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[Overview of
Accomplishments]

Successfully aligned business goals with marketing objectives and achieved
KPIs

Enhanced Processes and Planning with Briefs

Enhanced digital marketing and social strategy including framework,
execution, and reporting

Eliminated email threats by accurately mapping fields between HubSpot and
Dynamics, reducing the number of unsubscribes

All "next steps" from the strategy have been completed

Improved User Experience and Ortho Culture Awareness with the Launch of the
"About Us" Tab on Our Website

Successfully contributed to orthopacks.com branding and launch

Accomplished planning, implementation, and reporting of the CM Vitals Campaign.



[Leadership
Accomplishment]

Embraced Empathetic Servant Leadership

We held weekly one-on-one meetings, as well as monthly KASH meetings to prioritize the team's development.

I have identified with the company's mission and translated it into my team's growth and success on a
consistent basis.

Implemented various studies, including Stand Out, Simon Sinek’s leadership advice, Meyer’s Briggs
personalities, Color personalities, and Big 5 tests, to build a stronger team and better understand each other
while championing Ortho’s library.

Team has doubled and is continuously growing with the addition of a new web developer and a digital analyst.

Employees underwent exercises to empower, motivate, and empathize with each other. They also received
guidance on open conflict, accountability, and keeping the customer's customers in mind. These efforts
aimed to maintain focus on Ortho's vision and overall impact.

Encourage Solution-Focused Contributions by Prioritizing Psychological Safety
making sure everyone on my team feels comfortable enough to share ideas without fear of criticism or
judgement or failure. 



[Summary of
HubSpot's
Accomplishments]

Automated workflows have been put in place.(Need additional HubSpot Support) 

Personas added to HubSpot, linked to forms, and made an optional choice for salespeople to
categorize contacts.

Enrolled in HubSpot Service

Custom Survey integrated with contacts and marketing campaigns

Currently Onboarding HubSpot Service: Ticketing, Pipeline, Customer Portal, LiveChat - bots,  
Knowledge base etc. 

Synced Dynamics to HubSpot - transitioned from outside sourcing to in-house field mapping.

ERP - Business Central is currently being synced with HubSpot for attribution purposes. (work
in progress)

Upgraded our account to improve HubSpot usability.

In the process to align departments in HubSpot: LMRC, Service, HR



[Summary of
Campaign
Improvements] 

Improved the strategy for the following campaigns: integrated marketing channels, improved WMJ templates and
reduced duplicate work, 

Ortho
Product Launch 
Product Awareness 
Product Awareness Nurture 
Blitz 
Churn
Webinars Pharmace/Symposium
Survey Winners 
Trade Ads
Round Table

LMRC:
Blogs
Newsletters
Webinars
Standard
Whitepapers

All the marketing campaigns
are created in HubSpot

Campaigns enrolled in automation:
Webinars: Pharmace and LMRC
Round Table

Emails transitioned from InDesign to HubSpot:
Webinars: Pharmace and LMRC
Round Table
Product Launch
Blitz
Churn
Survey Winners

All the marketing campaigns
start with a brief and a focus
group between departments 

HubSpot calendar integrates
all the marketing channels

https://authoring.orthomolecularproducts.com/landing-page/immune-supporting-viracid/Action/Preview?sf-auth=5dOoEnCrpDK9dVehT6Hc34btBBHEO7nfkwinCS6C%2BYdRw6NKlkZZrDgd9EPDLeiFnI4hTf2P5zEhuQhhevpuAAU1cRf6WEsUqm3fF%2FTkO2LS2sWAiMXvy90IHTR%2FZvBrbxFYrVPvraO7556bpCUKtO9bqv7nnCm1FK4KGFU9eqwgcRzO%2Fw3X%2FLQrFfEurtWmwaoRMmZPjXjzly5AXgk2xsJCTqOA78wCMRGJpqClWHpPrqlkMUk2uu6tqSDwNfiGoYQIP5fdDLsMszV6GLd1X9vlLHtus7a44nGtNG1%2Bsz1Nj40VlTqOk4k6ibvOvdQAZcxxE6nrMbHnLVGD4iGX%2Bf6Ma%2BnYJHJwqu7NXFCet28AAQAA&sf_site=f7926f9e-16ac-4abe-8b4b-24560f149c94&sf_site_temp=True


