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Wednesday, August 23, 2017 

 

BOARD of DIRECTORS MEETING 
8520 Allison Pointe Blvd. Suite 220, Indianapolis, IN 46250  

 

MINUTES 

 

Present: Peter Clonts, Tom Cook, Paula Hoback, Jim Connor, Nahir Giorgi-Linares, Myles Watson, 

Austin Johnson, Mary Ann Sanchez, Matthew Chambers, Myra Ansley, Lucia Villalobos, Rich Bayley 

Phone: Jason Jackson, Pru Strain-Gamso, Erin Hervey, Tammy Lantz 

 

Call to Order: Meeting is called to Order at 6:08 pm 

 

Last Meeting Minutes  

 Approved by Rich, Mary Ann seconded the minute approval. 

 

Past Open Action Review: 

 Quarterly Business Review  

o Peter to send out to everyone. Shows increase/decrease of course purchases.  Overall 

decline of 20%.  149 exams were taken.  CBAR did well.   

o Were supposed to have a quarterly review with corporate, but have had a difficult time 

doing that.  Will hold until have clearer intent of review.   

 Student Case Competition  

o Peter to follow up with Dr. Chai once he returns to campus in August. 

 Reached out, but haven’t heard back. 

 Indiana Logistics Directory  

o Peter and Tammy to work on getting in this publication.  Item open.  

 Still open.  Will touch base with Tammy. 

 Rich to schedule website training in July.  Item open.  

o Still open 

 Peter to ensure volunteers and new members are on distribution list to get meeting invite and 

reports. 

o Will close out by next meeting. 

 

New Actions for Next Meeting: 

 Peter will extend the current Strategic Plan through the end of the 2017 fiscal year, and send out 

via email for the board’s consensus. 

 

President Update: Peter Clonts 

 Strategic Plan 

o The Strategic Plan is still fairly viable.  
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o Marketing is making large changes, so Peter would like to propose to keep the Strategic 

Plan the same and update the plan to include 2015 to 2017 Program Years.   

 Then we can approach the entire plan correctly next year, when we have a better 

understanding on the large changes to our marketing strategy.     

 The goal is to have it completely updated by next year.   

o The current plan is already three years old, and it is intended to be a three year document, 

so we need to create a new three year one. 

o Not sure it adds value to stop and redo it all today, because of the large upcoming 

changes to our marketing strategy.  

 It is unlikely our four core values will change.   

 But with our new marketing programs, our tactics might change, making the 

marketing strategic plan quite different.  

o The monthly board reports should be aligning the metrics to the strategic plan already.  

o CBAR first past will be done in January, so we can finalize the strategic plan in March. 

o Right now, if we put an extension on the current plan, we will pass CBAR, but we won’t 

be adhering to our board’s guidelines. 

 But, we will have a strategic reason for not updating it now (waiting until we have 

a better idea on what our marketing strategy and tactics will be) 

o Don’t think we have the bandwidth to update it how it needs to be updated now.   

o If we extend it, this document (updated as an extension) is what will get submitted to 

CBAR, which is acceptable.  If it gets questioned, we can explain that we will be 

devoting more time to it later. 

o Not comfortable with voting and approving an unedited document. 

o We are not voting on approving an unedited document, we are voting on whether to 

extend the document now, or completely rewriting the Strategic Plan now. 

 

 Motion: To extend the Strategic Plan through the end of the 2017 fiscal year.  The strategic goals 

will be the same to next year.  Throughout the year, will look at the strategic tactics and revise 

them thoroughly, so we can revise the entire Strategic Plan prior to March 2018.   

 Second: Tom 

 Vote: Ayes have it. 

 Resolved: Peter will revise the strategic plan, to extend it through the end of 2017’s fiscal year 

and circulate via email, for the board’s consensus.  

 

Finance – 2017-2018 Budget: Tom Cook 

 Thank you to everyone for getting budgets turned in quickly.  Special thanks for Pru who was 

traveling, and still got them turned in! 
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 We’re spending a lot more on marketing.  At what point do we say that it was or wasn’t effective 

and stop spending money? 

o Mentioned a 6% increase membership revenue from last fiscal year to this year.   

o What kind of results on education and membership should we see?   

 Education might not be as bad as we thought, and we might not spend the whole $20K 

o Longer term, we would hope that through the marketing we would see a 10% to 25% 

increase in attendance in meetings and events. 

o But a 10 to 25% increase for a meeting, or an event is what two people? 

 The increase in students’ attendance is important.  If program breaks even, that’s typically good.  

 An approach would be to reduce the marketing budget a bit.  If we run out of that, we can 

approve more.   

o We can base the approval off of results from educations or programs. Why not cut it back 

to $10,000, and then approve more if it’s working out?   

o We don’t have a good formula: for every X dollars in marketing, we should see a Y 

increase in this metric.  We haven’t developed that yet. 

 Would rather see an increase in education and programs instead.  

 We do know most of our education revenue comes from private companies and private classes.   

 How does that chapter make money on the CPIM with the learning system since we don’t make 

the books anymore?   

 There is a 20% margin on the classes.   

 Last year Toyota was a amazing sponsor. This year, so far, there is only 1 lead from 1 private 

firm, and have not been able to book them yet.   

