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I need to see myself in the brand.
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The brand needs to reaffirm it.
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The brand needs to continue 
to develop the relationship.
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What Does This All Mean for YOU? 
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We studied: 668 Individuals | Ages 25+ | $35K+ HH income | Travis County — Balanced on age, ethnicity and HH income | Giving at least $25 within 12 months (Not church or school)
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