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e Data-driven

* Innovative campaigns
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* Drive results
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Presenter Notes
Presentation Notes
The marketing team is focused on strategy, systems, and storytelling –and is powered by an awesome team of people who will partner with you to reach our organization goals. We’ll cover each of these 4 areas briefly. We’ve provided some links in case you want to learn more about specific topics on your own!

https://hbr.org/2014/03/the-irresistible-power-of-storytelling-as-a-strategic-business-tool
https://www.qualtrics.com/experience-management/customer/what-is-voice-of-customer/
https://www.wrike.com/blog/the-key-marketing-metrics-your-cmo-actually-cares-about/#Examples-of-key-marketing-metrics
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Strategy

- Voice of the customer

- Data-driven Recources.
. . What is a voice of the customer program?
¢ Innovat|ve CampalgnS How do you capture the voice of the customer?

. . A A
What marketing metrics should we measure? ata\n/a



Presenter Notes
Presentation Notes
Creating both data-driven and customer-centric campaigns means that we will be driving real results: more members, happier members, more revenue, more usage of AAHA guidelines, education, etc. 

A VoC program is the way a company gathers, analyzes, and acts on customer feedback to create a customer-centric culture. A successful voice of the customer program puts your customers' needs center stage, and ultimately drives brand, product, and service improvements for an unbeatable customer experience. 

We’re looking at ways to aggregate all of the current customer data we have – from accreditation survey evaluations to our monthly member omnibus survey to the focus groups/interviews conducted to launch products like Amplify and the KPI benchmark project to all of the customer feedback we get during marketing and promotion. That includes social media engagement, email engagement, and web page visits, for example. You can tell a lot about customer – member – needs by what they view online and how they engage. This also includes implementing the Net Promoter Score (NPS), which some of you may be familiar with, at the organization level and hopefully during accreditation evaluations too. That was in the feedback I gave Dj last week. 

We also need to come up with a way to capture the member intelligence you gather as you engage with members and prospects. I don’t know exactly what that looks like yet, but we will work with Michelle, Anthony, and Kyle on a game plan in the coming months, so stay tuned. A true voice of the customer program is based on qualitative research methodologies, so it’s more than just capturing notes from a customer meeting, for example. As we get more sophisticated we can look at tools to scale how we do this rather than relying on manual processes but for now it’s very much manual, which limits what we can all reasonably do. More to come on this later. 

Being data-driven means that we’ll be sharing membership campaign and marketing data with you – just like the dashboard Shannon and Samantha shared during our all-staff meeting, we can provide an overview of meaningful metrics, such as social engagement – the number of likes/shares along with top-performing posts; and web pages. 

Speaking of the website, within the next 30 days we will be launching a web core team to oversee the data-gathering process to guide our website relaunch. We’re keeping the same content management system, but will be improving the member experience and look and feel. Michelle, Kyle, and Anthony are on the core team, so we will coordinate to gather your individual input and to preview ideas for improving the site related to the member experience with you as well.

Finally, by campaigns, we mean strategic, planned multi-channel efforts to achieve an organization goal. We’ll talk about initial campaign plans for creating an evergreen membership recruitment funnel to gain new accredited members with you shortly. We also have an Amplify recruitment funnel and an affiliate member recruitment funnel. Shannon can answer any questions about those. We’re hoping, with these campaigns and with the new efforts around transparency and insights into what marketing is worked on, that most of your questions will be answered and stress points alleviated. We’ll show you what we mean. 

Resources:
https://www.qualtrics.com/experience-management/customer/what-is-voice-of-customer/
https://blog.hubspot.com/service/voice-of-the-customer-methodologies 


https://www.qualtrics.com/experience-management/customer/what-is-voice-of-customer/
https://blog.hubspot.com/service/voice-of-the-customer-methodologies
https://www.wrike.com/blog/the-key-marketing-metrics-your-cmo-actually-cares-about/#Examples-of-key-marketing-metrics
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https://www.youtube.com/watch?v=mkvS4iWma9c

https://www.youtube.com/watch?v=mkvS4iWma9c

Voice of the Customer

- AVoC program is the way a company gathers, analyzes, and acts on customer
feedback to create a customer-centric culture.