Provide relevant content 
Target Segmentation
Retarget
Automate
Workflow

STRATEGY Integration
Process
Marketing 

Build Loyalty

Integrate all channels

Plan
Set up Campaigns
Report
Collaborate 

Personalization

Framework
Implement proposed
initiatives 
Based on  Competitive
Analysis | Trends 

Explore Influencer Partnership
Employee Advocacy
Increase Recurring Purchase
HR - Candidates Journey -
workflow 
Service + Mkt Aligned

Connect with the audience where
they are

Integrate departments/teams 

Increase Trust

Aligned Research 

Improve

10 YR - INTERNATIONAL LAUNCH -
REPUTATION - LOYALTY  - INTEGRATED
SYSTEMS

3 YR - GROWTH - CUSTOMER JOURNEY -
COMPETITIVE ADVANTAGE - MARKETSHARE



STRATEGIC
RESULTS

10 YR - INTERNATIONAL LAUNCH
- REPUTATION - LOYALTY  -

INTEGRATED SYSTEMS

3 YR - GROWTH - CUSTOMER
JOURNEY - COMPETITIVE

ADVANTAGE - MARKETSHARE



Followed and adopted marketing trends in the industry vertical

Personalized Messages through target segmentation and personas

Set up the customers for success Empowered customers’customers
with relevant information and set them up for success, while staying true
to the company's mission of transforming the practice of medicine.

Integrated Departments: Partnered with LMRC Sales/Service, HR for
process and segmentation improvements through HubSpot Service and
Sales Hub to improve planning, ticketing, project management and web
knowledge base.

Integrated channels web, social, email, events, forms, in HubSpot
campaigns for consistency, strategic message approach and attribution. 

Adopted SEO across all the digital campaigns: Improved title
and meta title descriptions, and ranked keywords and adopted
HubSpot SEO processes to increase appearance in organic
search.

Improved Social, Email, SEO, Lead generation, and Overall
Web Results.

Adopted heat Maps for UI/UX Journey monitoring.

Built Automated Workflows in HubSpot
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STRATEGIC
RESULTS

10 YR - INTERNATIONAL LAUNCH
- REPUTATION - LOYALTY  -

INTEGRATED SYSTEMS

3 YR - GROWTH - CUSTOMER
JOURNEY - COMPETITIVE

ADVANTAGE - MARKETSHARE

Social



Increased fanbase on all social media channels: In, Fb, Ig

Increased Engagement on Instagram

Increased web sessions from all the social channels

Streamlined the process based on a strategic approach:
planning 2 months ahead, and managing campaigns in HubSpot

Templatized social posts to align with monthly campaigns and
other marketing channels such as email and landing pages and
improve brand presence, consistency and brand recognition. 

Adopt TikTok based on the segmented target audience - Jennifer
and Debbie Personas

Increase social presence at the events with before, during and post
event activity, behind the scenes activity, tagging partners and
influencers.

Consider combining organic with paid campaigns for increased
engagement and lead generation conversions. 

Connect HubSpot CRM with Social Paid Ads

Consider advanced infleuncers partnership through Klear by
Meltwater systems for planning, tracking and attribution

Adopt LinkedIn Ads for HR hiring and build loyalty
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ORGANIC SOCIAL: OKR  - LMRC 

Increase Awareness

Increase Loyalty

Impressions: 7,913

Reach

Followers: 206

Impressions: 39,520

Reach: 28,192

Followers: 1,588

Engagement rate: 2%

Loyalty Customer Rate
Kits | CE Purchase Frequency

Increase Engagement

Increase Conversions
(Lead Conversions)

Increase Traffic
to the website

Reach and Impressions
Increase Page Likes 
(specific audiences)

Click Through Rate: 2 - 4%

Conversion rate of 
Event Sign Ups
Memberships  
sales (Targetings pecific lists)

KPI Results

Contests | Referral  | Recurring 

Objective

Unique Visits: 13,064

Button Clicks: 830

CTR

Interactions: 223
Shares: 23

ER: 1.88%

Sessions:1,801

Clicks: 100 

Unique Visits:

Clicks: 644

CTR

Interactions: 143
Shares: 

ER: 10.13%

Sessions: 8,858

Clicks: 278

Unique Visits: 

Clicks: 218

CTR

Interactions: 1,074
Shares: 23

ER: 4.73%

Sessions: 741

Clicks: 160 

Profile Views: 1,474

Impressions: 14,310 

Reach: 7,665

Profile Views: 556

New Followers: 44

Followers: 803

New Followers: 180

Overall Insights: 
Increased Followers: 44

Increased followers: 153

Increased Clicks: 297

Increased website traffic: 314 clicks

 The most optimal channel for new leads

Opportunity: 
Increases content interactions and demand generation through
paid social, and increase loyalty through advocacy programs.

