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	ATD Chapter Leader Orientation and Onboarding



Links:
· Annual Report Template - https://assets.td.org/m/367ec923bf82c328/original/CHAP-Annual-Report-Template-PowerPoint.pptx
· CARE Foundational Element Matrix - https://assets.td.org/m/2b0836c9ec3a8a3e/original/CHAP-CARE-CARE-Element-Matrix-Foundational-PDF.pdf
· CARE Resources – https://www.td.org/chapters/clc/care
· Chapter Marketing Materials and Branding - https://www.td.org/chapters/clc/marketing-and-branding
· Examples
· Metro DC Website - https://dcatd.org/
· Puget Sound Website - https://atdpugetsound.org/
· Nebraska Quarterly Newsletter - https://www.atdnebraska.org/Newsletter
· New York City Video Briefing - https://www.atdnebraska.org/Newsletter
· Chapter Services Team - https://www.td.org/chapters/clc/chapter-services-team
· CLC - https://www.td.org/chapters/clc
· Employee Learning Week – https://www.td.org/employee-learning-week
· LinkedIn Chapter Leader Group - https://www.linkedin.com/groups/82167/
· MarkComm Toolkits - https://www.td.org/chapters/clc/toolkits
· Marketing Materials - https://www.td.org/chapters/clc/marketing-and-branding
· Request Marketing Materials and access additional resources: https://www.td.org/chapters/clc/marketing-and-branding
· Sample Kansas City: Annual Report with Infographic - https://assets.td.org/m/30c0c9709d8560f7/original/CHAP-SOS-2015-Kansas-City-Annual-Report-with-Infographic-S2014-Annual-Report.pdf
· SOS - Communication Strategy for Chapters - https://www.td.org/chapters/clc/sos/communication
· SOS - Annual Report - https://www.td.org/chapters/clc/sos/communication/annual-report
· SOS – Chapter Website - https://www.td.org/chapters/clc/sos/communication/chapter-website
· SOS – Communication Strategy - https://www.td.org/chapters/clc/sos/communication/communication-strategy
· SOS Marketing and Communication Strategy - https://www.td.org/chapters/clc/sos/communication/marketing-and-communication-outreach
· Updated Branding Guidelines - https://astd097-my.sharepoint.com/:f:/g/personal/bgrubesky_td_org/EilEgEC9F-tOp4GOea2mvZ4BNknLl3WrgUNyfit0Cq1AZg?e=Rw1KBf



Upcoming Webinars:
· Register for upcoming role-based onboarding - https://www.td.org/clc/chapter-webinars
· Finance & Sponsorship: Wednesday, October 30
· Programming: Thursday, October 31
· Membership: Friday, November 1
· Diversity, Equity, Inclusion, and Belonging (DEIB): Wednesday, November 6
If you have a chapter member who is interested in serving, invite them to attend to hear more about each role or just the role that they're interested in!
· ATD Chapter Services CARE Office Hours to ask questions

Q&A:
What advice would you give to new marketing volunteers on building strong brand and engaging w/ target audience?
Everyone is on the MARCOM team! It should be an all-board effort - Whole team amplified social media posts. Consistency is key - standardize how you're communicating with your audiences. Build a strong team with a focus on both strategy and execution. Look at what channels are most effective for your chapter and focus on making those stronger (i.e. newsletter, social media, etc.)

How are you tracking the newsletter effectiveness?  Can you see how many people are viewing and engaging with this?
If you're sending your newsletter through WildApricot, you can track your open rate/clicks - include specific calls to action with links in your emails so that you can track what content people are engaging with! Consider using a tool (i.e. Hootsuite, Constant Contact) to track metrics and schedule posts. LinkedIn company pages allow you to see metrics/data on your engagement levels and allow you to see trends. Google Analytics is another tool that you can use to track metrics. Loomly is another tool (like Hootsuite). Wild Apricot does use SMS but there are setup and integration considerations and a cost. Tracking metrics can be challenging and it's an ongoing process – it’s not really a “once and done” kind of thing.

