Quarterly Update Report         

Citizens– Strategic Plan 2017—2020

Month:  OCTOBER     Year:  2017

	Goal #2:  To define our brand and inter-relationship with AHRC and its affiliates.

	Chair: Mary McNamara

Committee: Roz Goldmacher, Carolyn Ciatto, Chris O’Connor, Joe Golio, Zania Ledwidge, Maryann Dellova, George Bauer, Nicole Zerillo



	Tasks
	Responsible
	Start
	Resources Required
	Outcomes/Measures
	Comments/Improvements

	Discovery

2.1  Develop a report, by end of September 2017, sharing data needed to make an assessment of Citizens’ brand and clarify its role within AHRC’s brand family
	Mary McNamara;

Full Committee, as assigned
	4/17


	Time of the Committee
	· Identify all programs, services and locations (completed)
· Report on changing demographics of program participants, e.g., age, diagnoses, Personal Outcome Measures (completed)
· Review primary sibling contact info to identify gaps in Central Enrollment/ MediSked (completed)
· Gather all internal and external communications, distributions, policies and materials, including event fliers, website, brochures, etc. (completed)
· Share information and data on enrollment procedures, customer acquisition, engagement and services through Central Enrollment (completed)
· Create a list of donors from the past three years (completed)
· Identify competitors and benchmark their services and communications vehicles, e.g., website, email, social media, beside Citizens’ assets (completed)
· Gather current assessments, e.g., surveys, focus groups, etc. (completed)
· Present findings in a report to Strategic Planning leadership 

	· Completed competitive landscape section (attached) of discovery report. Remainder of report will be shared by last week of October.
· Issues hindering brand development:

· Six databases and lists (i.e., MediSked, Raiser’s Edge, Purchase Connection, UltiPro, Bunk 1, Heidi’s desk) are required to build full contact lists.
· Multiple challenges related to obtaining and maintaining contact information.

· Unique brand messaging and marketing collateral needed to connect with organization’s younger audience.
· Establish brand templates for employees (e.g., email signatures)
· Lack of formal approval process and accountability for external materials development and distribution. 

· Direction needed on which programs to highlight and promote as part of a family of organizations (e.g., self-direction featured prominently on site, yet only has one current registrant).

· Greater alignment needed of Camp Loyaltown as a program of Citizens through visual cues and messaging.
· Challenging to capture self-direction personal outcome measure stories to incorporate into promotion and brand identity.


	Development of

Brand Strategy

2.2  Develop a brand strategy, by end of April 2018, with recommendations for sustainable development of the brand
	Mary McNamara;

Full Committee, as assigned
	12/17
	Time of the Committee
	· Evaluate data from Discovery Phase (2.1) on Citizens’ brand assets and placement within the AHRC brand family
· Examine existing marketing/ communications resources alongside current services and future growth opportunities 
· Analyze opportunities to deepen relationships with existing vendors, donors, as well as corporate and individual volunteers
· Assess areas of opportunity for fundraising and grants
· Plan activation of advocacy group

· Survey community for content areas of interest
· Clarify brand promise, attributes, key messaging and drivers to respond to the findings and ideas generated by the committee.
· Adjust visual assets to match direction of brand, if needed
· Develop content marketing calendar to update on ongoing basis to align with findings and opportunities
· Identify cause/ organizational ambassadors to diversify engagement opportunities

· Test proposed brand assets with key audiences and incorporate insights into assets

· Incorporate testing into brand assets with key audiences
· Present report of proposed strategy, tactical roll-out plan and budget to Strategic Planning leadership

	· For enhanced marketing, develop strategy for internal and external communications, including approvals, content collection and distribution to ensure materials are on brand and efforts not duplicated.
· Programming needed for Family Education and Sibling Support, which can be repurposed into ongoing communications.

· Identified advocacy issues can help bridge messaging gaps among family of organizations.


· Strategy meeting to be held with Community Resources and IT to build functional email signature template.

· For stronger internal storytelling, recommend onboarding during new hire training on process for sharing content with Community Resources.

· Strategy meetings held with:
· HR to develop communications for recruitment campaigns.

· ComeUnity Recreation for updated materials and communications aligning with Citizens branding.

· Central Enrollment to create more accessible “doorway” to services on website.
· Camp Loyaltown team to discuss year-round support, ranging from recruitment for staff to ongoing respite programs.

· Programs and Services to communicate MSC change-over in 2018.

· Community Resources Events team to develop new fundraiser for Camp Loyaltown.

· Community Resources Volunteer Coordinator to better position Citizens volunteering opportunities.


	Implementation

2.3  Implementation of plan, by end of August 2018, create and roll out updated brand utilizing storytelling components to resonate with stakeholders
	Mary McNamara;

Full Committee, as assigned
	4/18
	Time of the Committee
	· Update submitted branding with Strategic Planning leadership recommendations
· Create brand identity guidelines including organizational access to materials bank
· Leverage wealth prospecting software to increase fundraising

· Roll out updated branding
· Begin implementation of integrated content marketing plan for building brand awareness of specific programs among key audiences

· Mobilize brand ambassadors to respond to timely topics to create features

· Develop and distribute guidelines for staff to share their contributions to the organization’s mission through newsletters, editorial schedule, etc.

· Begin implementation of monitoring and measurement of marketing and communications initiatives





	· Nimble materials for recruitment, brand awareness and DSP Week promotions developed, including flier, digital media assets and brand ambassador profiles of Citizens nurse Jennifer Pereira who started as a DSP and current DSP Mekeba Thomas.

· Ongoing promotion for Camp Loyaltown, including fundraising events, Toast for Ten and Loyaltown Lanes; updates to Camp website and social media channels; as well as advocacy for J-1 Visas.

· Development of ComeUnity logo incorporating Citizens branding, as well as brochure with new branding and layout.

· Development of Instagram and LinkedIn accounts for Citizens.
· Website refresh completed.

· Central Enrollment “entry way” landing page developed.

· MSC collateral, including fliers, landing page, and ongoing calendar updates, developed for 2018 turnover.

· Advocacy efforts for Medicaid, cross-promoted as part of AHRC family of organizations.
· Working toward standardized business closure communications.



	2.4  On a quarterly basis, report on progress of newly developed brand assets
	Mary McNamara;

Full Committee, as assigned
	4/18
	Time of the Committee
	· Measurement report to inform, refine or expand existing recommendations
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