Increased Engagement compared to FB and IN



TOP PERFORMING POSTS - LMRC

Impressions: 609
Likes: 27
Clicks: 32
Comments: 1
Reposts: 1

Impressions: 245
Likes: 16
Clicks: 10
Comments: 1
Reposts: 2

Impressions: 175
Likes: 8
Clicks: 4

Reposts: 1

Loyalty Nurturing Campaign Awareness Campaign Engaging Campaign

https://www.linkedin.com/posts/lifestyle-matrix-resource-center_nutrition-health-healthylifestyle-activity-6988575280340619264-QgJ8?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/lifestyle-matrix-resource-center_fishoil-omega3-nutrition-activity-6985365877495910400-ug1Z?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/lifestyle-matrix-resource-center_fishoil-omega3-nutrition-activity-6985365877495910400-ug1Z?utm_source=share&utm_medium=member_desktop


TOP PERFORMING  - LMRC

Impressions: 77
Likes: 2
Clicks: 7
Comments: 2

Impressions: 92
Likes: 2
Clicks: 6
Comments: 2

Impressions: 33
Likes: 3
Clicks: 1

https://www.facebook.com/lifestylematrix/photos/a.432002060549896/1598490800567677/?type=3
https://www.facebook.com/1289875695218756/posts/1315197252686600
https://www.facebook.com/lifestylematrix/photos/a.432002060549896/1675247949558628/?type=3


TOP PERFORMING  - LMRC

Impressions: 415
Likes: 19 

saves: 5

Impressions: 245
Likes: 17

Saves: 2

Impressions: 123
Likes: 5

Comments: 10

https://www.instagram.com/p/CqGagAaO-76/
https://www.instagram.com/p/CjjM2wmr72L/


ORGANIC SOCIAL: OKR  - OMPI - IN

Increase Awareness

Engagement rate: 2%

Loyalty Customer Rate
Kits | CE Purchase Frequency

Increase Engagement

Increase Conversions
(Lead Conversions)

Increase Traffic
to the website

Reach and Impressions
Increase Page Likes 
(specific audiences)

Click Through Rate: 2 - 4%

Conversion rate of 
Event Sign Ups
Memberships  
sales (Targetings pecific lists)

KPI Results

Increase Loyalty Contests | Referral  | Recurring 

Objective

Impressions: 99,245

Reach

Unique Visits: 13,064
Button Clicks: 830

CTR

Page Views: 36,320

Followers: 12,837

Sessions: 1,801

Shares: 165

Clicks: 1,239
Interactions: 2,140



TOP PERFORMING LINKEDIN POSTS - OMPI - CARDIOMETABOLICS BRAND

Impressions: 1,965
Likes: 42
Clicks: 74
Comments: 1
Reposts: 7

Impressions: 1,378
Likes: 59
Clicks: 40
Comments: 1
Reposts: 9

Impressions: 1,355
Likes: 44
Clicks: 50

Reposts: 7

https://www.linkedin.com/posts/ortho-molecular-products_cardiovascular-cardiometabolic-activity-7034917427066933248-Jiqn?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/ortho-molecular-products_cardiovascular-cardiometabolic-microcirculation-activity-7054106584263622657-uNVD?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/ortho-molecular-products_cardiovascular-cardiometabolic-activity-7037090962967339008-jfZZ?utm_source=share&utm_medium=member_desktop


TOP PERFORMING LINKEDIN POSTS - OMPI 

Impressions: 1,307
Likes: 51
Clicks: 42
Comments: 1
Reposts: 9

Impressions: 1,979
Likes: 38
Clicks: 58
Comments: 1
Reposts: 3

https://www.linkedin.com/posts/ortho-molecular-products_calmmind-focus-activity-7077663304910856192-vVhg?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/ortho-molecular-products_world-renowned-neurologist-and-author-dr-activity-7069327100075261953-IFW4?utm_source=share&utm_medium=member_desktop