- A successful voice of the customer program puts your customers' needs center

stage, and ultimately drives brand, product, and service improvements for an
unbeatable customer experience.

- Likely, gear up this year, figure out how to launch in 2023-2024

- What data sources do we have access to?
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Customer-driven products, messaging, metrics – We (the entire AAHA team) all have responsibility for voice of the customer, depending upon our roles. In marketing, it could be via email open rates, time spent on a web page, or registration rates for an event. In membership it could be renewal and engagement. Customers speak to us all the time and depending on our role we’ll hear different things. I’d like the marketing team to commit to share our learnings and insights at team meetings and other venues. We should share insights with the rest of the organization, get insights from the rest of the organization, and refine our messaging and metrics and work with the product and content teams. We should develop a membership and marketing metrics dashboard and use the data to continually refine what we do. 
�
A VoC program is the way a company gathers, analyzes, and acts on customer feedback to create a customer-centric culture. A successful voice of the customer program puts your customers' needs center stage, and ultimately drives brand, product, and service improvements for an unbeatable customer experience. 

We’re looking at ways to aggregate all of the current customer data we have – from accreditation survey evaluations to our monthly member omnibus survey to the focus groups/interviews conducted to launch products like Amplify and the KPI benchmark project to all of the customer feedback we get during marketing and promotion. That includes social media engagement, email engagement, and web page visits, for example. You can tell a lot about customer – member – needs by what they view online and how they engage. This also includes implementing the Net Promoter Score (NPS), which some of you may be familiar with, at the organization level and hopefully during accreditation evaluations too. That was in the feedback I gave Dj last week. 

We also need to come up with a way to capture the member intelligence you gather as you engage with members and prospects. I don’t know exactly what that looks like yet, but we will work with Anthony, and Kyle on a game plan in the coming months, so stay tuned. A true voice of the customer program is based on qualitative research methodologies, so it’s more than just capturing notes from a customer meeting, for example. As we get more sophisticated we can look at tools to scale how we do this rather than relying on manual processes but for now it’s very much manual, which limits what we can all reasonably do. More to come on this later. 

Being data-driven means that we’ll be sharing membership campaign and marketing data with you – just like the dashboard Shannon and Samantha shared during our all-staff meeting, we can provide an overview of meaningful metrics, such as social engagement – the number of likes/shares along with top-performing posts; and web pages. 

Speaking of the website, within the next 30 days we will be launching a web core team to oversee the data-gathering process to guide our website relaunch. We’re keeping the same content management system, but will be improving the member experience and look and feel. Michelle, Kyle, and Anthony are on the core team, so we will coordinate to gather your individual input and to preview ideas for improving the site related to the member experience with you as well.



Voice of the Customer - Data Sources

- accreditation survey evaluations

- monthly member omnibus survey

- Quarterly outlook surveys

- Website popup surveys

- focus groups/interviews conducted to launch products like Amplify and the KPI benchmark project
- social media engagement

- email engagement

- web page visits

- APQY videos

- UGC on social

- Net Promoter Score (NPS)

- Event evaluations

- MAX team conversations with members, prospective members
- Reviews on Google, Facebook

A
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Customer-driven products, messaging, metrics – We (the entire AAHA team) all have responsibility for voice of the customer, depending upon our roles. In marketing, it could be via email open rates, time spent on a web page, or registration rates for an event. In membership it could be renewal and engagement. Customers speak to us all the time and depending on our role we’ll hear different things. I’d like the marketing team to commit to share our learnings and insights at team meetings and other venues. We should share insights with the rest of the organization, get insights from the rest of the organization, and refine our messaging and metrics and work with the product and content teams. We should develop a membership and marketing metrics dashboard and use the data to continually refine what we do. 
�
A VoC program is the way a company gathers, analyzes, and acts on customer feedback to create a customer-centric culture. A successful voice of the customer program puts your customers' needs center stage, and ultimately drives brand, product, and service improvements for an unbeatable customer experience. 

