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Presenter Notes
Presentation Notes
Hello and Welcome, thank you for joining today’s special MedComms Day webinar: Navigating the Journey to Effective Omnichannel Solutions. 


O

LIVE WEBINAR: Are YOU registered for the webinar? ISMPP will load the required information into
each participant’s credit tracker on their behalf. No documentation required!

LIVE WEBINAR: Are you watching with a group ana not personally registered? You will need a screen
shot of the title slide for docurnernitation and enter your credits into the tracker.

\

\\

Are you watching the recording? You will need screen shot of the title slide for documentation and
enter your credits into the tracker
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Presenter Notes
Presentation Notes
This webinar has been approved for ISMPP CMPP recertification credit. For CMPPs who register for the webinar, ISMPP will upload the required information into each participant’s credit tracker on their behalf; documentation is not required. This benefit is limited to those participants of the live webinar (not applicable to those who listen to the recorded version). For CMPPs who opt to enter their own credits, documentation is required in the form of a certificate of attendance or a screenshot of the first presentation slide.



Expertise as a medical Proficiency in good
publication professional publication practices

Commitment to ethical and
transparent data dissemination Leadership in upholding integrity
standards and excellence

Congratulation to the 206 newly certified CMPPs!
Add your name to this exclusive list!
Deadline for the September exam is August 1, 2025. B mamon
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Presenter Notes
Presentation Notes
Congratulations to the 206 professionals who recently earned their CMPP certification—a great achievement. The CMPP™ credential is a great way to demonstrate your expertise in medical publications and your commitment to ethical, transparent practices.

If you're considering certification, the next exam deadline is August 1st, 2025. Check out ISMPP’s website for more information.
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Presenter Notes
Presentation Notes
ISMPP would like to thank our Titanium and Platinum Corporate Sponsors for their ongoing support.
Your partnership helps make programs like this possible and strengthens our mission to advance ethical, effective medical publications and communications.
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Presenter Notes
Presentation Notes
A special thank you to our #MedComms Day 2025 sponsors for supporting this global celebration of the medical communications profession. We’re grateful for your partnership in helping us recognize and elevate the important work happening across the field.


* VN

Networking Opportunities: Exclusive access to ISMPP's vibrant oriiine community,
showcase yourself on the expert directory, and shine on a committee - volunteer

drive is now open!

Educational Resources: explore on-demand cc urses, attend monthly
webinars led by experts and learn at meetings with hundreds of like-minded

professionals.

-

Career Advancement: Stand out with CMPP certification and find new
opportunities with ISMPP Career Center.

Voice & Advocacy: Shape the future of medical research dissemination,
contribute to publications profession.

ISMPP has more than 2600 members across the globe!



Presenter Notes
Presentation Notes
ISMPP membership connects you to a global network of over 2,600 professionals in medical communications.
You’ll have access to expert-led webinars, on-demand learning, and the chance to get involved through committees and the expert directory.
It also gives you a voice in shaping the future of our profession—through advocacy, resources, and active community engagement



" Special #MedComms Day Membership Invitation
*Offers valid until midnight EDT June 30, 2025

<
r \(«)& )
New & Returning Member Offer 0\6

A 15% discount on the first year of membership for new andéeﬁurnmg members
(in the past three years).

Use code New_Member_2025 on the membereﬁp@g\)uon

L - \ J
- 6 @u )
Refer a Colleague to Join ISM@ '
Refer a colleague and § % discount on your renewal. The top referrer will
receive a shoutout lal media and win a prize!
New membe ?ﬂﬁghst your name & email on the membership application in the
REFERRA
. y,

TAKE THE NEXT STEP and JOIN ISMPP TODAY! %

chchchchchch



Presenter Notes
Presentation Notes
To mark #MedComms Day, ISMPP is offering a 15% discount on the first year of membership for new and returning members—available through June 30th. 
Just use the code New_Member_2025 when applying.
And if you refer a colleague, you’ll get 15% off your own renewal—plus a chance to win a prize and be featured on social media.
A great time to join or reconnect with the ISMPP community.


