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MISSION STATEMENT

The role of Marketing is to support and promote the activities of the Atlanta Chapter and the committees within the Atlanta Chapter and the educational and other initiatives of APICS, The Association for Operations Management. We will use the C-BAR, the Chapter Benchmarking and Reporting document, provided by APICS international / parent organization, as a guide and tool for achieving this goal.
The success of the Marketing committee will be measurably improved service to the following key customer categories:

· Professional Members

· Corporate Members

· Non-Members

· Student Members

The Marketing Committee will develop and execute strategies to assist the APICS Atlanta Chapter in 

· Attaining a Gold level C-BAR ranking

· Having successful programs and tours in terms of attendance

· Holding financially successful classes and workshops

· Maintaining and / or increasing membership
· Adding value to the membership

· Developing partnerships and joint ventures with other organizations and associations

· Collaborating with and supporting the business community

· Serving the manufacturing, logistics, supply chain and associated consulting industries

· Cultivating new talent and future volunteers by outreach to students and educational institutions.

· Supporting the initiative of APICS international organization.

· Increase Awareness of APICs and the Atlanta Chapters activities and services.

· Penetrate the Service, Retail, and Health Industries
CUSTOMER  PROFILE

The Atlanta Chapter serves four distinct customer groups, Business Community, Certified Professionals, Academia (which consists of Students and Professors), and the unemployed.  These four groups have different needs that must be addressed by the chapter.  In order to service such large and diverse groups, timely and accurate Communication from the Chapter is critical.   

Business Community

· A large number of the members work for Consulting or Software firms.  Many members are interested in certification, networking, professional growth and recognition.  By the nature of their business many these members travel during the week, and need services that are on the weekend or in a concise form.  

· There are many small to medium manufacturing firms in the area.  These firms are looking for education to help them in this fast paced economy.  They may or may not be interested in certification.  They have a need for basic manufacturing education, which the Fundamentals, Inventory Control and Lean Manufacturing material will help to fill. 

Certified Professional

· Certified members needs are Certification Maintenance, Professional Development, and Networking Employment Opportunities.
Academia

· There are many Universities in the area but very few students join the Student Chapters. Student Chapters are successful when there is a strong Student Chapter Liaison championing APICS.
· Students are interested in Employment Opportunities, Networking, and Professional Development,

· Professors are interested in Professional Development, and opportunities to network with others in Supply Chain to discuss current and future trends in Resource Education.

Unemployed

· The economic problems of the past few years hit the Atlanta Chapter severally, with membership dropping approximately 40% since 1999.  Many members who lost their jobs did not renew their membership.  Those who have kept their membership, either by paying themselves or asking for an extension, do so for the networking.

· Their primary need is Networking and Employment Opportunities.

· For those who are CPIM or CFPIM, there other need is Certification Maintenance.
MARKET AREA ANALYSIS
· The Atlanta Chapter serves the metropolitan Atlanta and Athens areas, and parts of North Georgia.  It encompasses a large geographic area that consists of 67 cities.  Metropolitan Atlanta has had 3 of the 10 fastest growing counties in the nation, the highest population growth in Forsyth, Ga. with a 13% increase from 1997 to 1998.

· Membership in June 2008 was approximately 755 members; this number varies during the year.  Membership dropped by 26 over the past year.
· The majority of members work within the Greater Metropolitan Atlanta area, which consists of 20 counties.  The Metropolitan Atlanta area is densely populated, with over 5 million people.  Travel time from one location to another can be upwards of 2 hours in commuter traffic.  As quoted from the USA Today June 18, 1999:  “But traffic is where sprawl gnaws hardest in the daily lives of Atlantans. Drivers here endure the nation’s longest commute – an average daily round trip of 34 miles for each person in Atlanta.”
· At one time, a large portion of members in Atlanta worked for a Consulting or Software firm.  With the reduction in manufacturing over the past several years, we quickly lost this group due to the economy.
· The membership is spread over 100 different home zip codes.  Not all zip codes are in Georgia.
· Roughly 35% work in the city limits of Atlanta.

· Approximately 75% work north of the Atlanta airport.

