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About Mia

Mia Mothershed is a seasoned communications strategist with over 20 years
of experience advancing public trust, transparency, and stakeholder
engagement across healthcare systems, municipal governments, and public-
sector organizations. She specializes in developing communication strategies
that inform, engage, and inspire communities; aligning with the mission of
public institutions like Birmingham City Schools.

Mia began her career in television news where she developed an eye for
storytelling, accuracy, and audience engagement that continues to define her
strategic communication style. She has led marketing & communications
efforts for federal programs, nonprofits, and a global health system —
overseeing rebranding campaigns, crisis communications, digital
transformations, and multi-million-dollar outreach initiatives. She’s been the
strategic mind behind campaigns that matter and messaging that moves
people. Mia holds an MBA from Auburn University at Montgomery and a
Communications degree from Alabama A&M University.

She is a TEDx Alabaster speaker, and a trusted voice in the space where
strategy, storytelling, and social impact intersect. She's not just an expert; she's

a builder, a connector, and a woman who understands the power of effective
communications.




Youth Engagement: College & Career Ready: “The Brand of YOU"
Speaker Series

Facilitator: Mia Mothershed

Timeframe: 2025

Objective / Challenge

Develop and deliver a comprehensive student engagement program to help
high school and college-bound students strengthen their personal brand,
communication skills, and career readiness.

The goal was to bridge the gap between classroom learning and real-world
professionalism through relatable, inspiring, and skill-based content that
aligned with educational institutions’ workforce readiness priorities.

Strategy

« Designed a five-session speaker series tailored to youth development
programs within the christian community.

« Created an interactive learning framework built around your 3E Method —
Engage, Enlighten, Empower — to foster student self-awareness,
communication confidence, and professional presentation.

« Partnered with youth coordinators to align content with church goals and
college/career readiness standards.

case StUdy |: Public Sector & Education Engagement

Results / Outcomes

« Engaged 150+ students across multiple youth programs in
2024-2025.

« Received 95% positive feedback from participants, who reported
increased confidence and clarity in articulating their personal
and professional goals.

« Positioned The Brand of YOU as a signature leadership
development experience adaptable for schools, nonprofits, and

municipalities statewide.




C&SQ StUdy 2: COVID-19 Crisis Communications

Organization: Jackson Hospital (Nonprofit Healthcare System) Execution

i : : « Press Conferences: Joint updates with mayors and emergency
Role: Marketing Director & Spokesperson _ _
Timeframe: 2020 — 2022 management to educate the public on safety and prevention.

o Media: Press releases, advisories, interviews, and scheduled
briefings.

« Public Campaigns: Masking, testing, vaccine information across
web/social/print; consistent internal updates.

Objective / Challenge

Ensure team sucessfully defined, developed, executed, and analyzed
communications strategy to deliver accurate, timely public
information during COVID-19, counter misinformation, and maintain

trust amidst rapidly changing guidance. Results / Outcomes
« Enhanced public trust through citywide, collaborative

communication efforts.
« Strengthened interagency collaboration by coordinating hospital
and municipal messaging.

Strategy
« Served as spokesperson and media liaison, aligning messaging

with clinical leadership and public officials.
o Minimized misinformation and positioned Jackson Hospital as a

trusted voice during the pandemic.

« Coordinated press, social, web, and internal channels using a
daily messaging framework.

« Partnered with Mayor Steven Reed (City of Montgomery), the
Mayor of Pike Road, and Montgomery’s Emergency
Management Team to unify citywide messaging.

o Supported litigation preparedness, compiling communications
artifacts for pending legal matters.




Supporting Materials:

Press releases and advisories.

Media coverage and clips.

Photos of press conferences with city officials.
Campaign graphics and digital collateral.

Click here to view Case Study 1 video

Montgomery Mayor Steven Reed, county commissioner Ronda Walker, Pike Road Mayor
Gordon Stone, Baptist Health Vice President Tommy McKinnon and Jackson Hospital
marketing director Mia Mothershed during a COVID-19 press conference at the Montgomery

EMA in Montgomery, Ala.

Jake Crandall/ Advertiser

Jackson Hospital Marketing
1725 Fine Street
Montgomery, AL 36106-1117
334-193-8805

Jackson Hospital Community Safety Ef

Meontgomery, Ala. - Jackson Hospital is restricting visitors due ta
(COVID-19) activity in the United States. These restrictions are net
patients and community. Jackson Hospital has not identified any g
this time.

The restrictions are as follows:
+ People experiencing a fever, cough, or respiratory symptol
s If you are experiencing any of these symptoms, you are asl
Jackson Haspital Emergency Department entrance.
+ Call ahead before visiting the Emergency Department or y
« If you are healthy, it is okay to visit, but please wash your b
¢ Visitors under the age of 12 years old are not allowed to vi

Most cases of COVID-19 will not mean hospitalization, or even a

, on Friday, March 13, 2020.

C&SQ StUdy 2: COVID-19 Crisis Communications

(Chy) JACKSON

FOR IMMEDIATE RELEASE
March 16, 2020

Miz Mothershed

334-293-8805
mia.mothershed@jackson.org

Jackson Hospital Confirms a Positive COVID-19 Case

Meontgomaery, Ala. - AL this time Jackson Hospital has one patient with a confirmed case of
COVID - 19 coronavirus,

Because of the hospital's safety protocols, implemented over several weeks to combat the virus
should it spread into Alabama, the patient was quickly identified upon arrival and isolated to
ensure the safety of every patient and visitor within our facility.

