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Global Vision

Build a rich global meeting industry community

Local Vision:  (Comment:  chapters should really support the global vision and mission.  You are a part of the global association and a charter was given to you to help accomplish global objectives in your local community.)
Global Mission 

Make our members successful by building connections to:

Knowledge/Ideas

Relationships

Marketplaces

2007 – 2008 Global Strategic Imperatives:
· Build a Great Organization

· Create a remarkable culture and structure

· Evolve from Association to Global Community

· Deploy programs, knowledge platforms and brand architecture to align with vision

· Reinvent Business Relationship with Chapters

· Invest in chapters to create channel partnerships around community results

· Elevate the Member Conversation and Experience

· Elevate programs and services to a higher level of experience and business return

Objectives (Pathways to Excellence)
Strategy 1:

Create professional development pathways and resources that enable members to evolve their careers towards positions of strategic understanding and influence

Strategy 2:     

Increase awareness and influence about the value of meetings with senior decision-making executives at corporations, associations and organizations 

Strategy 3:  

Identify trends and deliver innovative solutions to ensure MPI is the premier market place for both suppliers and planners.

MPI BC Chapter Value Pillars

Emotional Intelligence:  Through the power of listening and acknowledging each other and everyone’s unique individual needs and contribution, a self-aware leader is able to create a fun environment to motivate, inspire and empower.
Core Values:  We believe that integrity, respect, trust, honesty and flexibility are essential core values for building a rich global meetings industry community.  As leaders we approach our responsibilities with enthusiasm, commitment and our best effort within a balanced environment.

Business Skills:  As a Board, our commitment to our chapter will be to develop a strategic plan to ensure we deliver networking and educational programs based on the needs of our membership while maintaining the financial well-being of the chapter.
Process:  An efficient leader takes a balanced and ethical approach to holding their team accountable.

Visionary Approach: We will inspire support and empower our teams.  We are able to see the big picture in a positive, flexible way. We will use judgment to balance creativity and innovation with established and proven best practices.

MPI British Columbia Chapter Business Plan
Summary

The MPI British Columbia Chapter was incorporated in the 1986-1987 fiscal year, and has grown to a chapter of approximately 180 members.  It is the fourth largest Canadian chapter after Toronto, Ottawa and Montreal.  The chapter will assist MPI by building a rich local meetings industry community through connections to new ideas and knowledge, relationships and marketplaces, which in turn will make our members more successful.

The operating environment is affected by a variety of global and local factors.  Globally, these factors include a trend towards green meetings, which the chapter is very well placed to capitalize on, as its membership is based in possibly one of the greenest cities in North America (Vancouver).  Other global trends include the cost of fuel and the threat of terrorism.  The strong Canadian economy and dollar (at its highest point in 15+ years) is also a trend to watch.  The continued globalization of the world puts British Columbia in competition with new destinations such as Asia and the Middle East.  Technology has far-reaching impacts, ranging from work-life balance and anticipated response times to the effect of technology on meetings to opening up the world to increased competition.
Locally, the speed of business has volunteers in a time crunch.  This velocity also affects how we do business, from shorter lead times to lack of training.  The city is under development for the 2010 Olympics and this affects commuting time to events, although it has a potentially positive impact through raising the profile of the city on the world stage as well as providing new facilities, such as the convention centre expansion.  Conventions are becoming larger, with more rooms nights attached, although the facilities are small as compared with US venues in cities of similar sizes.  The face of the workplace is changing with younger workers and trends such as working at home.
Competition also affects this chapter.  There are several other associations related to the industry in the city, and they compete for volunteer time, membership dollars, and publicity and branding in the market.  Partnerships might be possible in several areas.
The goals for the chapter focus in the areas of education, finance, membership and communications.  
Operating Environment

Global Industry Trends 
Our chapter is particularly affected by:

· Green meetings

· Cost of fuel (cost of airline tickets to get to destination may be affecting attendance)

· Crackberries (Blackberries)

· Younger generation has different technology experience (i.e. Facebook)

· Passports (Western Hemisphere Travel Initiative); perception that it is a Canadian law, not a US one (it is a US law)

