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30/60/90
DAY PLAN

DIRECTOR OF MARKETING & COMMUNICATIONS
PERFORMANCE TASK




90-Day Goals

Short-term strategy

Create a short-term marketing and
communications strategy for immediate
implementation of basic channels and support.

Get to know AUSL

Develop a foundational understanding of AUSL's
programs, people, and mission.

Relationship building £2<5 el Long-term strategy
Begin to build relationships with AUSL’s (—ﬁ-@'] ' i|k; Begin the development of a long-term

marketing and communication strategy
that sets new processes, structure, and
direction for the department.

passionate team members, board
members, and program participants.

Brand evaluation & strategy

Create a strategy for brand evaluation and
realignment that incorporates team and board

feedback.

Listen & collaborate

Ensure that collaboration and feedback is at the

core of all work.
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Plan Overview

The First 30 Days:
Learn

The first 30 days in this role will
be focused on developing an
understanding of AUSL's
marketing/communications
channels/strategies, the
program, and the mission to
create a strong foundational
understanding on which to build
a long-term plan.
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The First 60 Days:
Build

Days 30-60 in this role will be
focused on beginning to build
the strategy/systems that will:
allow MarCom functions to run

through the rest of the calendar
year, establish our branding
plan, and create the long-term
Marketing and Communications
plan (for the next 3 years).

The First 90 Days:
Enact & Expand

Days 60-90 in this role will be
focused on building upon the
short-term strategy and
foundational work completed
by developing initial long-term
plans for the MarCom team,
AUSL’s brand, and internal
cross-team support.




Focuses

30/60/90
Day Plan
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V4 MarCom Strategy

Communications Functions

V4 Risk Management
Cross-Team
\/ Marketing Support

V4 Brand Development

MarCom Strategy:
Creating a plan for how we will reach our target
audience and achieve our marketing goals

Communications Functions:
Establishing the activities we use to communicate
with our target market

Cross-Team Marketing Support:

Identifying the AUSL team’s marketing needs,
discovering key events and milestones, and creating
the processes needed for continuous support

Brand Development:

Understanding the AUSL brand and defining its
unique positioning, and identifying areas of
opportunity



The First 30 Days: Learn

MarCom Strategy:

Develop understanding of the current communications channels and past strategy

Communications
Functions:

Evaluate current communications channels (social, website, Mailchimp, etc.)
Evaluate competitor/partner social channels and website presence

Cross-Team

Marketing Support:

Build relationships with each team and the Marketing Committee of the Board of Directors
Upskill understanding of programs and mission

Understand team needs and gather list of short and long term support

Become familiar with events planned through the end of the calendar year and assess
opportunities for MarCom support with Managing Director, External Relations

Brand
Development:

Learn the day-to-day operations of AUSL programs directly from team members




30-Day Deliverables

MarCom Strategy:
e Complete a SWAT analysis of past/current systems, tools, and strategies

Communications Functions:
e Communications channel assessment (including competitor analysis)
e Website audience Google Analytics assessment

Cross-Team Marketing Support:
e Conduct I:I's with team members across the organization
e Schedule time to walk through the events calendar with the Director, External
Relations

Brand Development:
e Schedule onboarding meetings with Mollie, Martin, and Kate (Jake to bring
specific meeting focuses)



MarCom Strategy:

The First 60 Days: Build

Create the short-term MarCom strategy for our social, email, and blog that will allow us to
reestablish presence, gather analytics, and make informed long-term strategy decisions
Create supporting marketing plans as needed for advancement/development, CTR, and
LiberatED Way

Communications
Functions:

Make short-term (in-house) updates to the AUSL website to reflect the changes in our services
Create short-term calendars and strategy that will allow our channels to resume their
messaging

Cross-Team

Marketing Support:

Prioritize cross-team needs and determine what immediate requests can/need to be fulfilled
immediately

Work with team members to create a profile of target audiences for each program and
development/advancement audiences

Brand
Development:

Begin assessing AUSL's value propositions, differentiators, and positioning

Collect feedback from teams across the organization that establishes how we talk about and
view our work

Collect feedback from board members that establishes how they talk about and view our work
Collect feedback from alumni/community members that establishes how they talk about and
view our work

Strategize with program leaders to determine the cohesive story of each AUSL line of service
within the umbrella of AUSL’s overarching story/mission




60-Day Deliverables

MarCom Strategy:
e Create an integrated thematic content calendar (social, email, blog, events) that
runs through the remainder of 2023
e Create a social media calendar that runs through the remainder of 2023
e Create an events calendar that runs through the remainder of 2023
e Create supporting marketing plans for donor development, CTR, and Liberated way
that run through the remainder of 2023

Communications Functions:
e Begin posting social media content, email campaigns, and blog content that align
with the integrated thematic content calendar (see above)
e Evaluate mailing lists and create plan for list development
e Enact in-house website updates that reflect the immediate changes of the
organization



