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CMC-Alberta 

The Institute of Certified Management Consultants of Alberta ("CMC-Alberta") is governed by the 
Certified Management Consultants Regulation, under the Professional and Occupational Associations 
Registration Act. CMCs and FCMCs have been privileged to be members of a respected, self-governing 
professional association since 1991. 
 
The Institute of Certified Management Consultants of Alberta is the regulatory authority for provisional 
registrants, CMCs and FCMCs in Alberta. Its role is complemented by CMC-Canada, which provides 
membership services. 
 
Provincial regulation requires that the Institute be governed by a Board of Directors. Members must 
abide by professional and ethical standards. The legislation identifies regulatory committees, such as 
Registration and Practice Review, and provides for investigation of written complaints, cancellation, 
suspension and reinstatement of registration. 
 
The terms "Certified Management Consultant" and "Fellow Certified Management Consultant" and their 
respective initials are protected titles, which cannot be used by those who are not Institute members. 

Members must maintain certification through Continuous Professional Development units (CPD) 
reported on an annual basis based on published criteria.  

CMC-Alberta Board 

The CMC-Alberta Board consists of the following members: 

President  Registrar  Public Member 
Christopher Lavin, CMC  David Wartman, CMC  Tom Cottrell 
Sierra Systems  Legacy Executive Search Partners 

(Alberta) Inc. 
 University of Calgary 

Vice President  Co-Chair of Member Services  Member 
Mark Brown, CMC  Valerie May, CMC  Keith Hamilton, CMC 
Meyers Norris Penny LLP  Doxa Management Consulting Inc.  Mikisew Cree First Nation 

Past President  

Member, Responsible for 

Regulatory and Policy Matters  Co-Chair of Member Services 
Jennifer Jennax, CMC  Jon Pascoe, CMC  Anthony Kwiatkowski, CMC 
City of St. Albert  Pascoe Management Consulting Inc.  Deloitte 

Secretary/Treasurer  Member  National Certification Council Rep 

Russell Mascarenhas, CMC  Paul Avender, CMC  Edgardo Gonzalez, CMC 
R&H Dynamic Solutions Inc.  Grant Thornton LLP  Projects Recovery Specialists Ltd 
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CMC-Alberta Strategy 

Vision 
CMC-Alberta's vision is closely aligned with the national vision and it positions our CMCs for a 
prosperous future.  Our Vision is where we want to be in the future; it inspires us as we carry out our 
mission. 

CMC Alberta is the single voice of the management consulting profession for our clients, the 
general public and our members. 

Mission 
Our purpose; our reason for existence: 

CMC Alberta regulates the profession in the public interest.  We also respond to and promote: 

• The general public and clients' understanding of the unique competencies of certified 
management consultants.   

• Our members' professional development needs 

Values 
These are the principles we hold dear. We commit to them uncompromisingly as the future unfolds. 

• Enable our members to create value for clients through professional development, expertise 
and insight. 

Our focus is on how to create value for clients through the professional development of our members. 
Expertise should be shared and developed through our professional regulatory association.  The CMC 
certification training helps establish the standards for regulated consultants. Annual conferences and 
professional development activities are essential to the ongoing value of the CMC credential.  

• Operate with integrity by adhering to the highest standards of excellence in consulting services. 

Our focus is to foster professional standards and integrity of all members. Our formal and ongoing 
professional development and Code of Conduct supports the delivery of excellence in consulting services. 

• Ensure our members abide by the Professional Code of Conduct. 

For the protection of our clients and the general public, it is paramount that CMC-Alberta holds our 
members to the Code of Conduct and deals expeditiously with individuals who breach the Code and/or 
the Certified Management Consultants Regulation under the Professional and Occupational Associations 
Registration Act. 
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Strategic Objectives 
Our strategic objectives provide specific direction over this three year business planning period as we 
strive to achieve our vision.  

1. Build value of designation  

Performance Measure(s): 
• Revise the CMC Regulation in 2012 to reflect leading practices in professional regulation.   
• Increase regulated members' compliance with continuing professional development 

requirements to 100% from its current 80%.   
• A minimum of 5 CMC Alberta sponsored and other professional development opportunities 

are offered to members each year 
• 70% of members are satisfied or very satisfied with how CMC Alberta has enabled them to 

connect with other members 

2. Engage our members 

Performance Measure(s):  
• 40 % of members of involved in the board, a committee , events and other member driven 

activities (target is the number required to adequately resource and address current and 
future requirements) 

• 80% of members attend one CMC Alberta sponsored event (target should be % that 
attended last year plus) 

• 80% of members are satisfied or very satisfied with the level of communication they are 
receiving from CMC Alberta 

3. Grow and retain members  
Performance Measure(s): 
• 450 CMCs by 2012 (increase of approximately 200 CMCs for an annual target of 70) 
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Turning Strategy into Action 
In order to realize our strategy, CMC-Alberta must focus on a few key areas.  