These quick efforts vastly minimized the risk to any visitors, as well as previously discharged
patients within our facility. The positive test result came after a screening by Jackson Hospital
and results were sent to the Alabama Department of Public Health (ADPH) to be confirmed.
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Jackson Hospital marketing director Mia Mothershed Baptist Health Vice President Tommy
McKinnon speak with Pike Road Mayor Gordon Stone talk before a COVID-19 press
conference at the Montgomery EMA in Montgomery, Ala., on Friday, March 13, 2020.

Jake Crandall/ Advertiser


https://www.miamothershed.com/videoportfolio/casestudy1

CﬁSQ StUdy 2: COVID-19 Crisis Communications

Supporting Materials:

Press releases and advisories.

Media coverage and clips.

Photos of press conferences with city officials.
Campaign graphics and digital collateral.
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https://www.miamothershed.com/videoportfolio/casestudy1b

C&SQ StUdy 2: COVID-19 Crisis Communications

e

- Jackson Hospital

w August 9, 2021 Q@

° °
S u p p 0 rt I n g M ate rl a I s ° The Delta variant is affecting communities across Alabama. Get vaccinated, wear a mask, and
°

practice social distancing to help prevent the spread!

Press releases and advisories.

« Media coverage and clips.
« Photos of press conferences with city officials.
« Campaign graphics and digital collateral.

Mg,

{_.1/”

.~ Jackson Hospital

w April 13, 2021 - @

Out of an abundance of caution Jackson Hospital will administer Pfizer and Moderna vaccines
only. Schedule your vaccination appointment at jackson.org.

__ Jackson Hospital
February 17, 2021 - &

All patients, visitors, and staff are required to wear a mask at all times while at a Jackson
Hospital and Clinic facility. Help us help you by masking up!... See more e .
Q Jackson Hospital JACKSON.ORG

September 7, 2021 &
eptember e The Delta variant: What you need to know

Today, September 7 at 12:00pm, Jackson Hospital will join in a statewide moment of silence to Why is this strain of the coronavirus a concern?

remember the 12,000+ lives lost from COVID-19 in Alabama. We ask you to join us to remember
not only those who have lost their lives, but those currently suffering fram COVID-19, their
families, and the healthcare workers caring for them.

All patients, visitors, and staff
are required to wear a mask at
all times while at a Jackson
Hospital and Clinic facility.

COVID-19

MOMENT

VACCINE

i) JACKSON

HOSPITAL & CLINIC

OF SILENCE




case StUdy S: Strategic Communications (CHNA) -

Jackson Hospital

Organization: Jackson Hospital (Nonprofit Healthcare System)
Role: Marketing Director (CHNA Lead)
Timeframe: 2017 — 2022

Objective / Challenge

Complete the federally required Community Health Needs
Assessment (CHNA), a systematic process to collect, track,
document and analyze data and metrics, culminating in a public
report and implementation strategy.

Strategy

« Directed the design, communications, and engagement process
for CHNA.

« Gathered and analyzed demographic, socioeconomic, and health
data.

« Conducted surveys and focus groups, prioritizing underserved
populations.

« Collaborated with hospital leadership to shape implementation
strategies.

Execution

« Directed the design, communications, and engagement process
for CHNA.

o Gathered and analyzed demographic, socioeconomic, and health
data.

« Conducted surveys and focus groups, prioritizing underserved
populations.

« Collaborated with hospital leadership to shape implementation
strategies.

Results / Outcomes
« Ensured federal compliance with ACA requirements.
o |Identified and prioritized community health needs.
« Strengthened hospital-community relationships through
transparency.




Case S‘[udy <. Strategic Communications (CHNA) -
Jackson Hospital

Supporting Materials:

- : MISSION:
. . =03 Jackson Hospital Isanm-fcrhpruﬁt_ll
« CHNA executive summary and public report. 2l ) ] ML b e
. . Miooiuh JACKSON "
« Community outreach collateral (flyers, social posts). RS THE HUDDL

e Forum documentation. November 2021

The Huddle is provided by the Communications Team and includes The Huddle includes news and information about happenings around the Jackson system. If you would like to
around the Jackson system. If you'd like to include information in the include information in the Huddle to share with other departments, please send it to Pryer Hines in marketing

please send it to Jessica B?fefc’(’t in Tafketing via at jessica.barefoot via emall at pryer.hines@jackson.org. Deadline is the third Friday of the month for the following manth's issue.
of the month for the following month's issue.

e The Mission Excellence Standards of : : ® The Mission Excellence Standards of Performance committee encourages everyone to
everyone to remember " TEAMWORK® S€Efvice focus on "EDUCATION". We improve the health of our region through ongoing
common goals, we strive to be helpfu education of our patients, staff, and community. Be sure to review the Standards of

o C H NA execu*ive summad ry (o | nd pu bl ic re po ri 201 9 I i n k he re outcomes for our patients and staff. B Performance handbook under Mission Excellence on pinestreet.com and read more

Performance handbook under Missio about the various ways we remain continually learning.

