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INTRODUCTION

This updates and replaces the previous
Strategic Plan completed in 201Mhis
document is itended to provide a high
level overviewof the key strategic
priorities to be addressed by the board
and executive over the nextiree-year
period from 2017 to 20Q

The plan idased on direct inputrom
members of the Board of Diraars and
Executive Committeall members of
the GMCC staffis well aother
business and community leaders.

Strategic planning provides the
framework for effective leadership. It
sets out theChambe® mission, core
purpose and strategic priorities: why it
exists,what it stands for, and what it
wants to accomplish.

This plan is based on the significant
progress that has been achieved to date
and sets a new direction for the
organization.
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The recommendationfcus on2 key
priority areas:

0 Ensuring there is much greater
awareness, understanding and
appreciation of GMCC and its
core role among members,
business and community leaders
and decision makers.

0 Ensuring board membeese
able to fully engage in key
strategic decisions in a way that
best utilizes their time.

It is very important to note that this
planincludes a mix of short and long
term goals, some of which will take
yearsof work to complete Work plans
should be @veloped based on these
priorities and be reviewed regularly to
ensure they are achievable within the
resources available.

Based on the higlevel strategic
direction of the board, the CEO will
make necessary adjustments to staff
work plansand priorities

Finally, this plan recommends some
significant changes to how the board
operates on an ongoing basis: Like any
strategic plan, it will be critically
important to have the full support and
commitment of the board and exatve
in order to be successfully
implemented.
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Greater Moncton Chamber of Commerce

The Greater Moncton Chamber of
Commercgromotes the success of its
members and the economic wdbleing of
the overall businessommunity.
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Greater Moncton Chamber of Commerce

To propel the Greater Moncton region to
unrivaled economic growttthat leads New
Brunswick to a prosperous future.
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Greater Moncton Chamber of Commerce

ConnectGrow. Prosper.

I. Connectc GMCC members seek connectedness in different
ways at different times depending on the size,-btage, and
AYYSRAFUGOS ySSRa 2F GKSANI 60dza Ay €
anticipate and offer solutions to those needs that broadly
affect oy members.

I. Create opportunities to meet and interact with other
members.

ii. Directly offer or point to external services that help
members connect and grow.

lii. Represent members on issues with elected officials

Iv. Celebrate and encourage businesgellence in the
communitythroughout theyear.
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Greater Moncton Chamber of Commerce

Connect. Grow. Prosper.

ii. Grow¢ GMCC provides specific tools and initiatives to help
I ROy OS YR 3IANRg 2dzNJ YSIhao SNBE Q ¢
their needs will vary widely over time.

I. Providesupport and advice for businesses seeking services not
offered by the GMCC.

ll. Provide mentoring, educational and professional development
opportunities where members identify a need.
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Greater Moncton Chamber of Commerce

Connect. Grow. Prosper.

iii. Prosper¢ GMCC is 100% independently fund@&tere is no
other organization that can speak collectively and freely on
behalf of our members and for the Greater Moncton
businesommunity.With this independent voice, the GMCC
IS bestpositioned to champion the prosperity of our region.

I. Advocate on behalf of members to ensure key leaders and
decision makers fully understand the issues that impact the
growth of the communityand the prosperity of the Greater
Moncton region.

ii. Lead the publicliscussionod 8 8dzS& AYLIRZ2 NIy G 02
business growth and development.

lii. Proactivelysupporteconomic development issues and
opportunities that will affect the continuing succeasd
prosperity of Greater Moncton.



PRIORITY ACTIONS 202018

Priority action
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Substantial

completion
date

1. Adoption of Revised Mission, Vision & Values

Approval and adoption of the new Mission Statement, Vision and over
strategic plarrecommendations.

Governance: review compliance with currentlays with regard to
revisions to governing documents and communication with members

Development of presentation materials to make it easy for members g
other stakeholders to understarahd appreciate.

2. Implementation of Work Group Structure

Board discussion and agreement to initial group structure.

Identification of appropriate leaders for each of the workgroups as we
adoption of the proposed guidelines and termseofgagement.

Review of current bjyaws to determine implications of working group
structure and appropriate modification and adoption as required.

Initial meetings of each working group including a review of key
issues identified during recestakeholder interviews.

Review and adjust structure and operation of working groups to addre
any issues that arise during implementation.

Review andissess resourcdbat will berequired in the future based on
preliminary priorities of the working groups.

Review staff job descriptions and work plans to ensure alignment with
new strategic priorities.

3. Comprehensive Communication Plan

Development of a comprehensive communication flanmedia and
other key stakeholder groups.

Significantly advance GMCC awmzess, relevance and understanding
among all relevant stakeholder groups including public and private se
leaders and decisiomakers, media, and the general public.

/| 2YAARSNI AYLIX SYSY Gl aAaz2y 2F +y |
communication tool.

Consider appropriate timing for a new high profile evet#9 02 y 2 Y
LYLF Ol 2 F cPONIEEIdING 3y BESDBNI2L I BWH

4.0ngoing Operations

WD2OSNY I VI@ENEFNILBBDGIONI AYyAy3a aK?
full board.

Continue to ercuteregular programs and activities of the Chamber for
current membersand to attract new members
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Committee Work Plan

MEMBERSHIP

MembershipCommittee Mandate

The primary focus of this working group will be to ensure GMCC is constantly
attentive to the real value delivered to membeMembers are the backbone of thi
organization Therefore, it is critical to ensure that they remain fully aware of ho
GMCC not only helps their business today, but also helps ALL business for the
community for the future.