https://ismpp.mmsend.com/link.cfm?r=XWgXlx9I1VdrsACU8xGxeg%7E%7E&pe=I2JXsDTVECUgiyqdA-oV7ywz3KMCEWOqfjkw7H79ijKZJuMv_zMnExIb5EDVyiqALnezl66GK2JWXWw7P5eV1A%7E%7E&t=INSERT_TRACKING_ENCID
https://ismpp.mmsend.com/link.cfm?r=XWgXlx9I1VdrsACU8xGxeg%7E%7E&pe=iHGsVLbgNokuvNPTI_QrKZ58HS4QEuWwV1tdqd7LZv-1hHStZK93RoNpkOG8jlLv95HSnrm7naVPDBBSpz2Wew%7E%7E&t=INSERT_TRACKING_ENCID

ISMPP Academy will be in Boston

Save the date: November 13-14, 2025

O
ISMPP Academy delivers begc p)@ctlces education to professionals:
* Who work at blotechnqgsgyrlsmall pharma, and medical device companies e
\\% » Who are newer to the field o

P g‘\g e Who want to build their expertise
Call for session proposals and encore abstracts opens July 8!



Presenter Notes
Presentation Notes
A quick save-the-date for the ISMPP Academy, which is moving to Boston this year—taking place on November 13-14.
The Academy focuses on best practices for professionals in biotech, small pharma, and device companies, as well as those who are newer to the field or looking to strengthen their expertise.
And if you'd like to contribute, the call for session proposals and encore abstracts from this year’s European and Annual Meetings opens on July 8. 



Introductions & webinar focus

Omnichannel readiness

Audience personas Closing remarks

Metrics & technology for success
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Presenter Notes
Presentation Notes
10 min allocation – slides 2/3/4/5

OH to welcome attendees to the webinar, and highlight the structure of the event: Agenda, Faculty, Q&A, Polling
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Owen Hall

Head of Digital
Envision Pharma

23+ years medical
communications experience

Focused on digital |nnovat|on
and strategy, customer.
insights, omnlchanrﬁ g

solutions andG
da

™
Tasmia Duza (\O\ Bettina Maurer Joe Wunderle
Director, Me Human Health (HH) VP, Portfolio Director,
Engag éDVR Bayer International Customer Client Solutions
(L Care Experience Enablement MSD Envision Pharma
?g+ years of experience 20+ years of experience at 13+ years in the medical
>@ supporting Bayer’s medical MSD across multiple countries. communications industry
affairs teams . . .
Focused on driving Focused on medical education,
Provides a robust and deep omnichannel maturity and HCP engagement, digital
understanding of the specializing in enhancing End- strategies and implementation
evolving and growing role of to-End Customer Experience by
medical affairs within the leveraging emerging
pharmaceutical industry technologies
B | Yoo



Presenter Notes
Presentation Notes
All – Introduce themselves and provide a summary of their career, and any specific omnichannel highlights




Omnichannel is an insights-
driven, audience-centric
strategy, integrating multiple
channels and touchpoints to
deliver personalized, relevant
content, messaging and
Interactions that is-regularly
refined through-precise data
analytics to‘provide
increasingly effective
outcomes.

11




| Webinar focus

Medical Affairs teams

are eager to implement
omnichannel solutions

but often struggle with

the complexity of adoption._ <"

This session wil ex%@gé(f‘)'
practical, incre I
approache t(&\omnichannel

impleg/@’ﬁ ion

12

for Medical
Publication
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Ommgmhnel readiness

\“Q\?hieving omnichannel maturity is about carefully considering
all aspects of the organization that need to change - people,
systems and processes.”

https://www.digitalhealthglobal.com/omnichannel-maturity-its-not-about-the-technology/