We’re looking at ways to aggregate all of the current customer data we have – from accreditation survey evaluations to our monthly member omnibus survey to the focus groups/interviews conducted to launch products like Amplify and the KPI benchmark project to all of the customer feedback we get during marketing and promotion. That includes social media engagement, email engagement, and web page visits, for example. You can tell a lot about customer – member – needs by what they view online and how they engage. This also includes implementing the Net Promoter Score (NPS), which some of you may be familiar with, at the organization level and hopefully during accreditation evaluations too. That was in the feedback I gave Dj last week. 

We also need to come up with a way to capture the member intelligence you gather as you engage with members and prospects. I don’t know exactly what that looks like yet, but we will work with Michelle, Anthony, and Kyle on a game plan in the coming months, so stay tuned. A true voice of the customer program is based on qualitative research methodologies, so it’s more than just capturing notes from a customer meeting, for example. As we get more sophisticated we can look at tools to scale how we do this rather than relying on manual processes but for now it’s very much manual, which limits what we can all reasonably do. More to come on this later. 

Being data-driven means that we’ll be sharing membership campaign and marketing data with you – just like the dashboard Shannon and Samantha shared during our all-staff meeting, we can provide an overview of meaningful metrics, such as social engagement – the number of likes/shares along with top-performing posts; and web pages. 

Speaking of the website, within the next 30 days we will be launching a web core team to oversee the data-gathering process to guide our website relaunch. We’re keeping the same content management system, but will be improving the member experience and look and feel. Michelle, Kyle, and Anthony are on the core team, so we will coordinate to gather your individual input and to preview ideas for improving the site related to the member experience with you as well.



Data-supported experimentation, innovation

- The best organizations - and people - seamlessly incorporate data (feedback)
into their everyday routine, adopting a data-first mindset.

- Track metrics that matter. More is not necessarily better.

- We should be running experiments testing copy (apply behavioral economics
principles), images, web pages, or emails, every few weeks, and reporting out
what we learned as we use the data to optimize and/or pivot.

- When looking at organization challenges, we should strive to find the root cause
and address that, rather than the symptoms of a problem.

- This also means being personally open to feedback — giving and receiving.

M
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This doesn’t mean there is no room for intuition or gut instinct, however. It starts with thinking through what results you want and the best way to get them; it’s best to have a metric (KPI, key performance indicator) in mind. 



Metrics: Driving improvement and iteration toward

excellence

Each campaign is data-driven at a macro level
(organization, team, and program goals) and a micro level
(channel goals).

Benchmarking Product KPI: Retargeting Ads

Item Date Budget Reach Views Clicks CTR CPM CPC
AAHA members email-based retargeting 9/17 -9/29, 2022 $125.01 9,902 14,431 122 0.85% 58.66 51.02
AAHA members email-based retargeting 10/11-10/31/22 S 60.76 6,969 11,212 129 1.28% 58.43 S50.66

Analysis: We tweaked our ad creative for the second ad flight of display ads in October, focusing on the value proposition
more closely and using people and animals rather than abstract art on a few of the ads. We saw a 46% decrease in cost per
click and a 76% increase in the click-through rate. At both 0.85% and 1.3% click through rates we're doing better than the
industry average for B2B, which is 0.22%.*%

LOSE THE SPREADSHEETS.
FOCUS ON YOUR PATIENTS.

Simplifiy your path to a thriving practice today.

| >

[ >
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Shannon: 



Marketing metrics: Pain management guidelines data
Web traffic to guidelines: Feb. 1 — April 11, 2022

Pain Management Guidelines home page is currently driving
about 1% of all AAHA website traffic (that's ALOT!)