STRATEGIC
RESULTS

10 YR - INTERNATIONAL LAUNCH
- REPUTATION - LOYALTY  -

INTEGRATED SYSTEMS

3 YR - GROWTH - CUSTOMER
JOURNEY - COMPETITIVE

ADVANTAGE - MARKETSHARE

EMAIL



Drive Traffic to the Website/Events
KPI
 Opens Rate:20%
CTR: 2-4%
Unsubscribes: 0

Email 
OKR

Increase Awareness
Blogs

Increase Advocacy
Newsletters: surveys

Awareness

Consideration

Loyalty

Increase Engagement
Newsletters

Increase Conversions 
Purchases
Events Sign Ups

Group Calls

Conversions



Improved processes by building campaigns in HubSpot, creating
briefs, and collaboration between departments, better planning and
reporting.

Adopted trends, workflows and automation

Adopted personalized messages by segmenting target audience into
personas such as: Adele, Debbie, Jennifer, James and Charlotte

Transitioned from design emails to HubSpot emails

Templatized campaigns for consistency, brand recognition and
improved processes: LMRC, Churn, Product Launch, Product
Awareness, Product Awareness Nurture, Blitz, Surveys, Contest
Winners, Newsletter, standard

Reduced copy, and improved CTAs based on campaign
objectives aligned with marketing funel.

Reduced the amount of emails to reduce spam,
unsubscitpions and black box threats. 

Focused on customers of the customers

Adopted A/B Testing
4
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Email
 Overview
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IMPROVED EMAIL FRAMEWORK LMRC + ORTHO

TEMPLATIZE
FOR LMRC

Newsletter

Blog

The Standard

PLANNING

Brief for every
campaign with
objectives
Campaigns in HubSpot
Workflows
Schedule ahead 
Avoid email blacklist
and audience overlap: 

Automation
 Journey
Personalization
Retarget

CTA  1-2

Awareness:
Learn More | How

Considerations
Watch | Share
Ask Questions, Polls

Conversion
Buy now | Shop Now
Sign Up
Get Access
Join Now

Loyalty
 Feedback

EMAIL  LENGTH

Subject line: less
than 9 words: 50
characters 

Content length:
50 to 125 words

Average email
attention
grabbing  is 

           5-7 sec

Spam Check Tool

OPTIMIZE
CAMPAIGNS WITH

A/B TESTING

Subject Line
Previews
Copy 
CTA
Tone
Emojis (LMRC
only)



Email Health

July 2022 - September 2023



Email KPI
 Opens Rate:20%
CTR: 2-4%
Unsubscribes: 0
Form Conversions

Email KPI

July 2022 - September 2023

Recipient Engagement

July 2021 - September 2022

Results
Increased Results: 

Reduced emails
Segmented lists
Personalized Messages
Automated workflows
Increased the open rate by 2.5%
Increased CTR by 1.15%



Email KPI
 Opens Rate:20%
CTR: 2-4%
Unsubscribes: 0
Form Conversions

Email KPI

July 2022 - September 2023

Delivery

July 2022 - September 2023

Results

Increased delivery by 0.8%

Need to improve Unsubscribe
Rate and Spam Rate



Email KPI

July 2022 - September 2023

Email Performance Chart

July 2021 - September 2022



Email Analysis 

July 2022 - September 2023

Open Rate 41.29% Click Rate: 17.74%LMRC Webinar Heat Map

Best Performing Emails

Key Reasons to Prioritize Small,
Segmented, and Precise CTAs in our
Inbound Approach

Effectiveness at a small scale
Focus on segmented audiences
Precision in messaging
Clear and upfront CTAs
Inbound strategy executed
effectively



Email Analysis 

July 2022 - September 2023

Open Rate 45.15% Click Rate: 16.96% Heat MapWebinar recording

Key Reasons to Prioritize Small,
Segmented, and Precise CTAs in our
Inbound Approach

Effectiveness at a small scale
Focus on segmented audiences
Precision in messaging
Clear and upfront CTAs
Inbound strategy executed
effectively

Best Performing Emails



Email Analysis

July 2022 - September 2023

Open Rate 3.2% Click Rate: 0.13%CORE Restore Blitz Heat Map

Improving Email Performance Tips:

Keep the scope small and
segment the audience
Be precise and perpsonable  
with messaging
Place Call to Action (CTA)
upfront
Inbound strategies often work
best

Emails that need  
Performance Improvement



Email Analysis

July 2022 - September 2023

Open Rate 7.34% Click Rate: 0.21%PLMI Recording Heat Map

Improving Email Performance Tips:

Keep the scope small and
segment the audience
Be precise and perpsonable  
with messaging
Place Call to Action (CTA)
upfront
Inbound strategies often work
best
Reduce the ammount of emails

Emails that need  
Performance Improvement



STRATEGIC
RESULTS

10 YR - INTERNATIONAL LAUNCH
- REPUTATION - LOYALTY  -

INTEGRATED SYSTEMS

3 YR - GROWTH - CUSTOMER
JOURNEY - COMPETITIVE

ADVANTAGE - MARKETSHARE

Web



Organic Search + Web 
Objectives

SEO
Search Ranking 

Improve Functionality + Performance
Security | Web Vitals | Site Speed | Mobile | 

Improve User Journey
Appearance and navigation - web updates

Increase Average Time on Page

KPI

Time on Page

Crawl-ability

Sessions

LCP (load Speed)

CLS: Visual Stability

Page Authority

Keywords Ranking



SEO + WEB  KPI

July 2022 - September 2023

July 2021 - September 2022

Conversion Rate Increased by 2%



SEO + WEB  KPI

July 2022 - September 2023

July 2021 - September 2022

Bounce Rate decreased



Website Grader

Overall performance needs
improvement, and reduce
site speed fpr an optimal
User Experience

Ortho  LMRC OrthoPacks



STRATEGIC
RESULTS

10 YR - INTERNATIONAL LAUNCH
- REPUTATION - LOYALTY  -

INTEGRATED SYSTEMS

3 YR - GROWTH - CUSTOMER
JOURNEY - COMPETITIVE

ADVANTAGE - MARKETSHARE

Forms



Form Analysis

July 2022 - September 2023

Significant Increase of  views
Integrated with other channels
Connected to marketing HubSpot
Campaigns
Increase of submissions

July 2021 - September 2022



STRATEGIC
RESULTS

10 YR - INTERNATIONAL LAUNCH
- REPUTATION - LOYALTY  -

INTEGRATED SYSTEMS

3 YR - GROWTH - CUSTOMER
JOURNEY - COMPETITIVE

ADVANTAGE - MARKETSHARE

Campaigns



Product Launch

Canada | US 

Marketing Channels: email | web | social

Objectives:

Email: Open Rate: 20%

Web: CTR: 4%
JAN/FEB MARCH/APRIL MAY/JUNE JULY/AUGUST

US

UA-X Pro
HepatoCORE 0753

-3/3
Glycocalyx 0703 - 2/21 

Vessel Max 0818 4/3

HiPhenolic  0917 5/16
Cere Vive Jr. 0134

5/25

Orthomega V 0876?
July - pstponed to

2024

CA
Indigo Greens

Reacted Iron  Feb 6th
Saccharomyces
Boulardii 3/13

xx xxx

Social: ER: 4%

Goal: Maximize penetration 
Target Audience: All active customers
Note: Product main focus | 3/4 bullet points - Clinical Applications
Louie working closely with Mark G. and John H. during the release.
Channels: Sell Sheet| Email | Web (landing page + banner)
Banner + Web + email: Go live on the day of the launch
Emails: 1

Objectives: 
Email 1: Increase Awareness: benefits, product information + Conversions
         CTA: learn more 
         KPI: Open Rate: 20%
         KPI: CTR 2-4%

[Product
Launch US] 

Email 1- Launch

Propose: 
Reduce email to 3 (apply marketing funnel) 
Apply A/B testing:

Subject Line
Emoji/No emoji
Tone/Personality
CTA (color, design, etc)
Email Content
Personalization (salutation) - once data
is clean

New Product Launch Promotion and Sales Contest 

1st initial awareness email prior to phases start
4 Phases
12 mo. campaign
3 mo. each 

https://ompi.workamajig.com/platinum/?aid=projects.schedule.edit2&k=584019
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=587084
https://ompi.workamajig.com/platinum/?aid=projects.schedule.edit2&k=584180
https://ompi.workamajig.com/platinum/?aid=projects.schedule.edit2&k=589355
https://ompi.workamajig.com/platinum/?aid=projects.schedule.edit2&k=592776
https://ompi.workamajig.com/platinum/?aid=projects.schedule.edit2&k=592776
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=597383
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=591578
https://ompi.workamajig.com/platinum/?aid=projects.dashboard.dash&k=584756
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=589819
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=589819
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=589819