Presenter Notes
Presentation Notes
12 min allocation – slides 6/7/8 & discussion

OH to introduce concept of omnichannel readiness
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" Omnichannel readiness

RN\
. . . \>
Undertaking an omnichannel readiness assessment hel(r@\y‘& to
understand where your organization is on its omnichastel transformation

and highlights any gaps or strengths in your Q}m\b’ﬂannel adoption.
PQQ )

e ) o( e )
Criteria to consider evaluating ) ‘Levels of omnichannel readiness

= Audience centricity ,LQ’L6 ‘

= Qrganization and leader l@&

= Measurement and Qﬁ‘bg})n—making Operational

= Data ﬂ{\g\(\

: Content(‘,oQ

= Channels and capabilities

= Execution

Foundational

Established



Presenter Notes
Presentation Notes
OH – to detail some of the criteria that it is good to assess

Foundational: Focused on product or services with siloed operations, providing an inconsistent audience experience
Operational: Begins to prioritize audience needs with basic data-driven planning and initial attempts to break down silos
Established: Demonstrates a strong omnichannel presence and utilizes sophisticated data analysis to enhance audience experience despite some remaining silos
Leading: Fully audience-centric with advanced AI and analytics integration, proactive across all channels, and continuously refines strategy based on evolving market trends
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~* Example output: What is your omnichannel
readiness score?

\Z

EVALUATION CRITERIA

FOUNDATIONAL OPERATIONAL ESTABLlSHEDO(O\ LEADING

Audience
centricity

Organization
and leadership

Measurement and
decision-making

Data

Content

Channels
and capabilities

Execution

ISMPP
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\6\((0
To what extent has your organizaé[@ﬁ%erformed
an omnichannel readiness ags@sssment?
\QOQ\%

(\O
*  We have completed a comprehensigg:‘&a%ichannel readiness assessment

L
*  We have performed a part@@&%channel readiness assessment
*  We have not perfowé@% omnichannel readiness assessment but plan to do so

- We have(rg)%(g&}%rmed an omnichannel readiness assessment and have no plans to do so



Presenter Notes
Presentation Notes
2 minutes allocation to the poll and commenting on the results


Audi

&009\3 ”
e@ﬁé personas
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Presenter Notes
Presentation Notes
12 min allocation – slides 19/20/21 & discussion

OH to introduce concept of audience personas
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h_f T

Audience personas

XS
Having a deep understanding of your target audience and their uniques{(é@(}s ensures that
relevant content is delivered at each touchpoint, resonating with t{l@hc“‘and compelling
continued engagement along the educational continuum. (6\0

o o -
Helps to provide alignment between company andggqlence goals and objectives.
Y
00"

QrLc‘) ) | want to be at the forefront
| think this common condition is ? (L of new developments. | take it
just a minor issue and doesn’t @? upon myself to educate my
require treatment with advanced,&\g peers to ensure as many
therapies. g\(\ patients can benefit from novel

\ ) :
therapies as possible.

Unaware GOQ\s(

Advocate



Presenter Notes
Presentation Notes




management

-

The approach taken

(3

i Llinterviews

) [y O
o [/

)

Collated in-depth internal and external insights
to define personas for US and global markets

HCP surveys

Field findings ?? )
Advisory board r%k%\“

Socitr@@i% Ilstenmg

Cross-functional working sessions

\

_/

Develop audience personas in both primary care and specialist
settings to raise awareness and educate on diagnosis and

e

O N
Workshop 1: In-person / cro@’lﬁhctlonal
o000 O
m Revi w«@&%a‘lldate HCP personas
fl@ﬁ}o&hgn on key medical education and

(\6 communication goals for each persona
Workshop 2: Virtual / cross-functional \
e 222 Prioritize HCP personas, organized along

a belief continuum

19



Presenter Notes
Presentation Notes
Joe to present part of this case study that mentions defining the audience and their educational continuum
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" Audience personas poll

X
L AC\P
\©
Does your company use personas t@%nderstand
your audiences? G

* QOQ\‘ ”
\\

* Yes, we use detailed personas for{%g@%udience segments.