@ Pageviews
,o-m Top traffic drivers:
| . Google (27%)
- - Rasa Email (7%)
f * . e Facebook (7%)
Data:

. Total Pageviews: 28.7K Overall Website Stats for Comparison

Total Pageviews 2.1 million
* Avg. Time on Page: 3 min. 33 Avg. Time on Page 2 min. 55 secs.
SecCs. Bounce Rate 60.03% (higher = worse)
 Bounce Rate: 55.48% (|dea|) Guideline Rank 1 Canine Vaccinations
e Guideline Rank: 3 Guideline Rank 2 Infection Control
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Shannon: 



The customer journey is not linear... we need to meet them
where they are, with the right tools, timing, message

mm Discover
E

B Mobile W Web [ Company website [l Events [l Sales  Peers [ Social [l Emall [l Print
8 2015 Fomester Research, Inc.

Email /Webinar

Paid Search l . l
Website . . Referral / White Paper

Trade Show . . Demos
Dialogue with Sales

ASSIST LAST INTERACTION

AWARENESS CONSIDERATION m

B2B BUYER'S PATH

Social
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We have so many channels to use and maximize to reach our members, prospective members, sponsors, and other stakeholders, such as the media. That’s why what may seem like a simple marketing request – hey, can we send an email about X to our members? Or, hey, why can’t we advertise Y on social media? Or, why don’t we do XYZ?

Our approach is to think strategically about every one of these elements – timing, messaging, target audience, tools, tactics, and measure. We want to be sure anything marketing does is designed strategically to deliver a specific result in service of an over-arching business goal – such as adding 400 new members in a FY. 

In order to do that we have to work backward and look at all the tactics, messaging, strategy, and channels and see what interim metrics, such as web page views and time on page as well as email click-throughs, for example, are needed. These interim metrics act as sign posts to tell us if we’re on track to meeting our goals in near-real-time. 

We’re working towards this strategic campaign approach across all of AAHA, more to come on how you can give input and feedback!


Claim 3 free months - act by Oclober 31!

Click to view this email in your browser.

SN e
[ 55\
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SPDTights

Lose the spreadsheets. Focus on your patients.
AAHA Benchmarking: Simplifying the path to a thriving practice so you
can focus on providing the best medicine.

Act by October 31 to get 3 months of AAHA Benchmarking+ for

Campaigns

m American Animal Hospital Association
WAEIY 45240 followers
a5 ®©

#\eteams know this for sure. It's all in the numbers. They help you plan. Show
where you are teday to help set pace for tomerrow. Compare your data to other

#vetmed practices. Elevate yours to be best of breed! http://ow.ly/JNI ..s2e more

m American Animal Hospital Association (AAHA)
Wl September 9 at 202PM - @

While you and your #vetieam spend all day checking on the health of your patients, who's
checking up on the health of your practice? It's an easy lift with AAHA Benchmarking.
https://bitly/3vdHtbc #veterinarybenchmarking #vetdata #veterinarymetrics

: ] HOW FAR WILL
YOU GO WHEN
YOU HAVE THE
RIGHT TOOLS?

e
-“y N { Test drive ul'p.;r-'i [0
"> | ‘\A,‘ "

a stronger business)

Schedule a
demo here

Benchmarking

by Petabte Tt cagy

-
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Will spend time tomorrow reimagining work processes, this may be one of them… 
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Strategy | Systems | Stories | People

Stories

- Voice of the customer

- Lift the profession

Resources:
The science of storytelling
Storytelling as a business tool to drive results

* Drive results

| >
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Presenter Notes
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Stories drive real business results. A good story makes us think and feel, and speaks to us in ways that numbers, data, and presentation slides simply can’t tell. The strongest stories tap into people's emotions, genuinely connect with them, and help them believe in a business and what it stands for – in other words, the brand. A strong brand is made up of 1000s of good stories from and about members and other stakeholders. 

