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CMC-Alberta Strategy
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Strategic Objectives
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Turning Strategy into Action
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Enablers

Member Services Committee
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Marketing / Advertising Plan

The marketing plan supports the advancement of all of the strategic objectives, however it is
most effectively used in support of the objective of Growing and Retaining members. Much of
the ability of the strategic plan to meet its other objectives will be assisted by the growth in both
financial terms and human terms associated with new members.

The growth strategy focuses on leveraging the recent success in recruitment of senior executives
in large consulting firms. It is anticipated that we can develop tools to help these new CMC’s to
promote the growth of the designation within their own firms. As the leaders lead, the
employees will follow. We need to encourage and support the leaders in order to assist them to
make the importance of and value proposition for a CMC better known within their own firms
and clients. This may include preparation of briefing notes and other “elevator pitch” materials
to help promote the association.

A second component of the strategy focuses on the largest potential customers for consulting
services. The Advocacy Committee is already working on a strategy to create demand among
clients for CMC’s. If the major procurement officers of major corporations and governments can
be influenced to seek CMC’s for major contracts, this alone will influence both the large and
small firms to seek out the association.

Another important element of the plan is the outreach to upcoming students, both in business
schools as well as in project management disciplines within computer science, health care
management and engineering. The plan discusses developing a series of tools to build a long
term relationship with the students, through development of formalized agreements with the
schools. This would involve finding ways to encourage the development of “champions” within
each school faculty, as well as formalizing interactions with the students in a variety of ways,
including possible seminars, mentorship, social interaction, as well as the development of printed
materials to enhance the message. Properly executed this can only be seen as a long term
marketing strategy that will require some means to support the investment of time and energy
needed to make this process successful.

It is recommended that the Board of Directors establish a Marketing Committee, who would take
on the role of building out the strategy, supervising the creation of the printed or other marketing
materials (leveraging support from the National office), working closely with the other
committees as and when necessary to ensure that marketing materials and processes are applied
to support the other strategic business objectives.
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Volunteer Strategy
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Annual Budget
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Budget Budget Budget
2010 2011 2012

Income

Program Events Revenue 2,000 2,000 2,000

Membership Fees Transfer 15,100 18,750 22,500

Annual conf revenue 30,000 30,000 30,000
Total Income 47,100 50,750 54,500
Expense

Administration 600 650 650

Marketing 0 0 0

Board Expense 6,000 6,000 6,000

CAMC 0 0 0

Consulting expense 0 0 0

Member Services (revenue) 3,000 3,000 3,000

Service charges (Bank) 50 50 50

Telephone 0 0 0

Website Expense 100 100 100

Office Supplies 50 50 50

Professional Fees 1,943 1,943 1,943

Program Expense 0 0 0

Annual conf Expense 35,000 35,000 35,000
Total Expense 46,743 46,793 46,793

358 3,958 7,708

Other Income

Interest Income 400 400 400
Total Other Income 400 400 400

400 400 400

Net Income (Profit/Loss) 758 4,358 8,108

Cash in Bank at end of Year

2009 12,948
Rate:
Amountin GIC  0.3% 29,276.00

Comments for (2010 - 2012)

Member services revenue (500 per 4
networking events)

2010 (302 members x $50). 2011-2012
assumed 75 new members/yr
Assumption: Better revenue from
sponsors and more participants

POARA fees ($400)
Need input from marketing plan

Assume 3 in person meetings per year
CAMC is no longer charging for "little
stuff"

4 events, $750/event (2networking,
Christmas event @ 2 Locations)

CAMC has taken these costs on

Accounting firm
Already covered under member services

2007-08 based on RBC's T5 statement,
includes GIC interest earned

Net Income will be invested in key
priorities as driven by the business
and marketing plans as they are
developed

GIC interest earned auto reinvested into
GIC, GIC renewed every July.