* Yes, but only for some spe@'@cz&dience segments.
*  No, we do not use\g@\% as but are considering it.

* No, we d&&@@&ﬁs\gpersonas and have no plans to do so.



Presenter Notes
Presentation Notes
2 minutes allocation to the poll and commenting on the results
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Content ag@éﬁ%nnels:
audience journeys

21


Presenter Notes
Presentation Notes
12 min allocation – slides 14/15/16/17 & discussion

OH to introduce concept of content and channels: audience journeys



22

S Clearly defining the key content and channel mix, alighed to your
strategic plan, provides structure to journey mapping

Priority publications:

Asset/landscape Medical engagement 0 Medical resources

; Congress & o .
milestones g : and insights 0( and training
manuscripts
oo
Clinical tr.lal secondary Clmlca_l trial PFS/O.S and Global ad board ini% rial awareness Clinical trial training
analysis read-out primary analysis )
co¥
o\
GllilEE] tr|.al manu_scrlpt Steering committee Cross-asset medical Scientific platform and
(coordinated with . : .
at congress education external slide kit updates
congresses) (L
? Consultancy series (Med
Clinical tria ?ary y : les ( ) Cross-functional
_ . Ed & SCE series)/1:1 .
analys gistry : Congress CME presentation formats for
si . consultancies at
. alysis PRO data
\;(\g congresses
co° o -
Strategic insight Clinical trial
generation Congress symposium secondary analysis
(structured/unstructured) training

International
Society

for Medical
Publication
Professionals”

ISMPP

CME, continuing medical education; OS, overall survival; PFS, progression-free survival; PRO, patient-reported outcomes; SCE, summary of clinical efficacy



Presenter Notes
Presentation Notes
Present a framework for establishing available and planned content, and known channels

Tasmia & Bettina to discuss how this has been approached at Bayer and MSD
Joe to comment from agency perspective (maybe challenges of other functions/agencies being involved and insights into what they are doing??)

Tasmia: From Bayer’s side can frame this in the context of our 12-18 month strategic plan, key data releases / publications / other milestones. Will specifics like cohort 2 and PPS will be more generalized on the slide?







@ Key client milestone or event

Audience

Believer Blue font
JOUrney Experienced HCP - Client owned/managed
M i doesn't like attending resource/touchpoint
applng congresses anymore Orange font

3rd party platform/event

Congress Post-Congress

O( Receives an
MSL email

Pre-Congress
@ Receives an @ In-person

Receives an Clicks MSL email MSL S (s()@ b with congress  Virtual MSL
MSL email Visits journal = through Visits with details Attendees meeting x r Share trial highlights meeting
with link to website to watch disease about data congress Request Invited t% , tlicks on data Including Invited to
Online latest toread latest video awareness at upcoming : in-person or MSL attend science hub on social invitation attend Attends
search publication publications abstract website congress virtually meeting @%raq URL media to webinar webinar webinar
o~ O\

b\_l \

o 9 O Q o 9 O

e o o e o o o °

\\
\*(\g\\

o

Author Presenter

o
Q%
<
o
<
o
o



Presenter Notes
Presentation Notes
All to discuss the value of mapping out audience journeys


24

@ Key client milestone or event

Audience

Believer Blue font
JOUrney Experienced HCP - Client owned/managed
M in doesn't like attending resource/touchpoint
appl g congresses anymore Orange font

3rd party platform/event

Pre-Congress Congress

%) ot v ®)

(G K Virtual MSL
Attendees In-perso ‘\6 meeting

®)

Visits journal Visits disease congress MSL me Share trial Invited to
Online website to read awareness in-person or Inyited to data on social attend Attends
search latest publications website virtually d Webinar media webinar webinar Presenter
Author opts-in f Virtual GO

