Creating a dynamic value
proposition that resonates

The Forum of Canadian Ombudsman creates best practices
and standards for ombuds in all sectors

Problem Approach

* In 2020, COVID-19 led to the cancellation of Halmyre conducted a classic value proposition
the key biannual conference, a drop in strategy engagement tailored to the size and
membership and a loss of non-dues complexity of the FCO. To do this, Halmyre:

education revenue. » Carried out a situation analysis, an

* The board’s new leadership sought a value environmental scan, a SWOT analysis, and
proposition strategy to re-engage the financial and membership data analysis;
board and refocus the organization’s
mission and vision.

* Interviewed stakeholders and facilitated
a working board session;

* The goal was to provide more value and better
engagement to their ombud colleagues and
peers and thereby strengthen the organization
for the future.

* Interviewed and surveyed members;

* Developed a value proposition strategy with
a three-year strategic plan; and

* Recommended service and program
improvements to strengthen value.

Articulating FCO’s Outcome

Unique Value P iti . . L.
e T g * A 34% increase in membership since 2020.

* A 10% YQY increase in overall revenue with a new

Outcomes of this Value Proposition Sponso rshi p program.
Activate FCO's Orientation from flat to progressive: your key suecess factors
Koy Succoss Factors * Improved retention in 2021-2022 to exceeding 90%.
=+ How did our ke a difference to the tion today?
i i o s o e * A board-approved value proposition strategy that
o of o o e i WA chngs e s VAN EC3 sneben s united and focused the organization.
to be the leaders they want to be. Focus on building the profession from the “bottom-up”.
* An action plan to drive value creation and
Key Performance Indicators enhancement, including a resource plan.
et focused, and get active — ready indicators you can control today and into tomotrow = T

1. Social Media — Initiate a social media strategy starting with re-engaging with the social media L4 A d as h b 0a rd Of key success fa Cto rs an d key

vehuclesvalready popula!ed ina way that is regu\an reflects the brand, reflects best pracl\ca and . .

T e e e e performance indicators that enabled the board and

B s s s ponebishi i RO ma nagement to oversee progress.

2. Membership engagement and increases in membership numbers as reflected in .

: ::z::::z:: Z:,:::zg:gs;:é reduction in attrition Abigail, the Blossoming Leader ° Re_e nga ged mem be rsh i p an d VOI u nteer

S g S e A SR o ’- board leadership.
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A value proposition strategy
that unites and focuses an
----- engaged organization
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halmyre

spark growth