* The 2019 goal for HCAHPS is to have 7

percentile. In April, 3 composites wera I Qualit *  The Jackson Hospital system accreditation survey will oceur at any time. It will be an
4 4 ° on providing the optimal patient expél ey unannounced survey, lasting 4 days with multiple surveyors reviewing the hospital,
[ J CHNA execu*lve su mmqry and pUbI Ic re pO l"l' 2022 Ilnk here opp?crtunl't}?'rhankpyou alﬁ)for yourxgo clinics, and surgery center. Please practice continued readiness and maintain our

clean sweep protocol, The clean sweep protocol can be found on Pinestreet.com >
forms bin > clean sweep checklist. Please review the attached fiyer highlighting tips
for putting our best foot forward to enhance our survey outcomes,

s The 2019 goal for the EDCAHPS is to
percentile. In April, 3 composites were
and commitment to our patients will yi

e The FDAand COC have provided recent guidance regarding COVID-19 boasters for

i . s The E?ﬁfﬂ?iiﬁnd]es maost prlntrng_ Pfizer and Moderra. Walgreens, CVS, Adams Drugs, and the Jackson Apothecary are
. . d . — “sare prcl:‘cessed inat now providing boasters for those who meet criteria. The updated guidance of
.y Jackson Hospital ... Imit the "Request for boosters provided by the CDC, as of October 21, 2021 is as follows:
w July22 . @ he form can be sent
» We've extended our survey deadling to July 25! Your feedback is crucial in helping us v Eropeliyescsand coer
understand your health needs and improve our programs. If you're 18+ and live in... See more

t his implemented a +  Age 18+ who live in long-term care seTtings
. The Service Desk
ests in real-time, T|
ges, reset and unloe *  Age 18+ who work or live in high-risk settings
esteet.com.

*  Age 18+ who have underlying medical conditions

EMPLOYEE FORUMS

For the nearly 15 million people who got the Johnson & Johnson COVID-19 vaccine,

e Jackson Team, it i booster shots are also recommended for those who are 18 and older and who were
quality standards res vaccinated two or more months ago. There are now booster recommendations for all
three available COVID-19 vaccines in the United States. Eligible individuals may
choose which vaecine they receive as a booster dose. Some peoaple may prafer the
vaccine type that they originally received, and others may prefer to get a different
booster, CDC's recommendations now allow for this type of mix and match dosing for
booster shots.

Menday, May 15
7:30am & 2pm | Pine Street Café
12pm (Operations Division staff)] Goode Bldg, 11th floor

Tuesday, May 16
9:30am & 4pm | Pine Street Cafe
11am (Finance Division staff)] Goode Bldg, 11th floor

3 *  Didyou know that you can nominate your fellow coworkers for an MVP award? MVP
F"' out our CQm munlty : r cards are part of the p'.i:er-tu-peer reniognitinrl pmgram at Jackson Hospital & Clinic. This
g award seeks to recognize other’s achievements and kind acts that go above and beyond
Hea Ith su“fey to help our patients, families, and coworkers. MVP cards can be found on
Pinestreet.com > Quicklinks > Mission Excellence > Employee Recognition. Fill out the
digital farm or print the form and return to Human Resources an the 1st floor of the
South Building.

Wednesday, May 17

&:45am & 3pm | Jackson Surgery Center

10am | Pine Street Café

12pm (Finance Division staff) | Goode Bldg, 11th floor

\d a portion of the pr
on through the Amaz
more details.

‘ Tell us what you need to help
shape future programs!

Thursday, May 18
11am (Operations Division staff) | Goode Bldg, 11th floor

: Smoking Cessation? Diabetes Support? Health Education?
2pm, 10pm & 11:30pm | Pine Street Cafe

Cardiovascular Disease Support? Obesity Support?

Friday, May 19

1pm (Jackson Clinic staff) | Goode Bldg, 11th floor TR JL
P | 9 « LAULLLL abuyshgo

e e e e e |



https://res.cloudinary.com/dpmykpsih/image/upload/jackson-hospital-site-324/media/efe6dba17bed47bd859089c8391accc1/jackson-hospital-community-health-needs-assessment-and-implementation-strategy-4-24-2023-final.pdf
https://res.cloudinary.com/dpmykpsih/image/upload/jackson-hospital-site-324/media/2092/jacksonhospital-2019chna-with-implemenation-strategy-website.pdf

Case Study . Community Engagement

“Partners” Quarterly Magazine

Organization: Jackson Hospital (Nonprofit Healthcare System)
Role: Marketing Director (Creator/Editor)
Timeframe: 2017 — 2022

Objective / Challenge
Develop an ongoing communication channel to improve community
education, highlight hospital services, and strengthen transparency.

Strategy
« Developed concept and launched “Partners” Magazine,

distributed quarterly.

« Positioned the publication as a blend of health education and
brand storytelling.

 Integrated patient stories, service highlights, and preventive
health resources.

Execution
« Directed editorial calendar, content creation, design, and vendor
management.
« Distributed print and digital editions to maximize reach.
« Repurposed content across hospital website and social
platforms.

Results / Outcomes
« Enhanced ongoing community engagement outside of crisis
communications.
« Strengthened hospital reputation as a transparent, community-
centered institution.
« Provided a trusted health resource to patients and stakeholders.




