materials, 

web sites and social media pages. 

Below are examples of our two chapter designated logos. The main logo is to be 

used primarily for websites and on promotional/collateral materials (i.e., banners, 

ads, letterhead, etc.). The ellipse logo is to be used primarily for social media pages 

(i.e., Facebook, Twitter). 
 

 

 

 

 
For established chapters, we understand utilizing these logos may not be feasible at 

the current time and that the transition to the United Spinal brand will take longer 

and involve some strategic planning. For these chapters, there are a few options to 

consider moving forward: 

a.) If the chapter would like to continue utilizing their current name, logo 

and brand, we ask that they kindly begin incorporating a tagline, when 
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possible, on their print and digital marketing materials, web sites and 

social media pages that identify their chapter as a chapter of United 

Spinal Association. Examples of where a tagline may be suitable would 

be: below existing logo, on front page web site banner or about content, 

etc. We kindly ask that chapters do not, under any circumstances, alter 

their existing logos to incorporate the United Spinal brand. A tagline will 

suffice. 

 

**Also please do not add the official United Spinal chapter designated logos next 

to your existing logos on websites and promotional materials. This “double 

branding” is exactly what we’re trying to avoid. Besides hurting United Spinal, it 

hurts your chapter, and adds confusion. 

Here’s an example from our South Carolina chapter on how to incorporate a 

tagline under your existing logo. 
 

 

Please note, if your chapter needs design support in modifying existing logos to 

add “chapter of” tagline please let us know, we can help! 

 

b.) If the chapter wishes to transition to the United Spinal brand (our 

strong recommendation), we ask that they gradually phase out the 

NSCIA brand and begin utilizing the United Spinal chapter designated 

logos. 

 

One important note detailed in our “logo usage guidelines” is that supplied United 

Spinal chapter designated logos cannot be redesigned, adapted or manipulated in 

any way by the individual chapter. 
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Brand Consistency is VITAL 

It is our goal to eventually maintain some consistent branding across all of our 

chapters in order to strengthen our outreach as a national nonprofit. 

One issue we want to avoid repeating, as was the case with NSCIA, is a huge 

variety of adaptations from chapter to chapter of the main NSCIA logo/brand. This 

included things like: outlines of state around logo; modified color schemes; 

mashed up organization names; and other design elements that completely 

devalued the brand and showed no consistency or clear signal that chapters were 

part of larger national mission. This trashes the brand. We must follow best 

practices in our marketing efforts to the greatest extent possible. 

Below are some existing NSCIA chapter logos. How can we expect the public to 

make the connection between them? 
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In terms of the chapter name, chapters who wish to make the full transition to 

United Spinal should replace/omit all references to NSCIA on print and digital 

content, websites, and so forth and begin referring to themselves as “< Insert 

State> Chapter of United Spinal Association”  or  “United Spinal Association’s 

<Insert State> Chapter”. Under no circumstance should a chapter combine United 

Spinal Association with chapter designation when referring to themselves. For 

instance, “Scranton Spinal Association”. 

To recap info above, our established chapters have two choices: a.) they can either 

add a tagline where suitable in print and digital content to identify as a chapter of 

United Spinal and retain existing brand/logos, or b.) they can totally replace 

existing brand/ logos with United Spinal chapter designated logos and begin 

referring to themselves as a chapter of United Spinal Association—replacing as 

many references as feasibly possible in print and digital content to NSCIA. 

Website Note: We understand that many established chapters have existing 

websites with color schemes, design elements, and URLs that would take time and 

money to change. We are not requiring any of our chapters to change marketing 

elements/components that are time consuming and financially burdensome. The 

integration of our name, logo and/or tagline is a great start! 

Event Banner Note: We understand that some established chapters that have 

expressed their willingness to transition to using the United Spinal brand, already 

have NSCIA-branded event banners, etc. that are costly to replace. We request that 

each chapter consider eventually updating these materials, but we do understand it 

may not be feasible right away. Perhaps one option would be to slightly modify the 

banner with a vinyl sticker with tagline stating that the chapter is a chapter of 

United Spinal Association. We certainly welcome other ideas to alleviate the hassle 

of replacing such items if the chapters do not have the means to do so. Just let      

us know. 
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2. Changing Social Media Names 

If your chapter is active on social media as NSCIA and would like to switch over 

to United Spinal, we’ve provided some guidance below. 

Facebook 

To change name of chapter on Facebook, you must submit a request from your 

existing page here: <Settings>, <Page Info>, <Name> click edit; Type in new 

name (Preferred format: United Spinal Association-‘Insert State’); Click ‘save 

changes’. Follow similar steps to change facebook web address. 

Twitter 

To change Twitter handle, click on your thumbnail icon on upper right of page to 

access settings, then type in your new name in the “username” text box and save 

changes. (Preferred format: UnitedSpinal<state abbreviation>) 

Please contact us with any further questions pertaining to social media changes as 

there are many different channels that would take too much time to cover. We are 

happy to walk you through the needed changes you desire. 