. K\ : :
Receives an Clicks t @ Receives an MSL Request MSL Scans QR code or click Receives an MSL email
MSL email with ideo email with details meeting on science hub URL ¢ with congress highlights
about data at Including invitation to

t
link to latest @0@
publication G upcoming congress ¢ webinar




Address gap in clinical care by enhancing understanding of disease
burden and screening guidelines

£,

g o
The approach taken '\6\'(\
w7 Built an expert-led cross-functional team O( 0
¥ - Tounderstand the tools, insights, and compliance consideratio{gge )
W Generated audience segmentation insights 6\0
W . . . \E
Leveraging data science techniques OOQ

|ldentified existing content, and created polls a@Q’}lrveys
* To be repurposed and modularize% OO

Developed an educational jour rL
*  Strategically aligned ey communication topics

Leveraged a c%rx&k%ch nology ecosystem
d

* To design eliver a data-driven, automated campaign

Deliv@QQia proactive emails and microsites
*  Ensuring alignment with each step of the educational journey

~

25



Presenter Notes
Presentation Notes
Joe/Tasmia to present part of this case study that mentions content and channel strategy, and the educational journey


�
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I Audience journeys poll

0\‘-"“W
Does your company define aqg\éemce journeys?

QOQ\s

(\O
Yes, we have formally documentegL%u&nce journeys that guide our strategy and

operations Q
Q v

Somewhat - we've ma\@gh?somejourneys but haven't fully integrated them into our
processes g\(\\

No, but V@Q&\Lgmze the value and plan to develop audience journey maps in the future

No, we don't currently use audience journey mapping in our business approach



Presenter Notes
Presentation Notes
2 minutes allocation to the poll and commenting on the results
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Metrics alag@\té?chnology for
success*

27


Presenter Notes
Presentation Notes
12 min allocation – slides 14/15/16/17 & discussion

OH to introduce concept of content and channels: audience journeys
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\,Develop a measurement plan that aligns
with your strategic objectives

R\
Use defined KPIs to accurately track engagement, monitor the progression Qﬁ@ r audiences
through their educational continuum, implement intelligent, data—drivg{l,(b justments and

measure audience satisfaction S
PR
| N [ O | | )
Some key questions: Some able categories of metrics:

= What metrics are aligned with strategic O\Reach rate and channel penetration

goals/objectives? (}O‘ ©

= Content interaction time & rate
= What metrics reflect short-term versus argg .

term impact? (L = Conversion rate

= Which metrics reflect schol Wgal’ and = Net Promotor Score (NPS) and Customer
societal impact? &\% Satisfaction Score (CSAT)

= Which measuresi(' \g\propriate for each = Perceived scientific value
medical af@g@ ction? = Insight capture and utilization rate

= What data are readily accessible?

= How reliable are the data?

N J J SE
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Engagement Analytics Dashboard

Time window Region Therapeutic Area Product 2 Tracking against plan

1HApr202 30/Sep/2025 Oncology - NSCLC Brigimadlin
Oncology - SCLC . Nintedanit I 1 37 —
W

us »  Oncology - Neuroendocrine Zongertinib Activities in progress Orgfic J) Ak Delayed

e O AN

. N )
Audience segment Tactic Owner  +AEPgap ﬂ':]“"":fl Publication Online Congress MSL Social Miming Statls % Metrics i
- Pulmonologists jective

Ad
[ Observer Zo001 Clinical 11 1 ® DOER AT |

[ Unaware
[ Questioner Zo002 Clinical 2.5 1,3 Sep2024  ®Dona

e
@
[l Follower U j Y

" Zo0o3 HEOR 1.3 B @ len 2025 @ Draft 1
O Believer P\ |
[ Advocate Zo004 Patient 4.3 @ lan 2028 @ Done _

+ Medical oncologists .
+ Oncology nurses EHEbE Glinjeal 2.3 _k @ V May 2025 @ MLR