Supporting Materials:

« Magazine issues (covers, articles, spreads).
« Distribution data and audience reach.
« Repurposed content samples (web/social).
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Case StUdy Zl: Community Engagement

“Partners” Quarterly Magazine
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e health and safury

of oair paticnis, visdlars anel srafT alike

ak

infirmsation. For 1
Jackson Hospatal has implemented safety
meeasires and visitor restrictions 1 :'||'||1
cambat the spread of the disease

For the most wp-to-date informa
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Claan and disinfect freaquently touched surfaces
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Supporting Materials:

« Magazine issues (covers, articles, spreads).

» Distribution data and audience reach.

« Repurposed content samples (web/social).

Distribution Data &
Audience Reach

Combined Audience Impact: Reached thousands of
community members per quarter, blending print, web,
and social to ensure accessibility across
demographics.

42K

] Average Increase in Sgc!al medl_a_pages
service area received Engagement across driving additional

the magazine each readership and
quarter. engagement.

MIA MOTHERSHED PORTFOLIO

Case Studv 4:

Smart tips to STAY HEALTHY

There is an abundance of information
regarding COVID-19, but what should
you I'I'J”'\. |\-|' .illl."\..( o .)u'rF' '-(Illl'u'l:
healthy? There are a few -r.:'t&i}!r WEYE 1D
]II';J' pre vent :I'.I.' \ilu'a-\i n! ECTms 1.]|4:
will }'.-e'|[* protect both you and other
people if you need to visit the store or go

to work

Wear a mask
Wearing a mask is an casy, effective way
to prevent the spread of germs. Masks
Can 'I1|':r prll[m!’ |:ua|=":\' “h'ui‘h' Irur!l
\Illf'.('l‘.'!l' '-\'i'l.ll Mmay 1||l J\}':ll]‘[l![.—].[lu .|f|\!
can prevent the \.rrl'_l_l ol germs |l'|nl1l'l 8
sick person to those they live with
There are many different kinds of
masks, including surgical masks and
N95 masks, but a simple cloth mask
is sufficient for general public settings
Cloth masks should
= Fit )IL'JI:[\ but comfortably apatnst the
sides of the Facx
* Be secured with ties or ear loops
* Include multiple layers of fabric
* Allow for breathing without
restriction
* Be able to be laundered and machine-
dried without any damage or change
to its shape
Cloth face masks should be washed
regularly in a washing machine and dried
l.'.lll'\l‘zl-'h':\' usng a i“![ |]|'\I'r :‘:llﬂl' your
{.II. L W:J\L mac ||-Jr| contamer or ]E‘Jﬂ
between uses to 'm'-\'p them from getting

L‘hr!\

Wash your hands
"i'rr.n";:hu vour h.ﬂl.iu s '.!11 \|I1‘|;'|I. =14 .1.':-\1
muost effective way to prevent the \1‘:!'.n5
of germs. Wash your hands for at least
20 seconds, about the time it takes to sing
Happy Birthday” twice, with soap and
warm water

If soap and water aren't available, use
hand

and

anitizer with at least 60% alcohol

b it in until completely dry. Hand
sanitizer can quickly reduce the perms

Oon Yyour 'Iui'.nl.;_ h'.l: '|E11'::' are ||:||Lh o its

:'!I\'\L’l\l‘{'\l',\\ Kr-'p '.h.lt

L ||.|:u| sanitizer doe t gct rid of all

:h-' EETINS '.h:l'. con L!.i i'\-t' On Your I'.:r.; E\

# Hand sanitizer is not as effective when

12 Jackson Hospital

your hands are visibly dirty
* Hand sanitizer will not completely

remove harmful chemicals from your

Avoid close encounters
People could be asymptomatic and

not know they have the virus, so it is
important to avoid close contact with
others to help prevent the person-to-
person spread of COVID-19, If someone
in your home is sick, try 1o maintain s
'\'i\'-.'un: .',:';'lqr:. e ITom them _|1'|\| Create

a ||1~.|de' VOulr }51111-_-- hl[ ".i".u'n| 1

Community Engagement
“Partners” Quarterly Magazine

If you need to go to the grocery store
or the pharmacy, keep a six-foot distance
between yourself and others. It is also
important o avoid !.L:;'L' Eroups of ‘l"l.'nll‘l.l'
.u'.d CIow n!nl. |'|4u't _'I:I]ll o 1.\'1']1 YOour \II.\.'
tance from those who may be at a higher

risk of getting sick

Clean and disinfect

Cleaning frequently touched surfaces
can help kill germs. Clean high-touch
surfaces such as doorknobs and handles

||;;‘h! swWilc |'||'-\.. s .nmt.-rr:-,_—.-.l T-i'tulu"\. key-

MICELs, .|[|.i \.1'.1"0. On &8 Negli-

boards, toilets,

|.|: ||.u.'_-\ \'\.'l!|: a }il“l\-l]ll!!li \ll\.'.nh'u tant

° DID YOU KNOW? Qur free, online Health Library has a
wealth of information to keep you well. Look up COVID-19
and other topics at jackson.org/health-library.

s Jackson Hospital
@ September 2, 2021 - @&
The Summer 2021 issue of Partners is now available online! Click below to see what our team
has been up to, our growing number of Jackson Clinic Iccaticns, and our most... See more