· Academia (Students and Professors) is about1% of the membership currently, however in the past they consisted of more then 10%.  There are 4 Student Chapters in the Atlanta Chapter: DeVry, Gwinnett Tech, Georgia Tech, and University of Georgia.  The charter at Clayton State was pulled due to not having any students over the past few years.
· Approximately 35% of the members are certified at the CPIM, CFPIM or CIRM level, some attaining 2 certifications.
· As quoted in A push to keep Georgia working article in the Nov. 26, 2006 AJC: “Manufacturing jobs in Georgia peaked in December 1998 at 551,400, according to Georgia Department of Labor statistics.  Since then, it’s been a steady decline; the number of manufacturing jobs in September 2006 was 450,000.”
MARKET AREA ANALYSIS (CONT.)
· As quoted in Jobs continue to migrate article in the Nov. 26, 2006 AJC: “Our economy has to stay competitive, retrainable and flexible, which means that this lifelong-learning stuff is for real,” Prime said.  “The best thing workers today can do is learn how to learn and how to think.”
· A March 22, 2007 article in the AJC entitled “Atlanta’s population surpasses 5 million” had the following comments:

· “With the new census figures, Atlanta now ranks as the nation’s ninth largest metro area, behind Washington.”
· “…12 of the nation’s 100 fastest-growing counties since 2000 are in metro Atlanta...Forsyth, Cherokee, Dawson, Pickens, Henry, Coweta, Newton, Gwinnett, Walton, Barrow, Douglas and Paulding…”
· “After decades of lopsided growth on Atlanta’s Northside, the report confirms that development appears to be evening out.”
· As quoted in Atlanta Population Grows article dated March 27, 2008 by the AP: “In terms of percentage population gain, Gainesville, Georgia, ranked fourth nationally, with a 4.5 percent population gain.”
MARKET ECONOMIC ANALYSIS
SUMMARY:
The United States is currently facing the worst economic crisis since 1929.   The origins of the situation can be traced to a boom in real estate fueled by low interest rates and relaxed lending standards. The finance industry then created highly technical instruments for spreading lender risk (CDO’s).   The demand for these instruments and others (CDS) exploded on Wall Street...  The crisis was triggered when the U.S. suffered a decline in housing prices and related mortgage payment delinquencies and foreclosures. This failure lead to a reverse “Bullwhip” effect that rippled through the entire “Mortgage” supply chain.  Eventually holders of the CDO’s, primarily banks and investment companies, found that the value of those instruments had significantly plunged in value.   This loss of equity caused these lending institutions to be unable to loan money or cover their financial obligations.  Many Institutions, like Lehman Brothers. Failed. Merrill Lynch was forced to sell itself to BOA, and Bear Stearns and AIG were bailed out by the federal government. Consumers and businesses suddenly had great difficulty accessing credit, if they could get it at all.    The stock market plunged 2300 points since September 1, reaching it lowest level since 2003.  Most economists agree that the U.S. is now in a Recession.   
The news from European Union that the 15 country euro zone is in a recession, and news of a recession in Japan confirmed that the U.S. financial crisis has now become a global crisis.   Stocks, currencies and commodities around the globe have all fallen since September, signaling a loud warning that the recession has gone global. The Euro-zone CPM index dropped to its lowest level in its ten year history.   The index, which measures business activity in manufacturing and service industries dropped from 43.6 in October to 39.7 in November.
DETAILS and ANALYSIS:
· National Economic Fundamentals

· GDP      Real Gross domestic product – the output of goods and        services produced by labor and property in the US decreased by 0.5 percent in the 3rd quarter of 2008.   In the 2nd quarter, real GDP increased by 2.8 percent.   The outlook is for a GDP decrease of  5.0% percent in the 2008. 
· IMPORTS 
Real Imports of Goods and Services decreased by 1.9 percent in the third quarter compared with a decrease of 7.3 percent in the second quarter.

· EXPORTS
Real Exports of Goods and Services. Increased by 5.9 percent in the third quarter, compared to an increase of 12.3 percent in the second quarter.