- Navigators Zo 006 Clinical 1.2 . ] May 2025 Outline I
] Observer ‘ \v 5 .
Zo 007 HEOR 1.4 Jun2025 @ Draft1
O Unaware —
@

[ Questioner Zo 008 Patient 2.6 . c! Jun2025 @ Outline .
[ Follower
[= Believer Zo 009 Patient 4.3 2, @ @ Jul 2025 Plan I
O Advocate <

- Pharmacists
[ Observer "\
® Unaware Parsona 3- Advogate \

[ Questioner S\ v
B Follower g " Velue | —
[ Believer
] Advocate Mot
+Pathologists 7 6
+ Radiologists safety  |[—
* Payars Activities in Efficacy Mo

progress
= Clinical = HEQR m Congress m Online 0 2

Content owner Channel mix Messaging map

3 = Patient = Commercial = MSL = eMail

| ® N
Impact metrics

A dashboard serves as a practical and visual tool that enables effective communication and engagement across teams ol mematar
and stakeholders with different levels of expertise, making complex information more accessible and understandable. ﬁ Paton
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Engagement metrics poll

-3

How well does your organization aggregate and
analyze data from omnichannel touchpoints?

* Very well - we have integrated systems:that provide comprehensive omnichannel analytics
and insights

*  Moderately well - we collegt data from most channels but face some challenges in
integration and analysis

* Limited capability> we collect data from some channels but struggle with aggregation
and meaningful analysis

*  Not at all - we currently don't have systems in place to effectively aggregate or analyze
omnichannel data



Presenter Notes
Presentation Notes
2 minutes allocation to the poll and commenting on the results
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Presenter Notes
Presentation Notes
8-minute allocation slides 23/24


‘Achieving the omnichannel engagement
and educational cycle

Methods of initial outreach to inform

and educational materials andQ

them to the learning re@@

.
target audience of the new resour;;x\(

J

Educate

i

Metrics gathering
and insights
review, leading
to personalization
of content

Advance

\ \Global and local, live and digital,
channels utilized to disseminate
educational content, engage
audience, and generate insights

\-

Content and communication strategy
to advance the engagement and
value, moving the audience along the
education continuum

-

S

— [

When your audience become your
advocates, they then begin to play an
active role in the continuing education
and extending the reach through their
own networks

32
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Q&A

Questions from the audience

33

International
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Presenter Notes
Presentation Notes
15 minute allocation for Q&A

OH to manage and audience questions and direct them to the group as appropriate

Need to have a few back up Q’s if nothing is asked



ﬁ)mnichannel readiness
- Set-up some time to review your organizations
readiness to adopt omnichannel
- Connect with your cross-functional colleagues,
to all pull in the same direction
- It is okay to be at the beginning and to need to
start with small actions

\

~N

fAudience personas

- Review and categorise the different data sets
that you have available to defineyour audience
personas

- Consider where your audience personas might
be on the education continuum

- Align your-communication goals with you

\ audience personas

/
)

)

\_

(Content & channels: audience journeys \

- Map out your organization’s key milestones for
the upcoming months

- Decide which are the primary touchpoints that
you would like to orchestrate your audience
being involved in

- Design some variations of customer journeys

based on these touchpoints )

\-

(Metrics & technology for success \

- Metrics and insights are a catalyst for
omnichannel, list out all the data that you are
currently collecting

- Where can you effectively create more direct
audience feedback loops

- How are you using technology to support the

interpretation of the data you have access to )

ISMPP

34
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Presenter Notes
Presentation Notes
5-minute allocation

Tasmia/Bettina/Joe – to provide 1-2 future forward thoughts on where we go next

OH - close



~ Upcoming ISMPP U Webinars

xG;
4 OV N
o
ol
August 2025: 6\0@(@‘
Designing Slide Presentations that Engag&g@ﬂ Deliver
\!
(\O
N 590 y
S

4 \“ ?? I

September 202?\6

. \21\(\ . . . L L
Strate |cb§53\§| Media Selection for Data Dissemination: Optimizing HCP
Engagement Across Platforms

- /



Presenter Notes
Presentation Notes
Before we wrap up, a quick look at what’s coming up for ISMPP U.
We’re taking a short break in July, so it’s a great time to catch up on any webinars you may have missed—recordings are available on the ISMPP Learning Hub.
Then in August, we’ll focus on designing slide presentations that engage and deliver. 
And in September, we’ll explore strategic social media selection for data dissemination, with a look at how to optimise HCP engagement across platforms.
We hope to see you there!”