· Strength of the Canadian dollar…possibly at par by the end of the year

· Changes to the GST rebate program

· Technology in general….webinars, etc. might replace in-face meetings

· Global diversity; local suppliers might be supplanted by suppliers from almost anywhere in the world

· Threat of terrorism; world unrestful

· US delegates might prefer to do events in US; less likely to go to a foreign destination due to the threat of terrorism

· Competing destinations such as the Middle East and China; world is opening up; more aggressive destination marketing programs than Canada

· Work-life balance…back to basics

· Speed of business; quick turn-around; shorter lead times; expectations of instant response

· Experient (Conferon) competing with US chapters in the US with planner education days
· Construction of additional facilities in US

· More savvy consumers; expecting more and more knowledgeable as to what to expect and what they want; technology helps research

Locally

· Time:  People are busy

· Last minute decisions

· Labour shortages…the war for talent 

· Training (lack of)

· Amount of time to focus on planning is limited when it is not your main job function

· Traffic and commuting times to events

· 2010 (Olympics); 
· venue construction

· More interest in destination

· Getting world attention

· Convention centre expansion

· World Education Congress 2010 (MPI)

· Hosting new customers; bigger conventions with more hotel rooms than ever before

· Labour dispute issues; unions

· Work-life balance; might affect attendance

· Sellers’ market in the US but not in Canada or at least in this destination
· City-wide groups:  “buyers’ market” as compared to destinations in US, which give subsidies to groups
· Small facilities as compared to some US facilities

· Different work paradigms…distance work, “home-sourced”, remote workers changing the face of employment

· Third party planners becoming more prevalent as opposed to having a corporate planner on staff

· Outsourcing to third party planners
· Vancouver has very few corporate HQ

· Challenged with large off-site venue selection

Competition
The following groups compete for the time and resources of our members:

· PCMA

· ISES

· Vancouver Board of Trade
· Tourism Vancouver
· CSAE

· Vancouver AM Tourism Association
· Spirit of Vancouver
· Vancouver DT Business Association
· CSES

· Hotel specific events
· Competing calendar events
· BC Chapter of AMA
· CAPS
· Human Resources Management Association
They compete in the following ways:

· Prior partnerships
· Volunteer and member time
· Money (sponsors, fees)
· Calendar time
· Membership
· Publicity and awareness in the local business community (BRANDING)

Partnerships may be possible through:
· Joint Meetings
· Database Swaps
· Co-marketing
· Cost sharing
· Sponsorship bundles
· Increasing industry awareness 
· National Meetings Industry Day
Resources

Our chapter resources consist of:

Funding

Our chapter has a total of $__(?)_____, to fund programs this year (See appendix A for budget)

Time and Talent

Our chapter has ___(?)____ volunteers, who, in total, can devote ___(?)____hours per week to our chapter. To utilize all the talent that is available in our chapter, we need to engage other members and efficiently use their time. To do so will involve us in motivating, coaching mentoring and delegating.

Marketing and PR Opportunities

To maximize the value of the MPI brand, we will promote and market our chapter by using:

· Business media – Business in Vancouver, ???
· Industry media ??- 

· Newsletter and website – www.mpibcchapter.org 
· Mailings - ??
· Promoting use of the MPI member logo

· Current chapter logo
Through membership referral programs and recognition events, we will reward and encourage members to promote our chapter and its programs.

MPI Resources

Our chapter will make full use of the tools and assistance provided by headquarters, especially:
· Director of Canadian Development
· Canadian Office

· Peer to Peer Chapter Exchange Program

· Website toolkits
· Database

· Other Canadian chapter contacts

· Other international chapter contacts

· ??
Monitoring and Evaluation Tools

To ensure that we accomplish our plans and remain committed to our objectives, we will:

· We will apply the following success criteria:

· Education:  We will design and deliver relevant quality education programs to meet the educational needs of our members.  On a scale of 1-5, scores of 4.5, or higher, for our events

· Membership:  To increase membership by 20 members and maintain a retention rate of 80%

· Communications:  Create a marketing database of over 2000 contacts; will have 100% of content for newsletter received on time; increase overall revenues to $5000; creation of benefit sheet
· Public Relations: Will develop a press media kit
· Finance (?)

