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I. Executive Summary

Marketing has not been a priority in the Chapter over the last three years primarily due to lack of volunteer support in this area or no active Marketing VP or Director assigned.  Responsibility for marketing the Chapter during the 2006-2007 Board Year is the ultimate responsibility of the VP, Marketing, primarily assisted by the appointed Directors in the Membership, Education, and Operations areas.  Additionally, each and every Board member will be enlisted as necessary to support the marketing effort.  Governance over marketing activities and budget is accomplished through the Chapter President, the VP Operations, the VP Education, the VP Membership and the VP Marketing.

The Marketing Goals, as also outlined subsequently and in more detail through projects in this document, for the 2006-2007 Board year are:

· Email to appropriate market segment an information “flyer” encouraging participation for  ALL Chapter Education offerings three weeks prior to offering start

· Conduct an analysis of local company needs for programs and education offerings based on local market, industries and diversity of business by end CY 2006

· Target five non-Corporate member companies to deliver marketing collateral encouraging becoming an APICS corporate member by Board Year end

· Establish both a volunteer and a company recognition program by May 2007; run this recognition program to provide determination of recipients of this recognition/award by end of Board Year

· Email to appropriate market segment an information “flyer” encouraging participation for ALL Chapter non-Education events one week prior to event start

· Establish at least two announcements through radio or TV media that prominently mention APICS by Board Year end

· Support the Operations Event Owner of both the Top Management Night and the Joint NAPM PDM through development of Marketing collateral with the Operations Event Owner for these events as well as communicate information for these events; timing of communications to be at Operation Event Owner’s discretion

· Complete all projects in Section VII of this document satisfactorily and within time limits outlined

Introduction

The purpose of this Marketing Plan is to outline the goals, projects and required budget for APICS NTEX Chapter # 150 Marketing activities for the 2006-2007 Board year.  According to the APICS President and President-Elect Chapter Leadership Manual, ( 2005, the functions assigned to the Director or VP of Marketing are the following:

· Survey members and customers
· Publicize chapter activities
· Promote the benefits of education and membership
· Identify current and potential customer needs
In addition to those key functions, an assumed function is to support retention of existing members in the chapter.

For the 2006-2007 Board year, Marketing activities will concentrate on enhancing or providing the following in its projects:

· Increasing membership through marketing to past members and non-members who have attended Chapter functions
· Increasing education participation through targeted campaigns for each education offering
· Increasing PDM participation through establishing new media communications (radio and television) as well as the standard email communications
Needs/Problems

Approximately 80%+ of our members do not feel that the program of scheduled chapter events is enticing enough to attend those scheduled events.  The lack of a filled volunteer position in the Marketing area over the last two years has contributed to this chapter participation malaise.  There are many other assumed factors as to why this fall in chapter participation and membership is occurring:

· In the austere economy, companies are no longer subsidizing APICS membership for their employees

· Manufacturing companies, the primary source of past Professional and Corporate member participation, are moving away from the Dallas/Fort Worth area

· A growing percentage of our Professional membership are finding themselves in transition between jobs and are questioning the value of participation in chapter activities because of personal financial constraints

· APICS chapter participation is not seen as appealing to employees in non-manufacturing industries

· Many members appear to see the benefit of joining APICS to receive discounts while pursuing CPIM or other education priorities but lack the interest to continue their membership, or participate in chapter activities, once those education activities have been completed

II. Research

Research and analysis was conducted to determine some initial baseline facts about our Chapter.
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Is there a direct correlation between chapter membership size and PDM Attendance?

Figure 1:  PDM Attendance vs. Membership Size
As the figure above shows, there does not appear to be a direct correlation between chapter size and attendance at dinner meetings.  Consequently, increasing membership in the chapter apparently will not automatically increase attendance at the chapter’s primary network event, nor will it automatically increase revenues produced from PDMs.  Something else must be done to increase PDM attendance.
Also, the figure above shows a significant membership drop since 1999.  This drop seems to have been stabilized two years ago and is showing a very slow recovery over the last year.

Has the class size for CPIM classes significantly changed over the years?

