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My Directive from Search 
Committee & Boards

Address the declining 
membership

01
Change in publications 
model needs to be 
addressed (open 
access … offset 
declining revenue)

02
Overall: Need to 
market our programs 
more dynamically, 
systematically

03



New 
Marketing 
Dep’t

Began work in January ’23

Initial Focus: Membership & Annual 
Meeting marketing

Results
Headed for first membership 
increase since 2012

Annual Meeting on trajectory 
to break attendance record

Time to turn our attention toward 
certification



The Me, Me, Me 
Generation

“There they are, those 
preening narcissists 
who have to document 
every banal moment 
with their cutting-edge 
communications 
technology.”

December 30, 1985



CCA Program Marketing

• Overall number of CCAs has declined

• Consistent with workforce dev issues we hear about 
everywhere

• New exam registrations dropped significantly in 2022-23

• Continuous testing might have contributed

• But decline is consistent w/ workforce trends

• There’s opportunity out there to tell the CCA story 
better…

• And to pursue new tactics to drive registrations



Case Study—CFA Institute



Association for Investment Management & Research (1997)

Sleepy membership and 
credentialing 
organization

Had 18,000 members & 
about 40,000 candidates 
in its educational 
program

Successful despite 
unimaginative approach 
to marketing

Management & staff 
weary of “cheapening” 
organizational principles 
with marketing

And it showed



The “CFA Story” left untold
Didn’t want “growth for growth’s sake”

Believed candidates & members would arrive no matter what we did

Felt that “marketing speak” would corrupt organization’s reputation (academic-like environment)

Sophisticated audience accustomed to reviewing materials from world’s most successful companies

Story needed to be told, but needed to be told elegantly (and “CFA” was the brand, not “AIMR”)

“Tell the story through the eyes of the members”

“Let the members tell the world what we’re about”



CFA Program 
“Marketing”



The Annual 
Report



The Member 
Newsletter



Public 
awareness 
advertising



Changing the story

• Let members & stakeholders tell the story
• Let members show global reach though words & images
• Tell the story with elegance, without being too “sales-y”
• Allow members to articulate the value proposition
• Show the influence & reach of members (where they worked)



Applied Storytelling….

…to our marketing collateral



Applied storytelling…

…to our publications



Applied storytelling…

…to our advertising

Photography & messaging fed all 
marketing channels:

• Website
• Presentations
• Graphics @ educational programs
• The members took center stage



Growth in numbers, influence & relevance
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Began 
Storytelling 
Approach

Thought was 
that CFA 

enrollment had 
reached plateau

Invested more 
in storytelling, 

fueled by more, 
targeted 

advertising• Growth in size & revenue had never been 
the explicit goal

• But the resources and sphere of 
influence the growth enabled was 
definitely welcome

• Ability to influence best practices and 
standards on a global basis



Case Study—W3C



Case Study: W3C

• A consortium that literally founded the World 
Wide Web

• Still define the standards that allow the Web to 
exist

• They were way to humble, way too 
conservative

• Their mission suffered

• Needed a new approach, to tell their story 
better



What Inspires You about W3C?

A non-profit that doesn’t have a commercial objective, only to make the world a better place

Equitable, fair, collegial

The origin story is inspiring, a values-driven project

It shapes a platform to enable so many people to create, discuss, change, build, and create more 
potential with improvement over time

Working together through policies, processes, and institutional memory to change the world at a 
scale that is incredible in the impact

From staff & key stakeholder interviews w/ Virtual, October 2021



W3C Accomplishments over Next 10 years?