During our planning for what a VOC program looks like, we’ll be focusing also on capturing member stories – from the field, from social, from testimonials for programs and events, and testimonial / influencer campaigns. We’re planning on more video and photos on our new website to show – not tell – members and others what value there is in belonging to AAHA. This might include gathering video and photos from actual practices as they perform procedures in accordance with AAHA standards, for example, or video testimonials captured onsite at Connexity. More to come on this in the coming months. 

Resources:
https://www.harvardbusiness.org/the-science-behind-the-art-of-storytelling/
https://hbr.org/2014/03/the-irresistible-power-of-storytelling-as-a-strategic-business-tool 


https://www.harvardbusiness.org/the-science-behind-the-art-of-storytelling/
https://hbr.org/2014/03/the-irresistible-power-of-storytelling-as-a-strategic-business-tool

Which moves you more? Makes you want to act? What will

you remember?

Your veterinary practice needs good data
dictionaries — lists of common terms and their
meanings — connected to your price lists so
that you ensure consistent billing and
performance metrics.

AAHA Benchmarking relies on the Matcher
Tool provided by Petabyte Technology to
standardize and normalize your data. It
doesn’t matter what PIMS your practice uses,
the Matcher will turn it into a good data
dictionary to use as a basis for benchmarking.

A Petabyte consultant was working with a practice
manager wanting to investigate really sharp differences in
doctor billings in the system. One doctor was billing nearly
double what the other doctors were billing. Was one
doctor simply seeing more patients? If so, was that
something the other doctors could replicate? Was one
doctor getting more complex cases that required more
care? That would require a different approach to
understand and potentially adjust.

However, without clear data pointing to the cause, the
practice manager was stumped. After the practice
connected its PIMS data feed to Petabyte’s data
normalization and standardization software, the reason for
the nearly 100% difference in doctor billings suddenly
became clear. One doctor was entering spay procedures
for his canine clients as “dog comma spay” and the price
was $125. The other doctors were entering “spay comma
dog” and the price in the PIMS was $75.

[ >
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Does anyone have any example stories?



Storytelling is powerful
because it creates an
emotional connection between
a company, its products and its
customers. Effective
storytelling increases
engagement between a brand
and its audience, which helps
drive conversions and,
ultimately, revenue growth.

Forbes.com

M
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https://www.forbes.com/sites/forbescommunicationscouncil/2022/06/09/why-storytelling-wins-in-marketing/?sh=67dc1dbb73a7


Storytelling in a nonprofit does
drive revenue growth and
customer loyalty... but we have
a BIGGER purpose.

We exist to hel

D our members

be and do the best they can

treating our be

oved pets,

raising the bar of excellence
across an entire profession.

It's not all about the dollars.

Cathy Lada

M
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https://www.forbes.com/sites/forbescommunicationscouncil/2022/06/09/why-storytelling-wins-in-marketing/?sh=67dc1dbb73a7


The Power of Stories

STORYTELLING [N 1111111

D for the science behind

BUSINESS the startling power of story SCIENCE

THE ART AND SCIENCE OF
CREATING CONNECTION
IN THE DIGITAL AGE

Storytelling

i

ROB WOZNY

WILL STORR

Further reading:
https://www.harvardbusiness.org/the-science-behind-the-art-of-storytelling/
https://hbr.org/2003/06/storytelling-that-moves-people
https://hbr.org/2014/07/how-to-tell-a-great-story
https://hbr.org/2014/03/the-irresistible-power-of-storytelling-as-a-strategic-business-tool

THE ART OF
SCIENTIFIC
STORYTELLING

Transform Your Research Manuscript
with a Step-By-Step Formula



https://www.harvardbusiness.org/the-science-behind-the-art-of-storytelling/
https://hbr.org/2003/06/storytelling-that-moves-people
https://hbr.org/2014/07/how-to-tell-a-great-story
https://hbr.org/2014/03/the-irresistible-power-of-storytelling-as-a-strategic-business-tool