[image: image3.emf]Chapter Membership vs. PDM Attendance

87

53

72

65

58

57 57

1083

962

840

737

529 529

559

0

200

400

600

800

1000

1200

1999 2000 2001 2002 2003 2004 2005

Beginning Board Year

Members or PDM Participants

Average Monthly PDM Attendance

Members at BY End

Figure 2:  CPIM Class Attendance
Although there has been some reduction of CPIM class size over time, that reduction is not out of keeping with the reduction in membership also seen.  Since announcements of CPIM classes have inherently only been to membership, this reduction is to be expected.  Expansion of CPIM class announcements to non-membership could potentially increase class size.
What is the composition (members/non-members/CPIMs) attending PDMs?
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Figure 3:  PDM composition for 2005-2006 Board Year
Over one-quarter (27.7%) of the average attendance at PDM meetings last board year were non-APICS members.  Of the APICS members who attended PDMs last board year, over half of them on average (52.3%) were holders of CPIM certification.  This shows three targets of marketing opportunity - marketing membership to non-members who attend PDMs to increase membership; marketing CPIM certification to PDM attendees who are not CPIM certified to increase class attendance; and marketing PDM attendance to CPIMs who are members but do not habitually attend PDMs to increase PDM attendance and networking.
Other facts found during research:

· As of the beginning of this Board Year, our locally kept database consists of information on 7,945 individuals (“DB Info”).  This information is on 4,270 members or past members (APICS Membership) and 3,675 non-members
· DB Info has email information on 1,640 individuals (356 current members, 408 past members, 876 non-members)
· DB Info has address information on 5,703 individuals (555 current members, 3,629 past members, 1,519 non-members)

· DB Info has Work Phones for 5,285 individuals (371 current members, 2,869 past members, 2,045 non-members)
· DB Info has Home Phones for 2,280 individuals (195 current members, 2006 past members, 79 non-members)

· DB Info has no contact information whatsoever (no email, address or phone info) on 1,412 individuals (1current member, 62 past members, 1,349 non-members)
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Figure 4:  Contact Information in local NTEX Database (7,945 total records)
All of the contact information outlined above (subsets of data for market segmentation) can be used to structure a specific marketing campaign for Membership, Education or Operations.  If you have a project not listed in Section VII of this document, contact the VP, Marketing to determine if contact information could be made available to assist your promotion/campaign.  For any phone campaign it will be up to your department to provide the individuals to perform the calls – the scripts can be created jointly by your department and the VP, Marketing.  For any address mailings not contemplated in Section VII, your budget will be required to complete such a mailing as outlined in Section VIII of this document.
III. Market Segmentation