MARKET ECONOMIC ANALYSIS  (cont.)
· TRADE    
The U.S. trade deficit  for September shrank 4.4% to $56.47 billion from $59.08 billion in August
The net implication of the changes in the fundamentals is that the US economy is slowing down and may be headed to a recession.  A recession technically requires two consecutive quarters of GDP decrease.  (BEA.gov  11/14/08).
· Leading Indicators
· CRUDE OIL PRICES - In its annual report, the IEA, the international Energy Agency warned that the world faces escalating energy costs in the years to come.   The cost of a barrel of crude Oil has fallen from a high in July of $147 to a Low (12/5) of $46.79.   In its October report, the IEA looks beyond the current financial crisis to predict that Oil supplies will grow tight again once world energy demand picks up and, therefore, Oil prices will rise.  (WSJ 11/7/08).
· EMPLOYMENT – The number of U.S. workers filing new claims for unemployment benefits soared past 533,000 for November. This is the highest monthly number since 1974. In October, the US economy shed 492,000 jobs, bringing the year to date total to 1.9 million.   The unemployment rate rose form 6.5% in October to 6.7% in November.  Economists think that the rate could hit as high as 8% in the coming months (WSJ.COM 12/5/08).
· DOW JONES (DJIA) -      Since the beginning of October and the beginning of the financial meltdown, the Dow has fallen 2000 points or 20%. (10,851 on 9/30 to 8,635 on 12/5). The Dow started the year at 13044 and is down 33% for the year.  Along with the historic drop in the price, the Dow has experienced extraordinary volatility.   
· Largest single day point loss:  -778  (9/29)

· Largest single day point gain:   936   (10/13)

· Largest intraday trading range:  1019  (10/10)*






*Wikipedia
MARKET ECONOMIC ANALYSIS  (cont.)
· Georgia Indicators

· MANUFACTURING  -  Manufacturing activity has dropped to its lowest level since the recession of 2001 according to the monthly survey by KSU.  The Purchasing Managers Index 
for Georgia (GPMI) compiled by KSU’s Econometric center fell to 34 in October.  A reading below 50 indicates that manufacturing activity is declining.  This is a drop of 5.6 points from September and 15.6 points from July.  Don Sabbarese, Director of the center said, “The manufacturing sector remains frozen, waiting for some sign of improvement”.
· EMPLOYMENT -  There were 72,627 claims filed for unemployment in Georgia in October.  This followed 56,652 in September.  The unemployment rate was 7.0 percent in October, up from 6.4 percent in September and from 4.5 percent in December of 2007. (GDOL.gov).  Hardest hit sectors included Construction and Manufacturing
OUTLOOK  Gad Levanon, Senior Economist at The Conference Board said recently,           “The economic developments of the last two months made it clear to businesses that demand for goods and services in the U.S. is declining, and businesses are responding by aggressively slashing their payrolls”. (TCB Release #5282 7/10/08).  Most estimates show this situation not improving until the third quarter of 2009.   In addition, John Lonski of the Moody’s said that “the expansion won’t return to pre-crisis levels until 2010”.
There is some hopeful news.   Many Economists think than we are through the worst part of the decline in this recession. Stephen  Stanley of RBS Greenwich Capital said, “ We’ve cut out a lot of the low-hanging fruit, and it gets progressively tougher to see such rapid rates of decline”.  
There appears to be two keys to pulling out of this crisis: Housing and Government Action. Housing is the critical link between economic and financial health, via the impact of falling home prices and mortgage backed securities sitting on bank balance sheets.  The problem is that as the economy worsens 
and unemployment rises, fewer persons can make their mortgage payments or qualify for new mortgages (BW 12/8).  The government has already taken steps to alleviate this problem with the $700 billion dollar bailout.  Additional Government action will probably include a bailout of the big three auto makers, $500 Billion Stimulus package (pushed by Democrats) and a possible (Obama) national infrastructure program.  Further government action, however, will have to wait until January, when the new President takes office.  

MARKET NEEDS ANALYSIS
Business Community

· Education – Certification and non-certification workshops, Seminars and Tours.
· Professional Development – Certification, Networking, Company Coordinator, volunteer to be on the Board, and Professional Development Meetings.
· Entry-Level Individual customers – Entry level topics (PDMs and workshops/seminars)
Certified Professional

· Certification Maintenance – Speakers at Professional Development Meetings, attending Professional Development Meetings, Seminars and Tours, and volunteer to be on the Board.
· Professional Development – Certification, Networking, Company Coordinator, volunteer to be on the Board, and Professional Development Meetings.
Academia
· Education – Seminars, Tours, and Certification Workshops.
· Professional Development – Certification, Networking, and Professional Development Meetings.
Unemployed

· Membership – Membership Extension

· Networking – Networking opportunities, and education in how to find a job.

VOICE OF THE CUSTOMER ANALYSIS

In order to assess the needs of our customers (member and non-member) we must hear their voice.
1. Professional Development Meeting Surveys (the same form to be used at each meeting) are to be distributed to all attending at each PDM.

