Notes from Jan 19, 2010 TTN Marketing Task Team Tele-Meeting

Participants:  Kim Behrens (facilitator), Elaine Stover, JimWiegel , Ann Epps (note taker)
News:

APA credits for ToP courses registered for 2010 – Elaine

Mass Design Society contract for TFM – Jim

4 ToP courses contracted today in Kuala Lumpur – Ann

Agenda:

1. Finish work on Victory, commitments, etc

2. Review SPEE model

3. Review Action Plan data – what is TTN asking for

4. Look at the calendar 

5. Determine meeting rhythm, roles and responsibilities and capacity

Victory Brainstorm 2010:

· ToP recognition nationally

· 2,500 ToP grads by year end

· Delivering people into course from mktg

 strategies

· 1200 participants as direct result from 

nat’l mktg strategies

· ICA/TTN reception/booth at IAF Chicago conf.

· Website is a significant trigger to drive people 

to courses

· All ToP websites are linked to each other

· All ToP trainers use similar materials/logos & 

are proud to use them

· Grads have an understanding of the depth & 

breadth of ToP in US

· Stories of successful applications

· Have a format for outreach that can be used by

recent grads & network
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CURRENT REALITY:


Strengths

· Have successes in own practices

· Experience & multiple perspectives

· Excited to be working with women on 
the team

· Lots of stories how methods can transform 
people

· Global, regional, national survey results; 
retrospective surveys

· Diversity of clients among 4 of us

· 56 people charged up in St. Paul

· Connected committees in TTN

· Collaborative ICA

· Copies of 2009 brochure available

· APA CEU’s
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BENEFITS of MARKETING PLAN:

· Having a clear message

· Clarify marketing bucket; how fit in what already have?

· There’s a lot of structure

· There’s $3 million to members of the network; will double $ with 2,500 grads and will be enough to support network operations

· Can come up with some new ways to help people get more participants in courses

· Tapping into electronic savvy generation (30-40 year olds); can use social networking to market

· These methods are the best; hope to demonstrate this to new grads and to appreciate their effectivity
· More opportunities for grads to use methods immediately – now complaint that only 50% use methods; those who do use them come back for more courses

· (note that 80-90% of course payment comes from organizations or bosses who see benefit of ToP training)


DANGERS in Developing  & Implementing the Marketing Plan:

· Identifying too many objectives and find that we can’t really accomplish any of them

· Without increase in capacity in ICA, how to succeed – how the network can fill gaps?

· Assumption that ICA will implement our plans

· ToP may become a target if we increase the profile – competitors might target us – there could  be a spotlight on places where our training is not pristine
· We lose touch with our families in getting excited about marketing

· We walk away at the end of the year rather than carrying on the marketing work/plan so that the new team has to start anew

· Difficulty in finding budget for what we want to do, so spend too much time on finding $
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WHAT ARE WE COMMITTED TO DO?

(what the current reality reveals about our victory?)

· Our focus is driving more people into courses

· We’re about recruitment

· Committed to outreach in a way that focuses & unifies the network in the short and long term vs. spending time and resources on flashy, costly resources for marketing.  Example:  with APA all can tap into website and recruit people from the APA membership lists.

· Committed to show measurable results with APA connection

· Committed to documentation and visibility of what exists and how to work into building a framework for making clear what exists and works today and in the past in order to ask what need to do re. raising the TTN profile at every level of the network

Overall Statement of Commitment:

“We are a network that uses marketing strategies, national and regional, that clearly deliver”

through

· building a framework for making clear what exists and works – past and present – to raise profile of the network

· demonstrated success of national efforts such as APA credits

· mobilizing network to use what works

· having the resources in place to support our strategies

ACTIONS  (more details on action plan developed by Kim)
Ann:  Mobilize IAF committee to take responsibility for ICA/TTN booth and reception at IAF Chicago conference

Elaine:  APA promotion among network

Jim and Kim:  Mktg framework next steps and ensuring up-to-date calendar of courses on website with calendar insert for brochure 
NEXT MEETING:

Jan 26 at 8:30 MST on skype
Get new members to join team – Cheryl Kartes and ????

Have a format for outreach that can be used by recent grads & networks to communicate & connect others


Clearly defined target audience


Shifted mindset from always launching some new effort to following through on relationships with future idea of what results with relationship building


Four of us are pleased with what happened in own courses as a result of the marketing efforts


We know what to do to increase grads in courses; it’s not a mystery





Weaknesses:





Constraints on time to devote to team


1st virtual collaboration


So many different task teams & mktg may not seem one of main tasks


Mktg as term seems odd to network so people pretend they don’t know how to do marketing


Mktg or recruitment, how are they cared for?


Hi expectations creat confusion with other categories, eg. publicity…


Haven’t de-constructed what works (best practices) so prevents spread across the country


No national capacity for mktg


Limited ability to think on B/2 of national marketing