. Jackson Hospital
August 13, 2021 - @

T

Jackson Hospital continues to offer COVID-19 vaccinations to the public at the new Jackson
Apothecary in Prattville. To register, visit our website below and find the s... See more

JACKSE 1 ' f

Summ
Find ot

-

. Jackson Hospital
December 3, 2021 - &

Did you know that obesity can cause a variety of health issues, such as diabetes and high blood
pressure? In this issue of Partners, Jen shares her journey through bari... See more

lealt
r

JACKSON.ORG
A Joyful Jen

Jennifer Rye shares how weight loss surgery has changed her life




Case StUdy S: Public Information & Federal Advocacy

Organization: Health Services, Inc. (Federally Qualified Health Center) Execution
Role: Marketing Director « Brand Development: Designed and launched a new logo and brand identity;
Timeframe: 2015 - 2017 implemented branding consistently across signage, print materials, digital
platforms, and community events.
Objective / Challenge « Community Campaigns: Developed brochures, social campaigns, and
Increase visibility and credibility of a federally qualified health center educational collateral highlighting patient services and care accessibility.
(FQHC) serving underserved populations by modernizing its brand « Advocacy Communications: Created briefing materials and talking points
identity, strengthening public outreach, and advocating for used in Congressional meetings and policy advocacy.
resources at the federal level. o Compliance Support: Compiled communications and marketing materials
for review in litigation and federal compliance processes.
Strategy
o Directed federally compliant communications for a multi-site Results / Outcomes
FQHC. « Successfully rebranded Health Services, Inc., strengthening recognition and
« Led a comprehensive rebrand, including creation of a new logo, trust in the community.
updated visual identity, and refreshed community-facing  Increased patient and stakeholder engagement through consistent,
branding. professional branding.
« Developed outreach campaigns to improve awareness of « Elevated HSI's profile with policymakers and improved advocacy outcomes
preventive care, services, and accessibility. for funding and support.
« Represented HSI before Congress on funding and policy issues. « Improved community awareness of preventive services, leading to broader
o Built visibility with city, state, and federal stakeholders. access and utilization of care.

« Reinforced legal and compliance readiness through organized
communications documentation.




Lase StUdy S: Public Information & Federal Advocacy

Supportlng Materials: | Health Services Inc. °HSI°HEALTH SERVICES, INC.

anl ity care with com passion A Innovative Quality Patient Care™

« Before-and-after sample of logo | i . ——

« Branded collateral: Redesign website fﬁ} e Hmmmms -
homepage image. \ HEALTH SERVICES, INC. m

- Congressional Day image. oi o oncvating Qualty Patnt e ™ i B9 | eretemound | LOBRMESIL

« Brand identity rollout video. Bl Bl Rokkitt S conoits Tl v

HEALTH SERVICES, INC. | BRANDING IDENTITY

& HEALTH SERVICES, INC.

.Vcr_UME 1 1SS

HEALTH SERVICES, INC. ABOUTHSI + SERVICES ~ LOCATIONS CLINICIANS o

— Innevative Quality Healthcare,™

0

NATIONAL NURSES WEEK.. /
In 1994 the Amenican Nursing Associal
designated National Nurses Week to
year on May 6 and end on May 12, F

e EMPLOYEE

The oursing profession has been

Innovative Quality e 1996 Exchof ANA® st

R HEALTH SERVICES, INC.

EMPLOYEE NEWSLETTER

termitorial murses associations promotes
Healthcare mursing profession at the state and regid K ICKING OFF ANEW | @ NP ot SR A AP 01D
Each conducts celebrations on these
Health Services, Inc. 1s a progressive healthcare organization that recognize the contributions that mirses | A lot of changes are taking place e e e e -
believes in treating the *whole person” integrating physical, mental nursing make o the community. PleasdHealth Services. Inc.. but in the wi HUGE PRESS CONFERENCE TURN OUT...
and social well-being to help people achieve their optimum health. nurse you know and appreciate thisweq CFO, George Waldrop, life is The American Cancer Society Human Papilloma-
This approach connects treatments and doctors working together to however growth is optional. S0 Wi :Fil;é\;'%ccinate Aﬁdoide:;n:uts _aga.if.lsl :i“s.m: md{HP‘L-'

2l bot e b otal well-being. 5) 15 a grant-fue roject anplemente
bl e st i sprouting upward to great things! across the nation. Health gmfices_ II’;E 1s one of 10
Not only does HST'S spectrum of services connect medical, mental As we are all a part of what makes federally qlmliﬁed_llealth care centers to recgive a
and behavioral heaith, but lso delivers a program focused on socia T e, we want to heis from you o e
health and community resources. Simply, HSI offers innovative surveys via il, to help Admini vaccinarion rates i hionigomery through the
quality healthcare to families providing them comprehensive 5 ! progran.
gervices (o make the most of their lives, “jkc " quI.Ck KT N w thy

sive and enjoyable work emvironn| On. Tuesday April 5, 2016 we held a press confer-
ence at our corporate offices where Kimberly Wil-
Learn More About HSI I- liams of the American Cancer Society honored HSI
with a large check presentation. Many HSI board

members, staff. the Momgomery Chamber of Cont- p4¢ cibers Darrington and Mayor Todd Strange.
merce were on hand to help Mayor Todd Strange
congratulate Health Services. Inc.