 Will try weekly classes in addition to Saturday classes. 

 Brought the margin down from 30% to 20%, the classes were so expensive.  Very concerned if 

we don’t have marketing that we won’t have much attendance for classes. 

 On some of those courses, the price per person changed from month to month…the income per 

person was different.  Why is that? 

o We have six costs for course: when we spread those costs over different amounts of 

people, the income per person is different.   

 We didn’t market at all last year.  If we want to get these numbers up, we need to market.   

 Should ask for feedback, “Where did you learn about this class” so we can begin to collect where 

they learned.  If it’s the same old same old, then we’ll know our new channels aren’t working, 

but if not, we’ll know the new marketing is working. 

o Agrees with tracking where they learned about it.   

o Don’t want to drop the margin anymore.   

 We need to market more to private companies.   
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o Can schedule separate meeting to target the marketing to the private companies, and 

small businesses.   

 CPIM did not compare favorably in the past to other professional courses, but now it should be.   

 Peter’s recommendation is to reduce the marketing budget to $10K, and if more is needed, 

propose more and review at that time. 

 The Strategic Plan says we are going to be fiscally sound and retain 1 years’ worth of expenses.  

1 years’ worth is $100K.  We have $160K in reserve.  Our budget is saying that we want to use 

$40,000, 2/3 above and beyond this year alone. 

 On the other side, we’ve had significance changes in education structure.   

o Not sure you’re going to see a good view if you don’t do marketing.   

o Who is to say what we do with marketing is effective?   

o When we have these decisions, we need to be conservative, but not so conservative that 

we didn’t try. 

 If you go back to 2006 we have never had less than $70,000 in revenue in education.  The 

biggest risk is not that the demand is going away, but it’s that it’s finding other avenues. 

 There is a budget line item for $12,000 in direct mail, what is that cost? 

 We didn’t budget anything for direct mail.  It’s just a category title.  These are advertising costs 

through IBJ and LinkedIN.   

o It’s a consistent charge per click.  

 We haven’t marketed to our target market, in years, and we want to do it now.   

 We now have a committee, not just one person doing marketing.  We’re going to have to try 

some new things, and those new things are going to cost money. 

 

o Jason showed us how to create a marketing campaign on LinkedIN. 

 

 It’s about $983 for two platforms (Linked In and IBJ), per month.   

o That’s how it got to be $12,000.   

 Students use LinkedIn, so do professionals who are looking for new jobs (and both of those 

groups are more likely to take a professional course.)   

 None of us know what we get for $1,200 verse $12,000, because we haven’t marketed at all in 

previous years.   

 It feels funny to spend 2/3s of our budget this year. 1/2 might be easier.  

o It’s easier to cut the marketing budget, but there is the option to increase or add more if it 

is successful. 

 

 Motion: Reduce the marketing budget in half to $10,000, with the provision that if marketing is 

successful, we can approve more later.  
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 Second: Tom Cook  

 Vote: Ayes have majority  

 Resolved: The budget is approved. 

 

Marketing Update: Jason Jackson 

 Please use new form for support from the Marketing Committee to market any material.   

 

Programs Update: Lucia Villalobos 

 September’s Indy Eleven event is now posted on website.   

o Need approval for $750 for 30 tickets.    

o No, now we have an approved budget, so you don’t need it approval. 

 Jason coordinated the Rolls Royce tour for Sept 29
th

 at 1:00 p.m. 

 Myles coordinated the Tow Yard Brewery event for Step 28
th

. 

 October 12
th

 is Alice Bowman. The location is pending, likely at IUPUI campus. 

 Working on scheduling a tour at Cummins in October the week of the 23
rd

. 

 

Education Update: Pru Strain-Gamso 

 Is working on schedule and quotes this weekend. 

 Has not registered for National Conference. Peter will follow-up. 

 

Quality Update: Paula Hoback 

  No update. 

 

Student Ambassadors: Myles Watson and Austin Johnson 

 Quick, offline discussion on how to pay for the Tow Yard Brewery event.   

 

Student Chapters: Mary Ann Sanchez 

  Win!  Found the correct advisor at Purdue.  Interested in being a student chapter.  

 

Membership: Matthew Chambers  

 Waiting on APICS corporate.  Will send out update. 

 

Company Coordinators: Jim Connor 

 No update. 

 

Publicity: Erin Hervey  

 Will publish chapter newsletter the last week of every month. 
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IT/Web: Rich Bayley 

 No Update 

 

 Motion: Any board member can attend any event at no cost as a “thank you” for your service to 

the board. 

 Second: Tom 

 Vote: Ayes have majority 

 Resolved: Approved 

 

District Representative Update: Tammy Lantz 

 Tammy will not be attending the district meeting.  She will be out of the country.  

 No new updates about the district meeting from last meeting.   

 Corporate is Re-structuring the student case competition, the Great Lakes District is not in 

control anymore.   

o Tammy’s understanding is that only 8 teams will be allowed to compete, instead of the 

previous 24.  

o Didn’t the case competition originate from the Great Lakes District? Yes. 

 

Administration: Myra Ansley 

 Minutes now include pictographs for action items, great ideas, and kudos. 

 

Adjourn: Meeting is adjourned at 8:14 pm 

 

Board Updates:________________________________________________________________ 
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