Product Launch
Jan/Feb

 US: UA-X Pro

Marketing Channels: email | web | social

Objectives:

Email: Open Rate: 20%

Web: CTR: 4%

Social: ER: 4%

Email: Open Rate 16%

Social ER: 8.6%

Email: CTR: 1.92%



Product Launch
Jan/Feb

 US: HepatoCORE

Marketing Channels: email | web | social

Objectives:

Email: Open Rate: 20%

Web: CTR: 4%

Social: ER: 4%

Email: Open Rate 15.64% Social ER: 7.43%
Web: 349 Sessions

Email: CTR 2.49%



Product Launch
Jan/Feb

 CA: Indigo Greens

Marketing Channels: email | web | social

Objectives:

Email: Open Rate: 20%

Web: CTR: 4%

Social: No social posts for
Canada

Email: Open Rate 31.12% Web NEED analytics
Email: CTR 4.55%



Product Launch
Jan/Feb

 CA: Reacted Iron

Marketing Channels: email | web | social

Objectives:

Email: Open Rate: 20%

Web: CTR: 4%

Social: ER: 4%

Email: Open Rate 34.51% WEB: Need WEB
Email: CTR 5.28%



JAN/FEB MARCH/APRIL MAY/JUNE JULY/AUGUST SEPT/OCT NOV/DEC

US

BioPC
Pro/MitoCORE  
(CSR Upsell: L-

Glutathione)

Myco Active 0785
(CSR Upsell:
Melatonin)

CollaGEN 0789
(CSR Upsell:
Cosmedix)

InflammaCORE
(CSR Upsell: DG

Protect)

Vitamin K Family
(CSR Upsell: Lipitrol

OX)

Fiber Plus
(CSR Upsell: Super

Aloe)
Dygetzyme-V

CA MitoCORE 0781
Wholemune

0787
CollaGEN InflammaCORE Vitamin K Family

Fiber Plus
Dygestzyme - V

PRODUCT AWARENESS 
2023 Schedule

Promo

https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=588676
https://ompi.workamajig.com/platinum/?aid=projects.schedule.edit2&k=588688
https://orthomolecular-my.sharepoint.com/:w:/g/personal/a_cruceanu_ompimail_com/EU0DXgRns4VNtOLegyLsyZcBFQLTZsn_wFAOUYbK6I3qGg?e=nKyV8L
https://orthomolecular-my.sharepoint.com/:w:/g/personal/a_cruceanu_ompimail_com/EU0DXgRns4VNtOLegyLsyZcBFQLTZsn_wFAOUYbK6I3qGg?e=nKyV8L


JAN/FEB MARCH/APRIL MAY/JUNE JULY/AUGUST SEPT/OCT NOV/DEC

US Thyrotain - 0853
BioPC

Pro/MitoCORE -
0855

MycoActive CollaGEN InflammaCORE Vitamin K Family

PRODUCT AWARENESS NURTURE
2023 Schedule

Promo



Emails

Product Awareness

Products:
BioPC  Pro/MitoCORE

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 15.91%

Web: CTR: 0.64%

Increase Awareness Increase Awareness Increase Consideration
Increase Conversions

US



Emails

Product Awareness
Nurture

Products:
BioPC  Pro/MitoCORE

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 26%

Web: CTR: 1.5%

Increase Awareness Increase Consideration
Increase Conversions

US



Emails

Product Awareness

Products:
MitoCORE

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 31%

Web: CTR: 2.47%

Increase Awareness Increase Awareness Increase Conversions

CAN



Emails

Product Awareness

Products:
MycoActive

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 15.11%

Web: CTR: 4.79%

Increase Awareness Increase Consideration Increase Conversions Increase Conversions

US



Emails

Product Awareness

Products:
CollaAGEN

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 14.66%

Web: CTR: 0.57%

Increase Awareness Increase Consideration Increase Conversions Increase Conversions

US



Emails

Product Awareness
Nurture

Products:
CollaAGEN

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 23.62%

Web: CTR: 2.36%

Increase Awareness Increase Consideration Increase Conversions

US



Emails

Product Awareness

Products:
CollaGEN

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 32.11%

Web: CTR: 1.83%

Increase Awareness Increase Awareness Increase Conversions

CAN



Emails

Product Awareness

Products:
InflammaCORE 

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 29.25%

Web: CTR: 0.94

Increase Awareness Increase Consideration Increase Conversions Increase Conversions