Strategic 

Objectives 

Actions Responsible 

Build value of 

designation 

1) Communications 

o Advocacy initiative to promote the designation in government 
and equivalence with the PMP designation 

o Link to CMC- Canada, etc. 
o Create and execute a plan to communicate regulatory role and 

value  
o Communication plan to members on the value statement to 

maintain PD compliance – Link compliance with public messages 
in PD events 

 
• Advocacy 

Committee 
• President 

2) CPD Compliance 

o Increase members' compliance with CPD requirements to 100% 
o Communicate member’s compliance via public events 

• President 
• Vice President  

3) Amend the 2005 Certified Management Consultants Regulation • Practice Review 
Committee 

4) Offer various networking and PD Event Opportunities 

o Annual conference 
o Promote 3rd party PD opportunities 
o Expand the VP role to include external relations 
o Business & public sector business community showcases 

(Chamber of Commerce and other venues) 
o Establish relations with other institutes such as CMA Alberta 

• Member Services 
Committee 

 
 
• President 
• Vice President 

 5) Support the Quality Management System Framework 

o Develop a framework, for use by the institute’s members, that 
will focus on how to implement a Quality Management System.  

• Chair, QMS 
Committee 

Engage our 

members 

 

1) Build volunteer base 
o Identify our volunteer requirements - needs and wants 
o Develop case for volunteering – communication, messaging and 

specific asks 
o Volunteer recruitment 

� Target key individuals and firms  
� General information and broad based recruiting  

o Develop and communicate volunteer recognition guidelines  
2) Create a monthly newsletter 

o Commitment from the Board to provide regular input 
o Commitment from the Board President to provide a regular 

update (President’s Report) 
3) LinkedIn 

o Actively maintain the CMC – Alberta LinkedIn group page  
 

4) CMC Alberta section of the website 

o Actively maintain with timely and relevant information for our 
members including updates from NCC and Registrar. 

o Potential to add a “Marketplace” segment to the website where 
we could advertise shared office space, opportunities etc. 

• Board members 
• Committee Chairs 
 
• Volunteer 

Coordinator 
 
• Volunteer 

Coordinator 
 

• Member Services 
Committee 

 
 

• Member Services 
Committee 

• Member Services 
Committee, NCC 
Representative, 
Registrar 
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Grow and retain 

members 

1) Complete the Memorandum of Understanding (MOU) with the 
University of Alberta to recognize MBA graduates' competencies in 
pursuing the CMC designation. 
o Start on campus presentations to MBA classes by board member 

who can communicate the benefits of the CMC designation. 
 

2) Start developing an MOU with the University of Calgary 
 

3) Target major firms 
o Discover why these firms are not supporting CMC 
o Schedule presentations to the consulting groups in these firms 

4) Executive track 
o Identify list of potential candidates 
o Initiate personal contact with each candidate 

 
5) Broad based marketing in Alberta 

o Establish Marketing Committee  
o Assisting new CMCs from the executive track building the value 

of the designation within their organizations 
o Support Advocacy Committee in creating demand among 

institutional clients 
o Support building of long-term relationships with Universities 

and marketing to the future CMCs  
 

6) Connect to CMC-Canada 

• President 
 

 
• Vice President  

 
 

• Public Member 
 

• Vice President 
 
 

• Board Members 
 
 
 
• Marketing team  
 

 
 
 
 
 
 
 

• Marketing team 
member to join 
CAMOC 
(Communications 
and Marketing 
Operations 
Committee) 

 
Each individual or committee will develop a timeline to complete the tasks outlined in the above action 
plan, ensuring their deliverables are met within this business planning cycle.
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Enablers 

Member Services Committee  
The Member Services Committee is committed to providing CPD and networking opportunities for CMC-
Alberta members and prospective members.  At minimum, our goal is to host a conference each year 
along with a networking event during the Holiday Season. 

The annual conference for 2010 will be held October 2, 2010.  In 2011, we are planning to join forces 
with other western provinces. 

As volunteer capacity allows, we will plan additional PD events throughout each year. 

 

Legislative Responsibilities 
As a regulatory authority, CMC-Alberta demonstrates its accountability to protect the public interest 
through two committees:  

Registration Committee 

1. The Registration Committee is accountable to the Board to conduct activities relevant to 
registration and the annual renewal of registration. 

2. The Registration Committee works closely with the Registrar to ensure members comply with 
the Act, the Regulation, Bylaws and policies. 

3. The Registrar may provide advice and draft policy for the Registration Committee's 
consideration on matters related to members' registration including, but not limited to: 

3.1 Initial membership and annual membership renewal.  

3.2 A process by which the competencies of an applicant for registration as a member will 
be reviewed to determine if they are "substantially equivalent." 

4. The Board may also request the Registration Committee, in collaboration with any Standing 
and/or Ad hoc Committees, to become involved in projects and initiatives such as: 

4.1 Professional services by members and related issues. 

4.2 Reviewing the Code of Conduct. 

4.3 Mutual Recognition Agreements, authorized by the Agreement on Internal Trade. 

4.4 Inter-professional issues. 

4.5 Liaison with CMC - Canada. 
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Practice Review Committee  

1. In accordance with the Act, the Regulation and Bylaws, the Practice Review Committee conducts 
activities, advises and makes policy recommendations to the Board regarding the development, 
ongoing operation and evaluation of the practice review and continuing professional 
development programs. 