 

 
3. Promoting Your Parent Org 

For established chapters transitioning to the United Spinal brand, while you’re in 

the process of replacing references and logos on your websites, social media pages, 

and digital/print content, it’s a good time to start to think about informing your 

members and the general public that you’re officially a chapter of United Spinal 

Association through press releases, e-marking notifications, web and social media 

posts, etc. 

United Spinal can assist with drafting official messages and press releases for this 

purpose. Just let us know how we can help and we will do everything in our power 

to make the process easier. 
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4. Events and Fundraising 

Since fundraising strategies vary from chapter to chapter, here’s just one 

example to better visualize how utilizing the United Spinal Association brand 

may come into play. You may consider hosting an event to officially announce 

your chapter as part of United Spinal Association. This could include BBQs, car 

wash, golf outing, etc. (note: this does not have to be a huge event or a major 

fundraiser). 

The goal here would be to get your current sponsors on board with and used to 

seeing the United Spinal brand and having them start to equate it with your 

chapter. 

There are multiple touch points when hosting an event, including save the date 

mailings, press releases, media advisories, invitations, web and social media 

posts, follow-up notices, and the distribution of United Spinal related materials 

and information. This provides your chapter several opportunities to get people 

accustomed to seeing the United Spinal brand and chapter name before your 

event. United Spinal will gladly utilize our communication channels to help you 

promote and market your event. Again, just let us know how we can support 

you. 

United Spinal is committed to offering our chapters insight on hosting 

successful events and fundraisers. We will try to assist our chapters to the best 

of our ability and provide some materials for your events (i.e., SCI/D 

educational booklets, United Spinal general informational brochures and 

pamphlets, etc.) 

Please let us know if you need general support in hosting a future event or 

fundraiser and we will connect you with appropriate staff who can point you in 

the right direction. 

 
** Be sure to also review the valuable fundraising guide developed by United 

Spinal’s Chapter Fundraising Taskforce, which provides a variety of insight on 

hosting successful fundraising events and other great tips. If you need a copy, 

contact us and we’ll get it to you! 



Page | 11 

SECTION IV 

Content Marketing Tips to Strengthen Your Brand 

Here’s some quick insight from Marketing Insider on the importance of content 

marketing: 

Creating and distributing relevant information to attract an audience and, 

ultimately, drive profitable action is the backbone of content marketing. But 

without the right resources, having a powerful strategy that delivers on your 

investment is hardly a sure thing. 

In fact, a recent study by Marketing Insider of small and medium-sized business 

marketers (SMBs) conducted with an independent research firm identified the lack 

of content creation resources as the biggest obstacle to an effective program. 

However challenging, many SMBs find content marketing well worth the effort. 

Ranked most important among their objectives: 

• Lead generation (54%)

• Customer engagement (47%)

• Brand awareness (43%)

There are few important steps you can take in generating leads, and strengthening 

your brand engagement and awareness: 

1. Define your audience. Make sure you reach the community you serve

with information they want and need.

2. Be consistent with your branding and content across all communication

channels. This is obviously a big factor and takes into account much of what has 
been addressed above with regard to establishing a strong brand that connects to 
a larger, national mission.
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For instance, the print or digital content you generate does not necessarily have to 

mirror news or information published by United Spinal nationally––it can 

complement it or expand on it in some manner. You might put a local spin on 

related-news or content that appeals to your specific members or audience. Don’t 

be afraid to be granular and share your expert knowledge on topics you’re 

passionate about. 

3. Share news regularly, but don’t overdo it. Along with brand and message 
consistency, it’s important to provide your target audience news and info on a 
regular basis. This would include such things as bi- weekly blog postings, 
monthly newsletters, weekly social media postings, etc. But don’t oversaturate 
your audience and followers with too many posts and comments. For instance, 
sharing 5 posts on your social feed in 5 minutes is a sure way to anger people and 
cause them to unfollow or block you.

4. Create valuable content. Make sure the content you post offers your audience 
something of value that they can’t find elsewhere, whether it be insider 
information, advice or guidance. If your content is not valuable, users will come 
back for more. Personal testimonials, stories and perspectives are a great way to 
bring attention to larger issues. It’s also important to make sure your web content 
is search engine optimized so it’s seen by more web surfers.

5. Analyze and gauge results. This goes for everything, including regularly 
reviewing web analytics, newsletter open rates/unsubscribes, social media likes 
and so on. Simply sharing news and information through a variety of 
communication channels does not mean your converting people to your cause. 
Content is king, but so is your conversion rate. And the only way to figure out if 
what you’re doing is getting people to take action and covert to your cause is to 
test and track the results of your marketing efforts––whether it’s a social media 
campaign or a web or press announcement for an upcoming event. 
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Getting the info out there is half the battle––you have to ensure eyes are on it and 

that it’s generating interest. 