" ISMPP Podcast: In Plain Cite

B “0‘&6 N
XD
o
ol
X
Q
Rethinking How We Prompt GenAl with Concg&re%nan: Released today!
(\0"6
OO
\ -.'\(,7.6' /
[ \)V
4 \“?? L I
A

Challengeg "égg\pportunities in Publications Leadership: Release on July 8
O

.



Presenter Notes
Presentation Notes
ISMPP’s podcast series In Plain Cite is a another great way to stay informed.
Our latest episode, ‘Rethinking How We Prompt GenAI’ with Conor Grennan, is out today—a timely discussion on how we approach generative AI in our work.
And coming up in July, we’ll release ‘Challenges and Opportunities in Publications Leadership’.
You can find both episodes wherever you get your podcasts.”


*Offers valid until midnight EDT June 30, 2025

New & Returning Member Offer

A 15% discount on the first year of membership for new and returning
members (in the past three years).

Use code New_Member_2025 on the member application.

Refer a Colleague to Join ISMPP!

Refer a colleague and get'a 15% discount on your renewal. The top
referrer will receive ‘@shoutout on social media and win a prize!

New member must list your name & email on the membership
appliegtion in the REFERRAL field.

TAKE THE NEXT STEP and JOIN ISMPP TODAY!

International

for Medical
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Professionals


Presenter Notes
Presentation Notes
Another reminder for the membership discount offer. 

https://ismpp.mmsend.com/link.cfm?r=XWgXlx9I1VdrsACU8xGxeg%7E%7E&pe=I2JXsDTVECUgiyqdA-oV7ywz3KMCEWOqfjkw7H79ijKZJuMv_zMnExIb5EDVyiqALnezl66GK2JWXWw7P5eV1A%7E%7E&t=INSERT_TRACKING_ENCID
https://ismpp.mmsend.com/link.cfm?r=XWgXlx9I1VdrsACU8xGxeg%7E%7E&pe=iHGsVLbgNokuvNPTI_QrKZ58HS4QEuWwV1tdqd7LZv-1hHStZK93RoNpkOG8jlLv95HSnrm7naVPDBBSpz2Wew%7E%7E&t=INSERT_TRACKING_ENCID
https://ismpp.mmsend.com/link.cfm?r=XWgXlx9I1VdrsACU8xGxeg%7E%7E&pe=iHGsVLbgNokuvNPTI_QrKZ58HS4QEuWwV1tdqd7LZv-1hHStZK93RoNpkOG8jlLv95HSnrm7naVPDBBSpz2Wew%7E%7E&t=INSERT_TRACKING_ENCID

Thank you for attending!

‘\0\)’\“’
We hope you enjoyed today's presentation. O\g\(\
ol
After closing out of Zoom, please click the CONTINUE button (6 )
on your screen to take our short survey. Thank you! %‘(\6

\009\3 ‘
O

Thank yo f@@lsc\ending the Webinar.
Please click ue to participate in a short survey.

\6Wvuu will be leaving zoom.us to access the external URL below

hitps:// www.surveymonkey.com/r/ISMPPU

*(\g
OOQ Are you sure you want to continue?

[] Stay on zoom.us
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Thank you again for attending today’s webinar. Please take a moment to fill out the survey link that will be sent to you.

After closing out of ZOOM, please click the ‘continue’ button on your screen to take a short survey. 

Thank you!
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Webinar will begin
promptly at 11:00 ET
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