Case StUdy S:. Public Information & Federal Advocacy

Supporting Materials:

« Before-and-after samples of logo and brand
identity rollout.

« Branded collateral: Redesign website
homepage image.

« Congressional Day image.

« Campaign graphics and media placements.

Click here to view Case Study 4 video



https://www.miamothershed.com/videoportfolio/casestudy4

Case Study O:

Organization: Tenet Health (Multi-Hospital System)
Role:Group Marketing Director
Timeframe: 2022 - 2024

Objective / Challenge

Enhance brand visibility, patient growth, and staff
recruitment/retention across multiple hospitals, while collaborating
with corporate communications leadership. Lead internal
communications efforts.

Strategy

Directed regional marketing strategy and campaigns.
Oversaw employer branding initiatives to strengthen retention.
Implemented internal communications efforts to support staff
morale.

Partnered with communications leadership for message
alignment.

Supported litigation preparedness by compiling marketing
artifacts.

Built visibility with city, state, and federal stakeholders.

Internal and External Stakeholders

Strategy & Brand Development

Execution

Designed data-driven marketing campaigns that improved reach and cut
costs.

Guided recruitment marketing campaigns to attract healthcare talent.
Collaborated with communications leadership to ensure consistent
messaging.

Conceptualized and produced a 50th Anniversary Timeline Wall for
Brookwood Baptist Health, capturing milestones and innovations from
inception through 2023, which launched internal communications to
reinforce morale and culture.

Positioned the wall as both an external community showcase and an
internal morale-building piece, celebrating staff contributions to the
hospital’s history.

Results / Outcomes

Increased brand awareness by 82% while reducing campaign costs by 97%.
Improved recruitment and retention of staff.
Reinforced Tenet's reputation in the Alabama healthcare market.

« Strengthened community connection and institutional credibility by

highlighting 50 years of healthcare innovation while enhancing employee
morale and workplace culture.




Internal and External Stakeholders
Strategy & Brand Development

Case Study 6

Supporting Materials:

WOMEN’S SPRING ACTIVATION O
March — May 2023

65.9% Increase in Qualified Leads vs PY for Women’s Service Line

« Campaign creative and metrics reports.

> Ermpleyer Breellg) eoll el

« Internal communications samples. L - Abousbanchmar Pid Saarh TR  Incresses wers ctven by pidsocsl

« Photos of the Brookwood Baptist Health 50th et ik e P
Anniversary Timeline Wall. L e

« Media images displaying community coverage. Cardiovascular Activation

January - March 2023

93.4% Increase in Qualified Leads vs PY for Cardiovascular Service Line

@ < ,
" CAMPAIGN TACTICS RESULTS KEY LEARNINGS Heart Month is Better Together. Sign up for aur
Women'sCa re. b . heart month news and enter for a chance o
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Supporting Materials:

« Campaign creative and metrics reports.

« Employer branding collateral.

 Internal communications samples.

« Photos of the Brookwood Baptist Health 50th
Anniversary Timeline Wall.

Case Study 0:

Media images displaying community coverage.

HealthCare is
Better Together.

Together, we do
so much goed.

() Meciest Conter

Frmaman s warr

Learn more at
BrookweodBaptistHealth cami Together

HealthCare is Better Together.

Dear Broskhwsosd Baptist Haalth Stoff and Physicians,

At Broolkwood Boptist Health, we am dedicoted to
orowid g high-quaolity, compassionate healthcone
to the peopls of Cantral Alaboma. Eoch day, we're
rarminded of the importance of pursuing excefence,

@ roisshon we Con only accomiplish together

Cur success s entirely dependent on ouwr collaboration with eoch other and
waith our patients, Thot iz whot moakes us o community bullt on care and wivy
wiie belimve hisgith core is better together. To el the story of how we cone fod
each other and owr community, we one lounching Better Toget her = Cur
Community Built on Core, “Battar Together™ will bring to lite our trust and
raspact for soch other, the high stondards we hold cursabes 1o and tha

rnfnr.-r\_]r'x.!' work we parform togethar

Az the foundothon of core we provide 10 our community, our people and
tearms will b the foces of this campaign. W will turn 1o you o defing what
“Batter Together™ meons for you ond your team. You will have an opportunity
to join in the comsersotion virtually and in person, "Better Togethar™ will come

ta lite throughout cur compus and online plotiorms

Your urwawering commitment reminds us that heatthcore Is better together,

and that 5 why we remain o community built on care
Believing in better health,

barermy Llork

LAy -

Watch the Video

Chinf Executive CHificer

Internal and External Stakeholders
Strategy & Brand Development

B ® Tuesday, June 27,2023

HealthCare is
Better Together.

NEW

EMPLOYEE
WELCOME
BREAKFAST

Together, we do so
much good.

WE LOOK
FORWARD TO
YOU JOINING US!

v

® Brookwood Women's Classreom
@ 7:30am - 9:45am

.