US



Emails

Product Awareness
Nurture

Products:
InflammaCORE 

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 29%

Web: CTR: 5%

Increase Awareness Increase Consideration Increase Conversions

US



Emails

Product Awareness

Products:
InflammaCORE 

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 29.25%

Web: CTR: 0.94%

Increase Awareness Increase Awareness Increase Conversions

CAN



JAN/FEB MARCH/APRIL MAY/JUNE JULY/AUGUST SEPT/OCT NOV/DEC

US

Core Restore
SOUTH D-Hist
Spring 0772

NORTH D-Hist
Spring 0773

Back2School
Springboard 

Viracid

CA X X X X X X

AUTOMATION - NEED THE PROMOS AND COPY PLANNED AHEAD  - WORK A MONTH AHEAD OF THE
CURRENT SCHEDULE

2023 Schedule
Promo

BLITZ

https://orthomolecular-my.sharepoint.com/:w:/g/personal/a_cruceanu_ompimail_com/EYRUx8KJ0J9HvI9uhzVYFR0BjymOpeO0N227_VFIqb4Knw?e=qagcLC
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=588268
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=588268
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=588283
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=588283
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=588283
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=588283


Email
Bliz

Products:
CORE Restore

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 14.53%

Web: CTR: 0.43%



Email

Bliz

Products:
South D Hist

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 15.11%

Web: CTR: 0.51%



Email

Bliz

Products:
North D Hist

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 14.2%

Web: CTR: 0.51%



Email

Bliz

Products:
Springboard

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 11.66%

Web: CTR: 0.3%



Email

Bliz

Products:
Viracid

Marketing Channels: email | web 

Objectives:

Email: Open Rate: 13.78%

Web: CTR: 1.13%



Q1
WD MARCH 15

Q2
WD JUNE 21 Q3

WD SEPTEMBER 13 
Q4

WD NOVEMBER 15 

US + CA

Mitocore
Mitochondrial Health: Options

to Enhance Cellular Energy
Production and Support

Immune Function
0160

6:00 - 6:30

Collagen
The Ultimate Guide to

Recommending Collagen
Supplements

 0161
@6:00-6:30

Vitamin K
Vitamin K: The Real Story and
Benefits of This Vital Nutrient

0162
 @6:00-6:30

Fiber Plus
Natural Solutions for

Constipation 
0163

@6:00-6:30

PHARMACE WEBINARS - AUTOMATION
Qaurterly

https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=598369


Email

Pharmace

Webinar
Q1

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 12.37%

Web: CTR: 0.97%



Email

Pharmace

Webinar
Q2

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 23.28%

Web: CTR: 2.234%



Email

Pharmace

Webinar
Q3

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 15.43%

Web: CTR: 1.87%



Email

Pharmace

Webinar
Q4

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 10.23

Web: CTR: 1.01%



Q1
JAN - MARCH

Q2
APRIL - JUNE

Q3
JULY -SEPT

Q4
OCT - DEC

US
D-Hist

Orthomega
Ortho Biotic

D-Hist
Orthomega
Ortho Biotic

D-Hist
Orthomega
Ortho Biotic

D-Hist
Orthomega
Ortho Biotic

CA x x x x

CHURN
2023 Schedule

Promo

Potential automation year long with one promo



Email

Churn
Q1

Orho Biotic
Orthomega

D-Hist

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 25%

Web: CTR: 2.35%



Email

Churn
Q2

Orho Biotic
Orthomega

D-Hist

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 22.44%

Web: CTR: 2.52%



Email

Churn
Q3

Orho Biotic
Orthomega

D-Hist

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 22.44%

Web: CTR: 2.52%



Email
Churn

Q4

Orho Biotic
Orthomega

D-Hist

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 21.98%

Web: CTR: 0.6%



Q1
JAN 

Q2
APRIL 

Q3
JULY 

Q4
OCT 

US 0886 0091 0093 0094

CA 0887 0092 0095 0096

CONTEST WINNERS
2023 Schedule

 $250 Ortho Molecular Products gift card

https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=596198
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=596200