• Play an essential role in the evolution of the Web

• Web standards are developed the same way they are now

• The Web spreads its wings and W3C spreads into these areas

• More and more rich capabilities to make the Web a more capable 
platform

• A way for consumers to get more access to data

• Increasingly support areas like financial services, supply chain, 
manufacturing, media & entertainment

• Continue to make the Web more accessible, private, secure

From staff & key stakeholder interviews w/ Virtual, October 2021



Marketing Assets

STORY: THE 
CENTRAL FIGURE 

IN FORMATION OF 
THE WEB

INFLUENCE OF 
MEMBER 

COMPANIES

MEANINGFUL 
POSITIONS, 
PROJECTS,  
INITIATIVES

EXPERTISE OF 
STAFF

MASSIVE, EXISTING 
LIBRARY OF CONTENT

Existing presence on social media 
platforms



What Will Enable Success for W3C?

Processes Demystified. If someone has 
great idea, they have levers and 
capabilities of W3C to engage the Web 
technology community to make them 
happen

Awareness. More people having 
knowledge of W3C and its programs 
(esp web technologists)

Collaboration. Harness collective 
energy of people to jump in and make 
things happen 

Consensus. Everyone talks about the 
need for more secure infrastructure 
and privacy … getting that done right is 
a moonshot and there’s no commercial 
interest in making that happen

Marketing can support all of 
these success drivers

From staff & key stakeholder interviews w/ Virtual, October 2021



W3C’s Branding Peers

We champion help 
and a better future 

for all

A world where 
human rights are 

enjoyed by all

To prevent and 
alleviate human 

suffering wherever it 
may be found

We help build a better world by 
advancing innovation safety, 
sustainability, and connected 

security

Reducing global poverty, 
encouraging international 

trade, and promoting 
financial stability and 

economic growth

The free encyclopedia

Ensure the ability of 
the earth to nurture 

life and all its 
diversity

Stop the degradation of 
the planet’s natural 

environment and build a 
future in which humans 

live in harmony with 
nature

Privacy, simplified Leading the Web to its full 
potential



Storytelling Example (for 
W3C)

Nasdaq leverages its listed companies









The Stock Market for the Next 100 Years

BECAME KNOWN AS THE STOCK MARKET 
FOR HIGH-TECH & MODERN COMPANIES

NOTICEABLE SHIFT FROM NEWSPAPER TO 
WEBSITE

DID A GREAT JOB OF LEVERAGING THE 
MEMBER COMPANIES TO TELL THE 

NASDAQ STORY



Recommendations

MINE & LEVERAGE 
EXISTING CONTENT

TELL THE W3C 
STORY IN NEW 

WAYS

MEMBER 
SPOTLIGHT SERIES

COOPERATIVE 
ADVERTISING & 

SOCIAL GRAPHICS

NEWSLETTER 
FACELIFT

NEW COLLATERAL SEIZE 
OPPORTUNITIES 
FOR VISIBILITY





Messaging can be general 
brand development

and/or 

Tactical support for specific 
programs

Targeted or micro-targeted at 
specific audiences



Paid Social
Graphics

Videos

Blogs

Using new content or 
leveraging library of content & 

resources



Recommendation 4: Cooperative Advertising & Social



Leveraging Members
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Changing Our 
Marketing 
Model 

• Marketing air support boards’ boots on the ground

• Tell our story better

• Get our story in front of more eyeballs

• Better understand our target market



What Are We Trying 
to Do?

1. Better understand the needs of our 
market (those seeking certification + 
their employers & influencers)

2. Better meet the needs of our market

3. Recruit more CCA candidates

4. Lose fewer CCAs

5. Engage CCAs in new types of 
programs

6. Certify more people

7. Advance our mission





Available Tactics

• Email (sustained campaigns)

• Unpaid social

• Paid social

• Paid digital (Feathr)

• Collateral

• Employer outreach



Today’s Conversation

What are the major benefits of holding certification? 

What drives decision to register for certification?

Who (what) are key influencers on candidates’ decisions to register?

Touchpoints w/ potential candidates? 

What tools do you need to get in front of more eyeballs?



What are the major benefits 
of holding certification? 



What drives decision to 
register for certification?



Who (what) are key influencers 
on candidates’ decisions to 
register?



Touchpoints w/ potential candidates? 



What tools do 
you/we need to 
get in front of 
more eyeballs?
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