· Professional Development Meeting Surveys results are to be compiled and distributed to all BOD members monthly.
· The results of the surveys are to be used to plan future events.
2. Conduct membership surveys, preferably via the internet.

· The results are to be compiled and distributed to all BOD members as soon as possible.
· The results of the surveys are to be used to plan future events.
MARKETING PLAN – By Customer Segment
Business Community
1. Education

· Market educational offerings to local companies via mass mailing.

· Provide at least 2 CPIM Certification Workshops, for each CPIM Certification exam, throughout the geographic Atlanta area.  CIRM Certification Workshops are to be scheduled based on demand.    

· Provide Certification Workshops in the evening and on weekends to meet customer need.

· Provide in-house Certification Workshops, by request.

· Provide Fundamentals Courses as entry-level workshops as requested.
2. Professional Development

· Schedule at least 10 Professional Development Meetings a year throughout the geographic Atlanta area.  Professional Development Meetings include tours. One of these meetings will be Top Management Night.

· Participate in at least one joint meeting with another Society when feasible.

· Participate in special industry events in the Atlanta area when ever feasible. 

· Increase company participation in the Company Coordinator program.

Certified Professionals

1. Certification Maintenance 

· Articles on Certification maintenance 2 times a year in the Newsletter and on the Website. 

· Give Certification Maintenance points for individuals that volunteer to help the Atlanta Chapter. 

· Give Certification Maintenance points for Company Coordinators.

· Hold workshops on Certification Maintenance before Professional Development Meetings.

2. Professional Development

· Give Certification Maintenance points to Attendees or Speakers at Professional Development meetings.

· Host Train-The-Trainer when demand dictates.

· Schedule an LDI workshop for senior and mentoring instructors when demand dictates.

Academia
1. Education

· Certification Workshops are offered at colleges and companies in the Atlanta area.  The workshops are offered in the evening and on Saturdays to accommodate attendees’ schedules.

· Provide the workshops at a reduce cost to the Students. 

MARKETING PLAN – By Customer Segment (Cont.)
2. Professional Development

· Students can attend any Professional Development Meeting at a reduce cost.  

· Board members are available to attend Student Chapter meetings.

· Student Liaisons on the Board of Directors are invited to all Board meetings.

· Recognition in the Professional Development Meetings for students that have participated in the Student Paper Competition.
Unemployed
· Conduct several pre-dinner meeting presentations on conducting a job search.

· Hold at least one pure networking meeting.  Over the past few years, this has been done in December.

EXECUTION PLAN
	Action
	
	STATUS

	1.  Add Lean course information to APICS Atlanta     website  
	Russ
	

	3. Improve APICS class attendance

a. Assemble PowerPoint presentation to be played during the dinner portion of PDM meetings; will contain general information on APICS and APICS classes/certifications  

b. Compile APICS testimonials  

c. 2/3 minute video marketing clips  
d. Develop better relationships with local colleges/schools  

i. Liasons

ii. Student chapters

iii. Better marketing on campuses


	Gary

Karin, Gary

Tabled

Scott, Brian
	Brian has constructed a Marketing Analysis of local Colleges to determine potential APICS interest.

	3.   Make Top Management Night a very successful/effective event

a. Devise/coordinate incentive plan for Chapter members to recruit as many “top managers” for event as possible  

b. Recognize members/companies that are the lead participants in the event  


	Sandra

Scott
	

	4. Chapter participation in local charity event

a. Choose charity event and coordinate significant Chapter involvement  
b. Develop and distribute press release  

	Scott and Mktg. Comm.

Karin
	


EXECUTION PLAN  (2)
	Action
	
	STATUS

	5. Membership Recognition

a. Plan end of year Membership Recognition event 


	Marketing Committee
	

	6. Continue to focus on increasing PDM attendance

a. Analyze surveys from PDMs  

b. Analyze tour attendees  
	TBD

Scott
	

	7. Focus on Recruiting “Non-Member Companies”

a. Extract/print reports from iChapter database  

b. Build meeting announcements/press releases for the 2nd half of the year  

c. Manufacturing Appreciation Week involvement for Chapter  

d. RECRUIT, RECRUIT, RECRUIT  


	Gary

Karin

Scott
Marketing Committee
	








..........
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