Constraints

We are aware that the following may prove to be constraints or obstacles:

· Time
· Volunteer Resources
· Imprecise processes and tools 
· No go-to (administration) person
Objective 1 

Create professional development pathways and resources that enable members to evolve their careers toward positions or perspectives of strategic understanding and influence.

	Outcome
	Lead
	Budget
	Completion Date
	% Completion

	1.1 Design and deliver relevant quality programs to meet the educational needs of our members.
	Education team
	
	
	

	1.2 Offer a CMP study group.
	Education team
	N/A (offsetting revenue and expenses
	January 2008 during PEC
	0%

	1.3 Send maximum number of Board members to the Chapter Leaders Conference in Dallas.
	President
	
	
	

	1.4  Send the President and President Elect to Canadian Leadership University
	
	
	
	

	1.5  Provide advanced educational programming to our members through the Go WEST conference.
	
	
	
	

	1.6  Send President and the PE to the WEC and/or the PEC to represent the chapter internationally.
	
	
	
	

	1.7 Use the newsletter as a tool to educate.
	
	
	
	


Objective 2

Increase awareness and influence about the value of meetings with senior decision-making executives at corporations, associations and organizations 
	Outcome
	Lead
	Budget
	Completion Date
	% Completion

	2.1 Create a special event to give back to the local community and raise awareness in the industry.
	
	
	
	

	2.2  Create a media reception to coincide with the Schmooze at the Sheraton to raise the profile of the association.
	
	
	
	

	2.3 Partnership with other local associations to increase the database and cross-sell educational opportunities.
	Immediate Past President
	
	
	


Objective 3

Identify trends and deliver innovative solutions to ensure MPI is the premier market place for both suppliers and planners.
	Outcome
	Lead
	Budget
	Completion Date
	% Completion

	3.1 Ensure the RFP process is thorough, timely and fair to all.
	
	
	
	

	3.2 Provide marketplace opportunities at least two
events.
	
	
	
	

	3.3 Provide spotlight opportunities at each educational event.
	
	
	
	

	3.4 Create and maintain strategic sponsorships
	
	
	
	

	3.5 Explore new opportunities to communicate with members through technology.
	
	
	
	

	3.6 Implement and communicate strategic sponsorship plan between portfolios.
	Director of Sponsorship
	
	
	


Objective 4:  Maintain a vibrant and healthy chapter.
	Outcome
	Lead
	Budget
	Completion Date
	% Completion

	4.1  Maintain accurate financial records.
	VP Finance
	
	
	

	4.2  Create, review and adjust budgets to ensure they fit the financial reality and goals of the chapter.
	Board
	
	
	

	4.3  Ongoing communication within the Board through regular board meetings, retreats and through technology.
	
	
	
	

	4.4  Board member attendance at events
	
	
	
	

	4.5  Implement member care and recognition program
	
	
	
	

	4.6 Maintain a retention rate of 80%.
	
	
	
	

	4.7 Increase membership by 20 new members
	
	
	
	

	4.8 Identify and target meeting planners for potential membership.
	
	
	
	

	4.9  Clarify and tighten job descriptions to become more accurate and to pass on to future Boards.
	Board
	
	
	

	4.10 Continue and build on recruitment and retention incentive plans.
	
	
	
	

	4.11 Hire a resource to generate leads and to follow up/qualify recruitment leads from other sources.
	
	
	
	

	4.12 Create a student recruitment and involvement program.
	
	
	
	

	4.13 increase attendance and generate revenue at all events
	
	
	
	

	4.14 Increase advertising revenue through various innovative solutions
	
	
	
	

	4.15 Ensure the newsletter is distributed in a professional and timely manner
	
	
	
	

	4.16 Secure placement in print and broadcast media
	
	
	
	

	4.17 Improve and maintain the website.
	
	
	
	

	4.18 Create and implement a mentorship program.
	
	
	
	

	4.19 Explore the possibility of hiring a paid administrator.
	
	
	
	

	4.20 Explore the possibility of applying for an international Award of Excellence.
	
	
	
	

	4.21 Communicate with the membership through such tools as focus groups and surveys.
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