CASE STUDY: THE ROSE [/
Rose

SCOPE: Quality Breast Health Care

Since 1986, The Rose has been the only non-profit organization based on a model that
changes lives by providing a space for women who have health insurance to cover the
cost of those who are uninsured. The organization has grown significantly throughout the
years to become the leading breast healthcare organization in Texas. The objective is to
expand on existing marketing efforts, ultimately raising awareness of The Rose, its annual
events, services, and programs.
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