Market segmentation is the process to develop target markets for communication.  “Shotgun” marketing, where marketing collateral/copy is sent to all known marketing contacts, is typically an ineffective communications medium when attempting to persuade an individual to perform an action resulting with them paying a substantial sum (relative to them) to obtain something being offered.  The primary reason is that “shotgun” marketing has to be generic in content and you can not build a personalized enough message that will appeal to the specific consumer’s desire and wants (i.e. you typically need to let the consumer know that you consider them to be in a special or elite group in order to obtain their buy-in).  You also run the risk of being associated with “spam” communications and alienating your entire market if too many “shotgun” marketing collateral/copies are received from the Chapter.  You get much better results with targeted marketing to a group of consumers that should have an inherent interest in the product already, or when you develop that interest through your marketing piece to a group of consumers that meet the specific criteria for your offering.  There are three exceptions though that meet the criteria for “shotgun” marketing at our chapter – 1) informing all members that a new newsletter has been posted, 2) soliciting support to attend the monthly PDM and Tech sessions offered, and 3) informing individuals about a new offering that is open to all members and non-members (where market segmentation will NOT provide a specific target market).  Whenever “shotgun” marketing is used though, there should be a way to “opt-out” of receiving future communications specific to the collateral being distributed so as to not alienate the consumer about other chapter offerings and communications.
Consider the following message excerpt examples relating to “shotgun” marketing vs. targeted marketing as to how the message can be crafted to obtain buy-in.  In this example case we are attempting to obtain signups for a Detailed Scheduling and Planning class offered by the Chapter.
“Shotgun” Marketing message excerpt example:
We have openings for a Detailed Scheduling and Planning class to run for 8 weeks beginning xx/xx/xx.  The class will be held at <<location and address>>.  This class runs 3 hours on <<days of week>> and starts at <<time>> on those days.  Signup for this class on our website <<website URL>>.  The Detailed Scheduling and Planning class is part of the CPIM class of instruction designed to …
Targeted Marketing message excerpt example (target market is non-CPIMs, individual has taken the Basics of Supply Chain class in last three years, individual’s address indicates within approximately 20 miles of class location, individual has NOT taken the Detailed Scheduling and Planning class through the Chapter):
We have openings for a Detailed Scheduling and Planning class that will help you achieve your certification as a CPIM.  Since you have already taken the Basics of Supply Chain class, this is a natural next step toward achieving that certification.  You are receiving this message because the class is in close proximity to the address we have on file for you.  Our next offering of this class may be further from you, so you might want to take this class now to save on driving time and gas.  This class will run for 8 weeks beginning xx/xx/xx.  The class will be held at <<location and address>>.  This class runs 3 hours on <<days of week>> and starts at <<time>> on those days.  Signup for this class on our website <<website URL>>.  The Detailed Scheduling and Planning class is part of the CPIM class of instruction designed to …
I think we can all agree that the targeted Marketing message should be more appealing to its recipients than the “shotgun” marketing one would be to those same individuals.  There will still be individuals who attend the class that were not part of the targeted market communication and they probably heard about this class through either the Newsletter, Website or PDM announcement.  The “Shotgun” marketing message above would have been redundant since, because of its genericity, it could only “rehash” the same message that was in the Newsletter, Website and/or PDM announcement whereas the targeted message could appeal to “hot buttons” of the individual.
The table below denotes the standard segmentation groups that have been established for the 2006-2007 Board Year (target markets for communication).  Use the Market Segment ID(s) below to denote recipients of your desired communication when requesting a target communication that is not covered in Section VII of this document.  Custom segmentation beyond this list can be requested for a particular communication and the VP Marketing will, if possible through DB segmentation and available data, endeavor to fill those requests.  See Appendix A to initiate a request for custom segmentation or communication requests not covered in Section VII of this document.
	Market Segment ID
	Description of Segment1

	1
	All Chapter members (559 as of 6/1/06 – includes 33 Student Associates)

	2
	All known non-members who have attended a Chapter function or offering

	3
	All Chapter members with CPIM

	4
	All Chapter members with CIRM

	5
	All Chapter members with CSCP

	6
	All Chapter members without CPIM

	7
	All Chapter members without CIRM

	8
	All Chapter members without CSCP

	9
	All Chapter members and non-members by Zip Code (allows geographic specific communications)

	10
	All Chapter members within 90 days of suspension

	11
	All Chapter members within 60 days of suspension

	12
	All Chapter members within 30 days of suspension

	13
	Previous Chapter members suspended since 1/1/2006 (or an inclusive date subset of this segment)

	14
	Current Corporate Billing Members

	15
	Current Corporate Voting Members

	16
	Current Professional Members

	17
	Current Retired Members

	18
	Current Student Associate Members

	19
	Participants in Chapter class offerings for last 5 years by class

	20
	Participants in Chapter seminars and tours for last 3 years by offering attended

	21
	Participants in a Chapter PDM for the previous Board Year (or any other PDM subset since 1996)


NOTES:
1 To the extent that data is available – Market Segments in the table can be combined or subtracted to create a specific target market for communication.
IV. Goals for 2006-2007 Board Year

· Email to appropriate market segment an information “flyer” encouraging participation for  ALL Chapter Education offerings three weeks prior to offering start
· Conduct an analysis of local company needs for programs and education offerings based on local market, industries and diversity of business by end CY 2006

· Target five non-Corporate member companies to deliver marketing collateral encouraging becoming an APICS corporate member by Board Year end

· Establish both a volunteer and a company recognition program by May 2007; run this recognition program to provide determination of recipients of this recognition/award by end of Board Year

· Email to appropriate market segment an information “flyer” encouraging participation for ALL Chapter non-Education events one week prior to event start

· Establish at least two announcements through radio or TV media that prominently mention APICS by Board Year end

· Support the Operations Event Owner of both the Top Management Night and the Joint NAPM PDM through development of Marketing collateral with the Operations Event Owner for these events as well as communicate information for these events; timing of communications to be at Operation Event Owner’s discretion

· Complete all projects in Section VII of this document satisfactorily and within time limits outlined

Projects

All Board members will be relied on as necessary to make each and every one of these projects successful so that we can achieve the goals outlined in this plan.