Storybrand script: future training

AND CALLS THAT ENDS IN
® A CHARACTER o ® AND MEETS A GUIDE © THEM TO ACTION G @ A SUCCESS ©

WHAT DO THEY WANTT EMPATHY DIRECT * Spend mare time engaging with your ideal
Be confident in your marketing strategy to attract and Your growth is our success. Our purpose at Mojo is to Schedule a Call L cstomers
engage your ideal customers. enrich lives by helping you grow smarter,
* Be forward thinking rather than always playing

" S " catch u
‘Attract and connect with right-fit customers AUTHORITY P

Why Mojo: Qur People and our Process. We've spent * Enjoy the partnership with your digital agency

25+ years improving the Mojo Way (art + science). and feel happier, more productive

N | Team of creative problem solvers * Love your brand and online presence
° ) TRAMNSITIONAL
® HAS A PROBLEM N 7 Lead Magnet -- general offer to align with what they
WHO GIVES want: "10 Ways to Engage With Your Ideal Customers"

VHLLAI @) rHEM A PLAN
Fixed Mindset THAT HELPS THEM °

PROCESS AVOID FAILURE

1. You talk, we listen :

* Conti ting ti RAMS

Schedule a call to tell us about your sales and antinue wasting ime and money on

EXTERMAL marketing goals, challenges, and strateagy. We apply * MNever resolve the pain of sales and marketing
. il

Overwhelming complexity keeps you unfocused and our expertise and create a custom growth plan. silos
unable to hit marketing and sales goals. Random Acts _ _ * Fall behind due to increasing complexity anline
of Marketing & Sales (RAMS). Silos and lack of cross- 2. We bring your plan o life We walk you through the ° WATCH TUTORIAL
. Majo Process and start putting your growth plan into

action.
INTERNAL
Frustrated by lack of focus or feeling like you don't AGREEMENT CHARACTER TRANSFORMATION °
have the support you need We guarantee to provide accurate data, improved

processes and be an easy partner to work with. FROM TO

Unsure how to get new business and solve their Be confident in a focused strategy that brings the right
marketing and sales problems customers to your business.

PHILOSOPHICAL
It's wrong to waste money, time and energy an

ineffective sales and marketing.

https://www.mojomedialabs.com/blog/complete-quide-storybrand-framework



https://www.mojomedialabs.com/blog/complete-guide-storybrand-framework
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Systems

« Collaboration
- SOPs

- Technology m
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Having strong systems and standard processes in place is key to being able to deliver the very high volume of deliverables that our AAHA team members from across the organization are requesting, and to deliver multi-channel marketing campaigns that drive business results. 

Our team is relatively new – new people to the team within the last several months and the team itself as it is comprised now is relatively new. We’re doing a lot of internal work to streamline who does what and build on existing skills as well as upskill each team member. We’re also working through how to best manage marketing requests – Shannon will be sharing a form with you – and how to manage campaign and marketing planning, management and reporting. Sharing the Asana marketing portfolio board with you – which we’ll do in a few minutes – is a key part of how we plan to do this. 


Strategy | Systems | Stories | People

nanan

People

- Marketing team

- AAHA staff

- Members & prospects
- Other stakeholders

| >

[ >


Presenter Notes
Presentation Notes
Lastly, when we think of marketing, we think of all of the people who work together to make it a success! 


Leaders are learners

- Curiosity is a virtue. Ask questions.

- You don’t need formal leadership title to lead - we should all lead from where we are and we do
that by learning.

- We stay on top of our fields, what our colleagues are working on, and what the association
priorities are. We make time for retrospectives and reflection.

- We share what we learn with the team.
- We create systems and processes that are effective and efficient.
- We innovate.

- We are strengths-based: we will use our combined group strengths to improve our individual
weaknesses. We will work effectively and efficiently to maximize our productivity.

| >

[ >



https://online.hbs.edu/blog/post/influence-without-authority

Collaboration & integrity

- Active listening
- Transparency on the work

- Accountability

- Recognizing others’ needs, goals, and feelings, empathy, monitoring our own emotional
intelligence.