60-Day Deliverables

Cross-Team Marketing Support:
e Create a profile of target audiences for each program and
development/advancement audiences

Brand Development:

e Hold focus groups that collect feedback from team members, leadership, board
members, community members, and alumni that helps determine how we
perceive our own positioning

e Meet with team members and leadership to lead development of our cohesive
brand (beginning to map out one cohesive AUSL brand for the next 20 years)



The First 90 Days: Enact & Expand

e Evaluate metrics gathered after the implementation of the short-term MarCom strategy

e Working with the Director, External Relations, set a 3-year vision for AUSL's marketing and
communications team

MarCom Strategy: | ¢ Create a MarCom strategic plan that identifies goals, strategies, tactics, and KPI's for success

e Outline what an additional team member’s roles and responsibilities would be and tie their work
back to the team’s strategic goals

e Solicit feedback from internal AUSL team members, leadership, and the board of directors

Communications | ¢ Enact the short-term MarCom strategy created during the previous 30 days
Functions: e Create a plan for refreshing the AUSL website (corresponds with brand development below)

Cross-Team e Integrate cross-team support requests into the long-term MarCom strategy
Marketing Support:| ¢ Create SOPs for each department to use to ensure support is efficient and achievable

e Report on AUSL’'s perceived value proposition, differentiators, and positioning

e Begin to collaboratively develop updated value proposition, differentiators, and positioning

e Create a final plan for telling a cohesive organizational strategy that brings together all sub-
brands under the AUSL umbrella

e Assess what visual identity updates are needed to accompany this change and map out a
working plan for these updates (including brand standard updates and website updates as
needed)

Brand
Development:




90-Day Deliverables

MarCom Strategy:
e Create a MarCom strategic plan that identifies goals, strategies, tactics, and KPI's
for success
e Working with the Director, External Relations, set a 3-year vision for AUSL's
marketing and communications team

Communications Functions:
e Enact, evaluate, and readjust the short-term plans created for MarCom
channels, cross-team support, and event support
e Develop a plan for website revision in accordance with the branding and
positioning work



90-Day Deliverables

Cross-Team Marketing Support:
e Create SOPs for how MarCom collaborates with each team/function to ensure

efficient processes for support

Brand Development:

e Report on AUSL's perceived value proposition, differentiators, and positioning

e Meet with key stakeholders to begin mapping out updated positioning and
differentiation

e Create a final brand plan for telling a cohesive organizational strategy that
brings together all sub-brands under the AUSL umbrella

e Assess what visual identity updates are needed to accompany this change and
map out a working plan for these updates (including brand standard updates
and website updates as needed)
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Stakeholder Meeting Objectives

External Relations Marketing

Team Committee of the
e TheFi 30D : | °
CommanCations (o6ls being used, Board of Directors

understand day-to-day operations,

build rapport, and become familiar with The First 30 Days: build rapport and

AT discover how they define success for
The First 60 Days: identify top priority this role

areas of support, learn about key The First 60 Days: solicit feedback on

audiences to establish audience profiles, how they define AUSL’s work to inform
and solicit feedback on how they define brand positioning

AUSL's work to inform brand positioning The First 90 Days: gather input on the

The First 90 Days: present deliverables MarCom long-term strategic plan

from first 60 days for team feedback,
gather input on the MarCom long-term
strategic plan, and report and discuss
brand positioning data collected




Stakeholder Meeting Objectives

CTRTeam LiberatED Way
Team

e The First 30 Days: upskill on CTR’s history, e The First 30 Days: upskill on LiberateED
objectives, process, and success, Way’s history, evolution, services, and
understand day-to-day operations, and successes, become familiar with the
build rapport services offered, understand day-to-

The First 60 Days: identify top priority alely elpeeiiens, enel lulel Epper
areas of support, learn about key The First 60 Days: identify top priority
audiences to establish audience profiles, areas of support, learn about key
and solicit feedback on how they define audiences to establish audience
AUSL's work to inform brand positioning profiles, and solicit feedback on how

e The First 90 Days: gather input on the they define AUSL’'s work to inform brand

MarCom long-term strategic plan, and PEBIIEIING

report and discuss brand positioning e The First 90 Days: gather input on the

data collected MarCom long-term strategic plan, and
report and discuss brand positioning
data collected
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|
60

Build

!
90

Enact &
Expand

summary

By the end of my first 30 days | will have:

e Developed a foundational understanding of the mission, the team, AUSL's
programs, our communications channels, tools available, and events.

By the end of my first 60 days I will have:

e Built the strategy needed for short-term operation of Marcom functions
(through 2023) and cross-team support

e Began deeper exploration needed to set a long-term Marcom strategy (3-
year outlook)

e Set the foundation for brand exploration/revision

By the end of my first 90 days | will have:

e Worked with key stakeholders to set a long-term vision and strategic plan for
the MarCom team

e Set SOPs for how to best support other teams

e Worked with the AUSL team and board of directors to identify a plan for
revisions to AUSL's positioning and brand structure