2. While accountable to the Board, the Practice Review Committee works closely with the 
Registration Committee and Registrar to ensure regulated members' compliance with the Act, 
the Regulation, Bylaws and policies. 

3. The Practice Review Committee provides advice and drafts policy for the Board's approval on 
topics including but not limited to: 

3.1 Continuing professional development program rules. 

3.2 Evaluation of regulated members' compliance with the practice review and continuing 
professional development programs. 

3.3 Complementarity with the National Certification Committee's policies and initiatives. 

4. The Board may also request the Practice Review Committee, in collaboration with the 
Registration Committee and Special Committees, to become involved in various projects and 
initiatives, including but not limited to: 

4.1 The provision of consulting services by regulated members and related issues. 

4.2 Rules of professional practice and the Code of Conduct. 

4.3 Mutual Recognition Agreements, authorized by the Agreement on Internal Trade. 

4.4 Inter-professional issues. 

4.5 Liaison with CMC - Canada. 

Advocacy Committee 
The Advocacy Committee is an ad hoc committee of the CMC-Canada to develop an advocacy strategy 
for the CMC designation in Alberta. This strategy will be developed in consultation with the Board of the 
Institute of Certified Management Consultants of Alberta to achieve the following objectives: 

1. Raise awareness of the CMC brand among management consulting purchasers in the public, 
private and not-for-profit sectors of Alberta. 

2. Develop a strategy for encouraging the Government of Alberta to recognize the CMC as a 
desired requirement in Requests for Proposals for management consulting services. 

3. Determine the feasibility of templated materials to support these strategies such as pre-written 
Letters to the Editor for use if potentially inappropriate conduct by a non-CMC is reported.   

4. Determine the resources, responsibilities and cost to implement the developed strategy. 
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5. Document the ‘lessons learned’ and provide an advocacy strategy template for other provinces 
to use. 

6. Determine the next steps required to ensure the strategy’s effective implementation. 

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 
The path to growth of volunteer base: 

1. Identify our volunteer requirements - needs and wants 

o President, Board and Committee Chairs to provide list of current volunteers, minimum 
need and future wants 

o Develop case for volunteering – communication, messaging and specific asks 

2. Volunteer recruitment 

o Target key individuals and firms - Alberta practice leaders , FCMCs, Executive Stream 
Candidates 

o General information and broad based recruiting - General membership, Universities, 
Other related entities 

3. Formalize volunteer recognition 

o Develop and communicate volunteer recognition guidelines 

CMC – Canada Support 
In order to effectively execute this business plan, the volunteers who contribute their time and energy 
to the Institute need support from CMC Canada.  CMC Canada also requires the institute to contribute 
to a number of the processes and initiatives as well.  Some of these items are highlighted below. 

CMC Support to ICMCA 

The service provided to the Institutes are outlined in the teaming agreement. This is meant to highlight 
some of the key items we need to support this business plan.  TBD Refined with input from CMC 

Canada 

• Member services and registration support including the administration of the registration and 
member dues processes, member database reporting, and member information provision. 

• Newsletter publication and member notices. 
• Contribution to Institute marketing and member service events (critical is support to 

conference). 
• Lobbying and advocacy support with national firms, agencies and government organizations. 
• Leveraging of efforts by other jurisdictions. 
• Materials and collateral to support member recruiting. 

ICMCA required to provide CMC Canada 

• Participation on key task forces and committees—NCC, Advocacy, Marketing, PD Task force. 
• Input and information regarding member services committee decisions from the Registrar. 
• Updates to the Business Plan. 
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Annual Budget 
Each year we will update this section of the business plan with our annual budget.   

  
  

Budget 
2010 

Budget 
2011 

Budget 
2012 Comments for (2010 - 2012) 

  
      

Income       

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

Member services revenue (500 per 4 
networking events) 

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

2010 (302 members x $50). 2011-2012 
assumed 75 new members/yr 

 
Annual conf revenue 30,000 30,000 30,000 

Assumption: Better revenue from 
sponsors and more participants 

Total Income 47,100 
 

50,750 
 

54,500 

Expense       

 
Administration 600 650 650 POARA fees ($400) 

 
Marketing 0 0 0 Need input from marketing plan 

 
Board Expense 6,000 6,000 6,000 Assume 3 in person meetings per year 

 
CAMC 0 0 0 

CAMC is no longer charging for "little 
stuff" 

 
Consulting expense 0 0 0 

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

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

 
Service charges (Bank) 50 50 50 

 
Telephone 0 0 0 CAMC has taken these costs on 

 
Website Expense 100 100 100 

 
Office Supplies 50 50 50 

 
Professional Fees 1,943 1,943 1,943 Accounting firm 

 
Program Expense 0 0 0 Already covered under member services 

 
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 

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

Total Other Income 400 400 400 

  
400 400 400 

Net Income (Profit/Loss) 
 

758 
 

4,358 
 

8,108 
 

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

  
      

Cash in Bank at end of Year 
2009 12,948     

Amount in GIC 
Rate: 
0.3% 29,276.00     

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

                    

 


