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Meeting summary 
Quick recap
The meeting focused on discussing marketing strategies and challenges across different branches of the McKenzie Institute. Tanya presented a digital strategy framework that encompassed website updates, social media presence, learning management systems, internal communications, and document sharing. Participants shared experiences about their current marketing efforts, with branches reporting mixed results from social media engagement and challenges in reaching new audiences beyond existing course participants. The discussion revealed that while branches need guidance and resources for marketing, there are legal constraints under the current license agreement that prevent direct patient marketing. Participants emphasized the importance of targeting both clinicians and patients, with some branches successfully using webinars and patient testimonials to generate interest. The group agreed that a centralized resource library and better collaboration between branches would help optimize marketing efforts, though final decisions about specific marketing strategies and budgets were pending the completion of the strategic review process.
Next steps
· Send the PowerPoint/PDF document from the meeting to all attendees after the meeting.
· Collect and centralize existing marketing resources and content developed by branches for sharing in a collaborative library.
· Investigate and report back on the feasibility and requirements for a centralized resource/document sharing platform for marketing materials.
· Coordinate with the Board to await decisions on vision/mission/purpose and marketing budget before proceeding with full strategy implementation.
· Explore the potential for developing or adopting an internal communication app or platform for organization-wide collaboration and notifications.
· Organize future focused online Zoom sessions for more detailed discussion of specific marketing topics (e.g., website, Moodle, social media).
· Collect input from branches regarding the need and potential for financial support from head office for local marketing initiatives (e.g., advertising to newly graduated physiotherapists).
· Monitor and report on the status of the global–local marketing strategy development, including updates on the new vision/mission and engagement with a marketing firm.
· Ensure that feedback regarding the current restriction on direct-to-patient marketing (per license agreement) is communicated to the Board for future negotiation.
Collaboration
· All Branch Administrators: Share local marketing experiences, challenges, and wish lists with Tanya for input into future strategy.
· All Branches: Continue current local marketing and social media activities, even at a minimal level, to maintain visibility while awaiting global strategy and branding.
· All Branches: Share successful examples of webinars, email campaigns, and patient engagement strategies with Tanya and other branches.
· All Branches: Provide feedback on target audiences and specific marketing needs to inform the upcoming engagement with a professional marketing firm.
· All Branches: Be mindful of patient privacy and consent when using participant or patient images in social media or marketing, and review local policies as needed.
· All Branches: Share information on effective database management and CRM practices with other branches to improve contact management and follow-up.
· All Branches: Consider leveraging high-profile patient cases (with consent) and local influencers to increase MDT awareness, and share guidelines for this approach if developed.
· All Branches: Translate and adapt any future high-quality content provided by Tanya for local use, ensuring consistent core messaging.
· All Branches: Share experiences and best practices on converting interested individuals (e.g., webinar attendees) into enrolled students, to help develop a global conversion strategy.
Summary
MDT Course Marketing Strategy
Tanya led a discussion about marketing strategies for MDT courses, focusing on increasing viability by getting more physiotherapists trained. She outlined a comprehensive digital strategy encompassing external marketing, internal communications, and organizational-wide collaboration, including the potential development of a dedicated app for communication. The team discussed the need to update their 10-year-old website and consider its relevance in today's digital landscape, with plans for a separate administrative session to address website-specific issues.
Digital Strategy and Marketing Planning
Tanya discussed the organization's digital strategy, focusing on social media presence, learning management systems like Moodle, and internal communication improvements. She emphasized the need to determine the best approach for marketing across different platforms and levels, considering both global and branch-specific strategies. The group acknowledged challenges in effectively utilizing marketing resources and agreed that professional guidance is needed to align messaging and branding while allowing flexibility for local campaigns.
MII Marketing Strategy Review
The meeting focused on marketing strategy and social media presence for MII. Tanya discussed ongoing discussions about the purpose statement and international branding, noting that the board would be making decisions about budgets and implementation after the personnel meeting. The group reviewed current social media performance, with concerns raised about low posting frequency and limited reach beyond existing followers. They discussed challenges around content creation and permission requirements for using participant photos across different platforms, with particular attention to the difference between permission for Institute social media versus personal or commercial websites.
Social Media Marketing Strategy
The group discussed their social media marketing efforts for physiotherapy courses, Sara (Italy) shared their experience of working with marketing companies and physiotherapists over the past year and a half. They found that while maintaining three posts per week across Instagram, Facebook, and LinkedIn helped improve their presence, they were primarily reaching existing course participants rather than attracting new prospects. The group noted that direct advertising spending of $215 had generated some promising results, including 9 new inquiries in one week, though they continue to seek guidance from marketing professionals while also experimenting with paid advertising to reach specific demographics.
Marketing Strategy and Challenges
Tanya discussed the challenges with their previous marketing approach, including language barriers and limitations in content creation, which led to her taking over the social media efforts with the help of a colleague. She emphasized the need to understand the target audience for their marketing efforts, distinguishing between marketing for products and services, and highlighted the importance of finding a specialized marketing company experienced in musculoskeletal service marketing. The meeting aimed to gather feedback from participants about their target audience and marketing strategies, with no specific expectations set for the discussion.
Webinar Strategy
Davide ( Belgium) discussed their webinar strategy for generating leads, explaining how they use webinars to collect email addresses and then engage participants with follow-up content including resumes, infographics, and course information. The discussion revealed that their approach generates 1-20 new email addresses per webinar over a one-year period. The conversation also explored ideas about leveraging high-profile patients to increase social media visibility and influence, though specific implementation details were not finalized.
Musculoskeletal Marketing Strategy Discussion
The meeting focused on marketing strategy and patient engagement in musculoskeletal treatment. Helen emphasized that while the current vision centre’s on patients accessing the best treatment, marketing restrictions under their license currently prevent direct patient marketing. The group discussed challenges in reaching newly qualified physiotherapists and the need for better conversion strategies between Part A and Part B of training programs. 

