
This survey provided insight into what works and what doesn't for Quilt member organizations and what 
resources they are using in their communications and outreach efforts. 
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The data is based off of 23 responses. The survey provided insight into what works and what doesn't for Quilt member organizations and what 
resources are being using in your communications and outreach efforts. The aim was to understand what methods, tools and resources have 
yielded the greatest return on investment for members’ organization for communication and outreach to your membership and other stakeholders.
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