What channels are most effective? 
Outreach to specific demographics such as senior leaders, students, prospective certificate holders by the relevant stakeholders. (i.e. students to students, VP Pro Dev to certificate study group participants). Rochester revitalized their LinkedIn group by reaching out to individual members to encourage engagement and creating a members-only LinkedIn group. If your events are open to additional chapters, don't forget to include them in your marketing! Consider partnerships with other chapters and organizations to maximize attendance. Houston, Puget Sound, and Detroit are all looking at different channels for short-form videos and TikTok style formats but on LinkedIn. Need to figure out where your members are and tailor to those platforms. 

Is anyone using Meetup or Alignable? What tools are chapters using?
Meetup hasn’t delivered well for Houston. Alignable is very new and not many people are on it. G-suite and Wild Apricot are the most popular for email and collecting information. Tap into your resources! You might know people who have information/expertise in the field!
G-Suite - it is great for being able to access archives from predecessors and we use it as for all of our formal and working docs etc. G-Drive is so great for shared files! It's important to focus on the platforms that are reaching the audiences that you're most interested in (i.e. students, etc.)
Consider expanding your audience beyond just talent development professionals - can extend to speakers, HR, etc.
It doesn’t appear that anyone is spending money on boosting LinkedIn ads.

What is the rule of three?
No more than 3 hashtags for social media posts: One hashtag each for 1) company, 2) event, and 3) for the audience. Ex. #Starbucks #LatteArt #CoffeeLovers

Does anyone use Where can I find today’s recording & slides?
	Chapter Recordings - https://www.td.org/chapters/clc/atd-chapter-webinars

Reminders & Key Dates:
· Key Dates – coming soon in January 2025!
· Ensure that your chapter submits an updated roster to Chapter Services – that’s how you hear about webinars, area calls, LCN newsletters, reminders, etc.
· Nov 1: Applications due for Chapter Recognition Committee 
· Dec 6: ALC Proposal to Present due
· Dec 2-6: Employee Learning Week
· Dec 31: Submit your 2025 Board Roster via this form
Connections:
Valentina Pribble, Puget Sound, finance@atdpugetsound.org 
Jenn Buckley, Jennifer@atdsuncoast.org,  Jenn Buckley, FL Suncoast Chapter
Eleanore meals, Eleanore.meals@gmail.com, Greater Philadelphia
Clifton Clarke, cliftonclarke@me.com 
Debbie Richards, presidentemeritus@tdhouston.org, ATD Houston
vpmarketing@rocatd.org,  Rochester Chapter NY
angela.jallo@gmail.com, North Dakota


Additional Comments/Future Ideas:
· Ask Debbie to do a session on Google Analytics
· How to do video Reels
· Member spotlights
· LinkedIn Learning has free resources and learning on marketing
· ATD Houston is doing an Improv Night! https://tdhouston.org/event-5929155
· Puget Sound had a recruitment campaign for volunteers and was able to fill their board, including new communications roles! 
· There's also a great social media campaign template from ALC/the Nebraska Chapter
· We have a webinar coordinator, too. Small role but so critical to our success!
· Houston has a lot of different types of events (Special Interest Groups, general meetings, membership benefits webinars, etc.) and utilizes Microsoft 365 to put together a calendar with all the events to keep track/prevent overlap
· ATD Houston also utilizes a series of templates - the person planning out the event fills out a form to ensure that they have all of the information necessary for marketing and other event prep in the same place
· The Houston Chapter has templates set up in WildApricot for each type of event to ensure that all of the information is included - tags are used to categorize each event
· Rochester has a comprehensive SOP that walks board members through the whole process - take the time to put the process in place and get everybody aligned
· our annual member survey - this should tell us more as we have tweaked the questions to learn what our membership wants in terms of social media/marketing content
· We are going to pulse our members with an end of year survey and include questions in it to help with strategic planning and decision making. Some of the marketing questions will be on use of platforms and preferences and how to gain more exposure and traction.
· Don't forget you can schedule your LI posts - so you can sit on a Saturday morning and write a pile and just schedule them out and you don't have to be so hands-on
· Post timing and day of the week both affect engagement - something to keep an eye on!
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