- Recognize your own and each other’s strengths.
- Agreed-upon standards of quality, common success metrics.

- We are all responsible for the success of the team, of marketing, of the association.

M
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Simplicity

- SOPs
- Templates
- Campaigns

- Making the member journey simpler

M
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What are
your ideas
for how we

live our
principles?

https://jamboard.qgoogle.com/d/17EkQqPL8DRe2tkJkULnaYlYyoqgccabieFvePsuVoDc/viewer?f=2



https://jamboard.google.com/d/17Ek5Q9PL8DRe2tkJkULnaYlYy0gcc2bieFv5P5uV0Dc/viewer?f=2

How do we live the principles in our day-to-day?

- Agendas for meetings, processes focused on providing excellent work and strong
communications with every stakeholder

- Share 1 thing learned about your job, the association, or the member at every team meeting
- Create team notebook to track decisions and definitions and values etc.

- Start team meetings with charter, mission in view

- Marketing metrics dashboard

- Holding each other accountable / responsible for delivering great results well and on time / in
budget

- Keeping meetings on track — jellyfish principle

- Quarterly retrospectives — everyone share 1 success, 1 failure, do RCA on them; review team
charter and grade ourselves, what can we do better, what should we start/stop/continue; most
important customer insight we learned

M
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®)

3 Keys to Stronger Collaboration

1. Transparency
2. Input
3. Collateral & Campaigns

M
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Strategy | Stories | Systems | People

We’re focused on three tactics to make marketing simpler, more collaborative, and more transparent: 
input mechanisms for each team to provide ideas as well as feedback on ongoing projects, 
a transparent window into marketing operations and output, and 
producing collateral & campaigns that deliver results.

Let’s talk about each a bit more. 


e Asana portfolio e Weekly leadership e Sell sheet: will be
view meetings SOP for all

e Asana project e Monthly meetings projects
view  Quarterly e SharePoint: one-

e Standard follow- planning stop access to all
up times meetings (coming soon)

* Data /reporting e Marketing request

Foal = -

M
A'A\R'A



Presenter Notes
Presentation Notes
We are using Asana to provide the whole AAHA team with transparency into the workings of the marketing team – so that you know what projects are being worked on, when, and by whom. You’ll be able to comment in the portfolio and on individual projects where you are a collaborator. We will likely have a separate training session on how to work with the marketing team via Asana for the whole organization in the near future, but we wanted to give you a high-level overview of some of the ways you’ll have access to do just that after today’s meeting. 

Let’s start with Asana.


Portfolios »
Marketing Portfolio ~ #  ® ontrack https://app.asana.com/o/portfolio/1202137569707864/list ODLE 2 Q

List Timeline Progress Workload  Messages

+ Add work Progress type: Task

z I
=

Status Task Progress Date Owner +
AAHA Website Revamp ® On track
: Status Update - Apr 19 - Will be kicking off web team ‘ 4% Apr 19 0
AAHA Marketing meelings soon!
KP1 Benchmarking Marketing ® On hold - oo ﬂ
AAHA Marketing Status Update - Apr 19 . Project coming soon!
. DEVTP 2022 Marketing ® On track
[ ) DOC Status Update - Apr 19 . 2022 marketing is underway with - 22% Apr 19 .
AAHA Marketing email, web, and social.
Veterinary Visionaries Marketing ® On track
: Status Update - Apr 19 - First email in 10-email series - 17% Apr 18 .'
AAHA MarkEtmg - 3 overdue tasks launches 4/21 along with social posts.
Evergreen Membership Recruitment ® On track
. Status Update - Apr 24 . Getting ready to preview ideas with ' 1% Apr 18 0
AAHA Marketing MAX and Content teams!
Amplify Marketing ® On track
et Status Update - Apr 12 . Recruiting of initial cohorts 0% Apr 16 ﬂ
AAHA Ma Ing underway. Planning now for ramped-up marketing.
Connexity Marketing 2022
Hy @ On track - e apr 16 O