Membership Projects:

	Project #
	Description
	Market Segment IDs

	001
	Email to all non-members outlining benefits of membership once per quarter during the Board Year
	2

	002
	USPS mailing to known Manufacturing companies headquartered in the Chapter geographic area outlining the benefits of Corporate membership by end 2006; this mailing will include a survey on needs
	N/A


Education Projects:

	Project #
	Description
	Market Segment IDs

	003
	Email to applicable members and non-members three weeks prior to an education offering encouraging participation
	MSID 1 MINUS current Certified members (MSIDs 3-5 as applicable) MINUS previous consumers of class in last 5 years (MSID 19) PLUS MSID 2


Operations Projects:

	Project #
	Description
	Market Segment IDs

	004
	Email an information “flyer” encouraging participation for ALL Chapter non-Education events one week prior to event start
	1 PLUS 2

	005
	Support Top Management Night participation by email and USPS Mailing to appropriate companies
	1

	006
	Support joint NAPM participation through emailing
	1 PLUS 2


General Marketing Projects:

	Project #
	Description
	Market Segment IDs

	007
	Establish both a volunteer and a company recognition program by May 2007
	N/A

	008
	Establish at least two announcements through radio or TV media that prominently mention APICS by Board Year end
	N/A

	009
	Establish a marketing metrics program by end Aug 2006
	N/A


V. Budget

Providing funding for Marketing activities should be considered an investment in our future.  In order to support the project activities outlined in Section VII of this plan, the following estimated budget is required.


	Project #
	Description
	Anticipated Costs

	001
	Email to all non-members outlining benefits of membership once per quarter during the Board Year
	

	002
	USPS mailing to known Manufacturing companies headquartered in the Chapter geographic area outlining the benefits of Corporate membership by end 2006; this mailing will include a survey on needs
	$150

	003
	Email to applicable members and non-members three weeks prior to an education offering encouraging participation
	

	004
	Email an information “flyer” encouraging participation for ALL Chapter non-Education events one week prior to event start
	

	005
	Support Top Management Night participation by email and USPS Mailing to appropriate companies
	$225

	006
	Support joint NAPM participation through emailing
	

	007
	Establish both a volunteer and a company recognition program by May 2007
	$450

	008
	Establish at least two announcements through radio and/or TV media that prominently mention APICS by Board Year end
	$200

	009
	Establish a marketing metrics program by end Aug 2006
	

	
	TOTAL
	$1,025.00


Requests for any USPS mailings not contemplated in the projects outlined in Section VII will require the following budget transfer to Marketing to support the mailing:

· $0.45 for each contact to be provided a mailing of less than 4 standard weight (25 lb or less) black and white or color printed 8 ½ x 11 pages

· An additional $0.25 for each page provided on glossy 48-lb paper

· Any other incidental charges actually anticipated to be incurred as a result of the requested USPS mailing or requirement for more than 3 standard weight pages; such charges to be agreed upon by the requestor and VP, Marketing prior to the mailing

Any other Marketing requests outside the scope of the projects outlined in Section VII of this document will require appropriate budget transfer as necessary to support the request, and the amounts of budget transfer to be determined between the requestor and VP, Marketing prior to the request being completed.
All required budget transfers to Marketing (NTEX Chapter 150 financial account # 5111) will be rounded up to the next higher dollar increment divisible by $25 (i.e. if the required transfer is estimated at $77.49 it will be rounded up to $100 in budget to be transferred).

Oversight for all plan projects is provided by the VP, Marketing.

Governance for the overall plan budget is provided by the Marketing Management Governance committee (see Section IX).

VI. Key Personnel

[image: image1.emf]
Metrics

· Status/metrics on goal/project achievement to be provided at each Board meeting
· Each Market Segment communication will be evaluated for effectiveness
APPENDIX TO MARKETING PLAN

Request for Marketing Support
Requestor: ______________________




Date: _____________

Market Segment IDs required for communication:  __________________________________________

Date communication needs to be sent:  ___________________

Description of Marketing request or communication; attach any diagrams/examples/graphics as necessary:

__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
__________________________________________________________________________________
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