1. Membership CommittedBriefing & Orientation session

0 Review of specific priorities and objectives of the membership comaitte

0 Briefing of key issues identified during the stakeholder interviews with board
members and community leaders

0 Review of terms of engagement ftire committee and identification of roles
and responsibilities.

o Development of protocol for reporting to the executive and board.

2. Developing a work g@in for the committee:

o0 By far the dominant issue identified during stakeholder interviewslaed to
membership value:
0 Whensomeoneaskd g K& &dK2dzZ R Y& O2YLJ
2N o KIF G R2 ga boar$riemBedsiaff ahd ideally |
all Chamber members should be able to answer that question w
confidence.
o Developing a detailedrork plan will be critical to ensuring the executive are
aligned with the priority initiativesg,
3. Priority Issues (From Stakeholder Interviews

i. Member Engagementd got myinvoice in the mai the last time | heard
TNRBY GKS /KIYOSNI gl a tFad &Sk N

0 Review and assessment of the membership experiernoav many
points of contact annually

o0 How to create moreengagement; within existing resources.

o Very limited staff resources available fetention initiatives ¢ is
there a role for the board, the committee, or even volunteer
members to increase frequency and level of engagement of
member contact.
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3. Prlorltylssues(From Stakeholder Interviewsc 6 / hb ¢ Q5 0

Member Knowledge G Xot sure we know exactly who our members
FNE> aSOG2NAR ¢S NBLINBaSyias 20K
0 How to significantly advance the general knowledge among
board members of thenembership compositioq by humbers,
by size, by industry, by duration of membership, by ownersh
etc.
o Develop communication tools, infographics, key messages |
incorporate in alchamber events and public messages.

Member Feedbacka X 2dza G adl NI Ay3I G2 G U
Chambemdatabasetool but not really well understood even internally
gKIG AG OFy R2 F2N) YSYOSNAXE

o Development of a plan to introduce new/existing members
the online capabilities of the Chamber.

0 Isthere a way to deepen feedback from members or to
increase response rates if surveys continue to be the primal
feedback mechanismgother ways to use the database to
engage members

New Member Integration:d Xy S¢ YSY0oSNBR 27F Sy,
expectaton ¥ G KS aAil S FyR aortsS 27
NEFf SOG GKS NBIFfAGE XE
o Develop activities and initiatives to increase new member
engagement YSYO SNE Q LISNOSLIIA2Y 7
related to their degree of involvement.
o Develop grocess for new members including specific
discussion about how they can help the Chamber and how {
would like to get involved.

v. Micro Member Support a X ¢S ySSR (2 0S &dzNA
needs of the solentrepreneurg they make up a lot abur
YSY0 SNEKALIXE

0 Better understand the unique needs of micro entrepreneurs
particularly in the early stages of startup but also more
established.

0 Are there special programs that should be developed to helj
them achieve their primary objectives: e.g. traig &
development, connecting with prospects etc.

Vi. S

Big Member Engagementt XK2 g Oly ¢S 08S U KS
gAUGK2dzi GKS oA33aSail odaaAaySaasSa
o Development of a contact plan for big memberahat role

can the board/ staff/ committee play ibuilding stronger

relationships.
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Is there a way to be of more value to big members to ensurg

the relationship is mutually beneficial.
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Events Committee Mandate

The primary focus of this working group will be to ensure thanajor events are
reviewed on a regular basis to ensure they are well aligned with the main objec
and priorities of the membership andexpptimized to help achieve both the
member engagement and financmaibjectives of the chamber.

1. Events€Committee Briefing & Orientation session

0 Review of specific prioritiend objectives of the eventommittee.

0 Briefing of key issues identified during the stakeholder intervig@@snterviews
with board members and community leadérs

0 Review oterms of engagement for the committee and identification of roles &
responsibilities.

o Development of protocol for reporting to the executive and board.

2. Developing a work plan for the committeePRIORITIES

While the leadership anonplementation of ongoing events gimarilythe
responsibility of the CEO and staff, this commi@eele is primarily forward
looking.

o Work plan priorities should be on how to keep events relevant, vibrant and
increasing value to members and paipignts.

o 2KAtS SEAaAGAY3T SgSyia O2yildraydzsS (2
revenue generation, this committee should have primary responsibility for n
high-profile event ideas to bring forward for consideratiqe.g. ship building
summit,

w

. Priority Issues (From Stakeholder Interviews

i. NewProfileEventd XA KAL) o0dzAft RAYy 3 adzYYAd |
GKS 0Said dKAy3a 6S RAR F2NJ oONAYy3IA
y2 2yS Stag ¢la R2Ay3I AGX

0 Are we missing the boat on the tourismsurgence? Tourismin S
NB

o Private Sector role in Economic Development

o Development of a plan to explore feasibility and logistics of
initiating a new ondime eventg themes, partners, resources etc.

0! yYSg LINRPFTAES S@Syld OF WIo DN
reports on key economic indicators in Greater Moncton

i. Excellence Awardst KA IKSaG LINRPFAES SOSyid a
showcase the winners aftére
o For many nominees, the excellence awards are very highly regd
q is there a way t@nsure that the winners maximize the visibility
and communication of the award.
o Isthere a way to add more value for all nominees regardless of

wins: e.g. a prprinted newspaper supplement featuring profiles
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