Here are just a few useful tactics in making your marketing and communications 

interesting and fun: 

 Publish case studies or survey data on pertinent disability issues–– involve

your members and the local community.

 Create engaging video blogs. This is a proven way to establish a bigger

audience for your causes. With more affordable video equipment on the

market and more accessible post production software and online

platforms, it’s a perfect time to try it out.

 Develop infographics. They make it easy to transform complex data or

information into easy-to-understand graphical information and give you

the ability to tell your story in an interesting way.

 Create social media or crowdfunding campaigns around a specific cause.

 Share personal perspectives. Nothing tugs on the heart strings more than a

story your reader can relate to.

 Connect with blogging community. Share links to established bloggers

and find out what the hot topics are. Interact on forums and relevant chat

groups.

 Get in front of your community. Make your niche and establish

relationships within community leaders, organizers, and businesses.

Develop a relationship with local media, daily /weekly newspapers and beat

reporters.
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There are a variety of tools and platforms at your disposal to increase 

engagement with your chapter and brand. It all depends on your specific needs 

and goals. 

Here are some useful links get you started: 

https://hootsuite.com/ -- Manage social networks, schedule messages, engage 

your audiences, and measure ROI right from the dashboard. 

https://wordpress.com -- Powerful, reliable and simple website creation. 

http://www.prnewswire.com/ -- Distributes to more than 200,000 media points 

and 10,000 Websites, offering the most ways to reach your audience online and 

off. 

http://muckrack.com/ -- The easiest way to find and contact journalists. 

https://www.indiegogo.com/ -- The world’s crowdfunding engine. 

https://www.thunderclap.it/ -- It's the world's first crowdspeaking platform, and 

over 3 million people have donated their social reach for ideas and causes that 

matter. 

https://www.change.org/ -- Start a petition, share with the world. 

http://www.smugmug.com/ -- Create and share public photo galleries and 

secure photo archives for your business. 

http://clicky.com/ -- Real time web analytics. 

http://www.google.com/analytics/ -- Google Analytics shows you the full 

customer picture across ads and videos, websites and social tools, tablets and 

smartphones. 

http://www.semrush.com -- Develop perfect content and advertising strategies. 

http://www.rackspace.com -- Managed cloud lets you tap the power of the 

cloud for your strategic business goals without the frustration, cost, and time of 

managing it yourself. 

https://hootsuite.com/
https://wordpress.com/
http://www.prnewswire.com/
http://muckrack.com/
https://www.indiegogo.com/
https://www.thunderclap.it/
https://www.change.org/
http://www.smugmug.com/
http://clicky.com/
http://www.google.com/analytics/
http://www.semrush.com/
http://www.rackspace.com/
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http://www.cision.com -- Integrated PR software. 

http://buzzsumo.com/ -- Analyze what content performs best for any topic or 

competitor. 

https://en.mention.com/ -- Start listening to what's being said on the web and 

social web. React quickly, collaborate, and analyze your online presence. 

http://autosend.io/ -- See a dashboard with your best customers and get an idea of 

who’s ready for upsell. Find out who your promotors are, email or text to ask them 

to refer others, and get feedback from detractors...automatically. 

https://vwo.com/ -- Use VWO to tweak, optimize & personalize your website with 

minimal IT help. 

https://www.canva.com/ -- The easiest to use design program in the world. Helps 

even the most graphically-challenged create everything from social-media images 

to presentations, for free. 

http://personapp.io/ -- Helps you visualize your target customer by inputting their 

gender, likes, behaviors and goals in a simple-to-read layout. 

http://www.customink.com/ -- Custom T-shirts and more, fast and free shipping, 

and all-inclusive pricing. 

http://www.cision.com/
http://buzzsumo.com/
https://en.mention.com/
http://autosend.io/
https://vwo.com/
https://www.canva.com/
http://personapp.io/
http://www.customink.com/
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Our Vision for the Future 

United Spinal Association is making every effort to strengthen our relationship 

with our chapters. In the past year, we have emphasized sharing more chapter- 

related news and events via our social media pages, publications and websites. We 

also are making a concerted effort to offer access to our wealth of resources and 

new opportunities to participate in our national programs and initiatives. We have 

also witnessed tremendous support from many chapters in promoting our work and 

thank each of you for doing so. 

As we embark on this journey together, we hope you will become a larger part of 

the United Spinal family and help us serve this amazing community! 

 

 
FOR ALL INQUIRIES RELATED TO THIS DOCUMENT AND 

MARKETING/BRANDING QUESTIONS, CONTACT: 

Tom Scott, Chief Marketing Officer 

United Spinal Association 

 

120-34 Queens Blvd, Suite 330 

Kew Gardens, NY 11415 

718-803-3782 ext. 7228 
E-mail: tscott@unitedspinal.org 

mailto:tscott@unitedspinal.org