Methodology:
America’s
Greatest
Workplaces for
Diversity 2024

FOR
DIVERSITY
2024

New York

December 2023

Newsweek

PLANT-A ,a

INSIGHTS GROUP

O

Walker Baptist
Medical Center

Brocwood Bapint Hasith




Internal and External Stakeholders
Strategy & Brand Development

Case Study

° ° —
Supporting Materials: - &6
[ ] oy
P W There are several factors
; R thatinfluenced me to choose
Breckwood Baptist over.another
h? ital, such as the hospital’s

« Campaign creative and metrics reports. M~ e (R T oction, ovciabie

sef.vices and the quality of care

i . —» By provided. However, the core
L Employer brandlng CO”ateraI. 33 e * values of a hospital, including
= - integrity, service, quality,
transparency and innovation,
also played a significant role in
my decision-making process.

9

 Internal communications samples.

« Community images displaying media coverage.
« Images of the Brookwood Baptist Health 50th
Anniversary Timeline Wall.

Working in a medical ICU
can offer opportunities
for continuous learning
and professional growth.
Healthcare professionals in

' ese units often work with
cutting-edge technology
and have access to the latest

research and advancements
in critical care medicine.

29

Ryan D. Fleming,
MHA, BSN, NE-BC

Director of Critical Care

WO :
_ Brookwood Baptist
K{ ) edical Center
Baptist Health

I A 7 5 TY BUILT ON CARE
e i




Case Study O:

Supporting Materials:

Campaign creative and metrics reports.
Employer branding collateral.

Internal communications samples.

Community images displaying media coverage.
Images of the Brookwood Baptist Health 50th
Anniversary Timeline Wall.

Click here to view Case Study 5 video

Internal and External Stakeholders

Strategy & Brand Development

CELEBRATING
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https://www.miamothershed.com/videoportfolio/casestudy5

Case S‘[udy /. Strategic Alignment & Community
Engagement - Live2Lead Conference

Organization: Maximized Growth, LLC (in collaboration with City Execution
of Montgomery officials)  Directed logistics, vendor management, and program flow.
Role: Event Coordinator / Communications & Marketing Lead « Secured sponsorships and partnerships to support attendance and
(via ME Creative) outreach.
Timeframe: 2025 « Coordinated press and media coverage to maximize visibility.
« Organized and facilitated the panel of Montgomery officials.
Objective / Challenge « Captured event documentation, including panel photos, for future
Coordinate a regional leadership development conference for John promotion.
Maxwell Live2Lead affiliate, in Montgomery, ensuring strong local
impact through the involvement of city leaders and community Results / Outcomes
stakeholders. « Delivered a well-attended, impactful conference elevating the Live2Lead
brand in Montgomery.
Strategy « Strengthened ties between government leaders, business professionals,
« Partnered with Maximized Growth, LLC to lead event planning and community members.
and communications. « Positioned Montgomery as a hub for leadership development.
« Engaged municipal leaders, civic organizations, and business « Received positive community feedback and media coverage.

stakeholders.

« Featured City of Montgomery officials in a leadership panel to
showcase government voices.

« Designed multi-channel promotional campaigns across email,
social media, press, and print.




Case S‘[udy . Strategic Alignment & Community

Engagement — Live2Lead Conference

Supporting Materials:

« Photos of Montgomery officials’ panel.
o Event marketing collateral.
o Press articles and communication templates

w,. /.
&
JOHN C. MAXWELL MICHAEL JR. JON GORDON STACIA ROBINSON
#1 New York Times Best- Comedic Thought Leader and Best-Selling Author and Director of the Alabama Office

selling Author, Coach, and Actor Keynote Speaker of Minority Affairs
Speaker

FELICIA LONG SECRETARY HAL TAYLOR SHERIFF DERRICK DIRECTOR FRANK ROBINSON
Attorney at Law, Hill Hill Carter Secretary of Law Enforcement CUNNINGHAM Director of Economic
Franco Cole & Black, PC of the Alabama Law Montgomery County Sheriff Development, City of
Enforcement Agency (ALEA) Department Montgomery

Leadership conference happening soon
Updated: Feb. 12, 2025 at 1:28 PM CST

“OXen

CHIEF JAMES GRABOYS

Police Chief, City of
Montgomery

LIVE2LEAD CENTRAL ALABAMA

LIVE2LEAD

CENTRAL ALABAMA

EMAIL TEMPLATES

Email 1: Genera ent Invitation

Subject: Join Me at Live2Lead Central Alabama 2025 - Ignite Your Growth!

Dear [Name],

| hope you're doing well! I'm excited to invite you to Live2Lead Central Alabama 2025, a one-day leadership and personal development

event designed to inspire growth and equip attendees with actionable insights for success. I'm proud to partner with Maximized Growth to
provide this great opportunity for our community.

LIVE2LEAD

CENTRAL ALABAMA

SOCIAL MEDIA CONTENT

nnouncement

Post 1: Gener
Caption: # Get ready to Ignite Your Growth at Live2Lead Central Alabama 2025! Join us on February 19th for a day filled with
powerful insights from leadership legends like John Maxwell, Chaunté Lowe, and local leaders Secretary Hal Taylor and Sheriff
Cunningham. This is your chance to gain actionable strategies and connect with a community of growth-minded professionals.

® Venie Trie Divine Rantict Church Mantninmeans Al

LIVE2LEAD

CENTRAL ALABAMA

TALKING POINTS

Purpose

To ensure consistent messaging across all outreach.