JAN/FEB MARCH/APRIL MAY/JUNE JULY/AUGUST SEPT/OCT NOV/DEC

US

xx
Spring 2023 HPC

Trade Ad
0106

Chiro 0883
feb 22nd - $1,850

Chiro - Ad Material
Deadlines 4/20
Start Date: 5/1
#0879  $1,850

Chiro - Ad Material
Deadlines 7/20
Start Date: 8/1 -

$1,850

Chiro - Ad Material
Deadlines 10/21
Start Date: 11/1

$1,850

Emerson (April)
Due Date 2/15

Allergy/Immune
Support

Natural D-Hist/D-
Hist Jr
$3,100

Emerson (August)
Due Date 6/15

Allergy/Immune
Children's Health

Chondro-FLX
$3,100

Emerson
(November)

Due Date 9/15
Allergy/Immune
Sleep Support

GABAnol
$3,100

TRADE ADS

Chiropractic Economics | Emerson | MPA Media
2023 Schedule

Form Submissions 

https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=596647
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.schedule.edit2&k=596647
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=591842
https://ompi.workamajig.com/platinum/default.aspx?aid=projects.dashboard.dash&k=591842
https://acrobat.adobe.com/link/review?uri=urn%3Aaaid%3Ascds%3AUS%3A02de3862-d043-3e7b-be0b-4e9208a5d5d0


Vancouver

Roundtables

Spring

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 

Web: CTR: 

Toronto



Toronto

Roundtables

Fall

Marketing Channels: email | web | Form

Objectives:

Email: Open Rate: 

Web: CTR: 

Calgary



Newsletter

Objective: 
Increase Awareness
Increases Engagement
Increase: Traffic
Increase Conversions

January

Email KPI
 Opens Rate:20%
CTR: 2-4%
Unsubscribes: 0
Form Conversions

Social KPI
Reach:
ER: 2-4%
Clicks: 
CTR: 2-4%

HubSpot Campaigns

Marketing Channels: email | web | Form |
Social Media
Objectives:

Email: Open Rate: 27%

Web: CTR: 4.91%



Blog

Objective: 
Increase Awareness
Increases Engagement
Increase: Traffic
Increase Conversions

Timeline: January - February

Marketing Channels:

Email:  
47 clicks
Social: 

Email KPI
 Opens Rate:20%
CTR: 2-4%
Unsubscribes: 0
Form Conversions

Social KPI
Reach:
ER: 2-4%
Clicks: 
CTR: 2-4%

HubSpot Campaigns



Blogs

Blogs

4 camp[aigns
Objective: 

Increase Awareness
Increase: Traffic

Timeline: April

Marketing Channels:

Email: 6,111 opens  
551 clicks

Social: 3 clicks 

Email KPI
 Opens Rate:20%
CTR: 2-4%
Unsubscribes: 0
Form Conversions

HubSpot Campaigns

Social KPI
CTR: 2-4%
ER: 2-4



LMRC

Example of consistency
across marketing

channels

Blog Email social



orthopacks.com launch

Consistent Approach
KPI:

Web:
Email
Social: 87 likes | 2 comments | 25 reposts
Banner
Heat Map

Website Email social

Banner



HR 
“About Us”

Who We Are Awards Why Ortho



Continue templatize all the email campaigns

Adopt more automation

Transition the entire Service team on HubSpot

Transition HR processes in HubSpot

Adopt messaging - in HubSpot

Combine Paid with Social to increase lead generation
conversions. 

Adopt TikTok based on the segmented target audience -
Jennifer and Debbie Personas

Increase social presence at the events with before, during
and post event activity, behind the scenes activity, tagging
partners and influencers.

Consider combining organic with paid campaigns for
increased engagement and lead generation conversions. 

Consider advanced infleuncers partnership through Klear by
Meltwater systems for planning, tracking and attribution

Continue Sales and Marketing Pipeline development in
HubSpot to provide MQL and nurture SQL 

4

10

3

9

2 8

1 7

Next Steps

4



Create Marketing and Sales Pipeline to provide MQL and nurture the Sales
Qualified Leads

[HubSpot 
Next Steps] 

Implement HubSpot Service Hub for LMRC sales and Ortho Service 

Create Ortho Forms in HubSpot

Finish connecting all the websites with HubSpot inlcuding OrthoPacks

Continue with Data Cleaning - HubSpot App 

Integrate HubSpot CRM with Google Ads 

Integrate HubSpot CRM with Social Ads

Improve list segmentation

Incorporate AI copy and graphics for social, email, blogs, chat bots, and
forecasting.
Integrate Project Management into HubSpot