Presenter Notes
Presentation Notes
We’ve created a roll-up view of all of the projects and recurring tasks that the marketing team is working on, from simple requests to full-blown, evergreen/ongoing membership recruitment campaigns. You can see a status report, which we fill in manually whenever there is a major update or we kick off or close a project board. A project board is what is represented by the colorful icons – these are projects we have set up to capture all of the tasks, documents, and people needed to do the work. The date given is the date of the last update. Please ignore the task progress for now – we’re still populating Asana with all of the relevant information! 

[can they click into projects?]

https://app.asana.com/0/portfolio/1202137569707864/list

https://app.asana.com/0/portfolio/1202137569707864/list

ist Timeline Progress Workload  Messages
2022 Today & Quarters P Colc
+ Add work
May June
L

AAHA Website Re... Owrled by Cathy Lada
@® On track Due Apr 19

ject planning launch date Thi... Write project brief Staff content training

Apr 4 Due .. Due May & Due May 25
KPI Benchmarking... (Dwled by Cathy L=ida
@® On hold Due Apr 19
DEVTP 2022 Mark... e el
@ On track Due Apr 19
Veterinary Visiona... el | e DI
@® On track Due Apr 19

paign brief 3 miles... Weelg 2 V... Week 3 V... Week 4 V... Week 5 V... Even... Week 7 VV email campaign

O Due Apr 21 Due Wadnesd... Due May 4 o Due Mz <> Due May 18 O O Due Ma... :0 Due Jum 1 C
Evergreen Membe... T B
@® On hold Due Apr |18
o Project pl..| Write campaign brief
Due Apr 18 Due Tomomogw

Amplify Marketing el eyt in Wi
® On track Due Apr 16



Presenter Notes
Presentation Notes
When you click on “timeline” you’ll see a screen that looks like this. This provides a high-level overview of what tasks are being worked on, by whom, and when. This transparency will help you access this information at any time without emailing the marketing team. We encourage you to bookmark the link to the portfolio once we share it with everyone so you can do just that! 

[ask questions within Asana, not via email….]


Evergreen Membership Recruitment ~ O 7 ® Ontrack .
o”. 2% Share Q. Search o

Overview List Board Timeline Calendar Workflow  Dashboard  Messages  Files

Apri hday Today All tasks & Weeks t Sort [ Color: Default 5% Customize Unscheduled ® Link active
+ Add new ~
24 25 26 27 28 29 30 1 2 3 4 5 6 T 3 9 10 1 12 13 14 15 16 17 18 19 20
-

O Write campaign brief

* Overview Due Fridzy

» Milestones

Write sell sheet: Conn...
+ Sell Sheet: Connexity Due Friday

Design final check =ell...
Due May 10

Design final proof sell...
Due May 9

Distribute Connexity s..
Due May 10

Route sell sheet proof...
Due May 5

Design sell sheet: Con...
Due May 4

O Design file release: Conne...
Due May 10

+ Sell Sheet: Central ...

Post email week 1 lan...
+* Email Campaign #1 Due May 13

Generate list for week...
Due May 10



Presenter Notes
Presentation Notes
Then, you can click on an individual deliverable within that project to see details. One of the deliverables we’re currently working on is creating a sell sheet – a 1-pager overview – of Connexity right now that we can share with the organization. The MAX team can use this to prepare for member visits and can email it to members or prospective members as well. 

We will create a SharePoint folder within the next 30 days to create a repository of all of these files – and any other files, such as a blank campaign planning worksheet – so that the MAX team or anyone in the organization has a one-stop shop to access the needed information.

I can’t give a specific time today because Luke and Chrissy are working on creating “home pages” for each team and some other SharePoint functionality that will make regular maintenance of this type of one-stop shop feasible and easy. More to come - as I know the details I will share with Michelle. 
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Open to questions / further questions from the team
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