Talking Points:
Event Benefits: Live2Lead is designed to ignite personal and professional growth, offering attendees unique insights and
practical strategies from leadership experts to help them advance in their careers and communities.

High-Impact Speakers: Featuring renowned speakers like John Maxwell, Jon Gordon, and local leaders Stacia
Robinson, Secretary Hal Taylor and Sheriff Cunningham, attendees gain diverse perspectives and real-world leadership
insights.

Networking Opportunities: This event offers invaluable opportunities to connect with other growth-minded professionals,
community leaders, and industry experts—creating meaningful connections that extend beyond the day

Continuing Education Credits: Educators and HR professionals can benefit from professional learning credits, including
PLU credits for educators and SHRM credits for HR certification renewal.

Engaging Format: With a mix of simulcast speakers, live local sessions, and interactive discussions, Live2Lead provides
actionable insights that attendees can implement immediately in their personal and professional lives,




Lase StUdy Q: Thought Leadership & Public Speaking

— TEDx Alabaster

Organization: TEDx (Independent TED Event, Alabaster, AL)
Role: Featured Speaker
Timeframe: 2025

Objective / Challenge

Deliver a compelling TEDx talk that shared insights on communications,
leadership, and resilience in a way that would connect with a broad
audience and spark dialogue beyond the local stage. The challenge was
to translate complex professional and personal lessons into a clear,
inspiring, and memorized talk between 6 to 15 minutes in length.

Strategy

« Crafted a core message and narrative arc that aligned with the TEDx
theme while showcasing unique expertise.

« Applied professional communications techniques; storytelling,
repetition, and audience framing to maximize clarity and retention.

« Designed the talk to resonate across audiences: local community
leaders, professionals, and online viewers worldwide.

« Leveraged social media and digital promotion to expand reach after
the live event.

Execution

« Delivered the talk live at TEDx Alabaster, engaging a local audience and
being recorded for global distribution on the TEDx platform.

« Used a storytelling-first approach, combining professional expertise with
relatable, human-centered examples.

« Collaborated with the TEDx production team to refine visuals, pacing,
and delivery.

« Promoted the talk via LinkedIn, Facebook, Instagram, and X, increasing
views and extending engagement.

Results / Outcomes

« Successfully delivered a high-impact TEDx talk, later published on
YouTube, expanding visibility beyond Alabama.

« Talk averaging viewership is estimate to reach thousands of viewers in
its first month of publishing, positioning Mia as a recognized thought
leader in communications and leadership.

« Sparked community and professional conversations, leading to
invitations for additional speaking and training opportunities.

« Enhanced credibility as a speaker capable of representing organizations
and municipalities on public platforms.




Lase StUdy Q: Thought Leadership & Public Speaking
— TEDx Alabaster

Supporting Materials:

o Link to TEDx Talk on YouTube.

« Event photos and promotional graphics.

o Viewer engagement statistics and social media
metrics.

e View TEDx Alabaster Talk
on YouTube here

Alabaster

MIR MOTHERSHED

Marketing & Communications Strategist

August 15, 2025

3 PM-8 PM CST

“RIPPLES OF REVELATION”



https://youtu.be/9dFxtT7XLK0?si=pWdUqCKOCLZ2OHNu

e Carmen Douglas, Director - City of
Montgomery Personnel Board

“Mia’s presentation was both engaging and
thought-provoking. We received many
practical takeaways. Mia is professional and

personable.”

e Gilbert Darrington, CEO - HSI

“l am pleased with Mia’s work performance.
the quantity of work that she produces is

exceptional. She constantly receives
accolades for her positive community image
for our organization.”

Work Feedback

e Lisa Taylor, Director - TEDx
Alabaster

"Mia’s talk was impactful and embodied

ideas worth sharing; she left our audience
both inspired and eager for more. ”

e Anna Goode - Women’s Business
Council

'l have never been so inspired. Mia is full of
golden nuggets, and I'm so excited to
implement what | have learned. This has
changed the way | show up in my business."




Impact Snapshot

Results that Reflect Strategy, Engagement, and Measurable Growth

Community Engagement & Visibility
e Increased community engagement by 82% across multi-hospital campaigns while reducing outreach costs by 97%.

» Expanded community partnerships through 25+ stakeholder collaborations across city, state, and federal agencies.

» Directed communications efforts that reached over 200,000 residents during COVID-19 public updates.

Strategic Communications Leadership

» Designed and executed more than 30 multi-channel campaigns integrating digital, print, and community outreach.

e Produced 50+ executive speeches and press releases, securing coverage from The Washington Post, BuzzFeed News, and regional

outlets.

e Provided communications counsel to executive teams overseeing S100M+ in organizational impact (combined health system and
municipal initiatives).

Brand & Reputation Management

» Led three successful rebranding initiatives for public health and nonprofit organizations.
e Improved stakeholder trust scores through transparent, consistent messaging across all media channels.

e Guided organizations through high-profile litigation and crisis events with zero reputational loss.




“These results reflect a strategic, data-driven approach to
communication that informs, engages, and strengthens
public trust; principles | will bring to Birmingham City

- D1 Pl

miamothershed.com
miamothershed@yahoo.com
334-538-1487




