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BUSINESS MODEL AND STRATEGY

through
MISSION
AND GOAL

BUSINESS
MODEL

Helping people and businesses
in the private and public sectors
to succeed by being the most
relevant organisation in the
management accounting space.

MARKETS
The rapid pace of globalisation
and technological progress is
making change harder to predict
and organisations more vulnerable.

ACQUIRE
RESOURCES AND
RELATIONSHIPS

RISKS AND OPPORTUNITIES

Large and small, private and
public, businesses must compete
in an increasingly interconnected
and international market.
The aftermath of the global
economic crisis and a lack of
public trust in business also
create more hurdles.
Organisations must do more to
respond appropriately to risks
and protect the value they create.
6HHSDJH

GOVERNANCE
At CIMA our governance policies
and processes determine the agility
of decision making and our ability as
an organisation to effect change
and deliver our strategy.
6HHSDJH

DEEPEN

REPUTATION

Our business model describes how we will deliver our strategy.
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STRATEGIC
OBJECTIVES

our business model

To ensure management
accounting is seen as a critical
driver of sustainable success.

RETAIN

FULFIL

PRIORITIES TO 2020

VALUE CREATION

For the CGMA Global
Management Accounting
Principles© (the Principles) to be
prevalent in successful private
and public sector organisations.
To foster a growing professional
CGMA community committed
to lifelong learning, underpinned
by market-based research.

AND RESEARCH

VALUE CREATION
The value our business model
creates for all our stakeholders
is deﬁned by our strategic
objectives. We measure progress
towards these objectives using
our strategic Key Performance
Indicators (KPIs). These are the
employability of our members
and students, growing income to
enable ongoing reinvestment in
our operations, and the size and
inﬂuence of our global community
of CGMAs. For more information
on the value we create see pages
23 to 25.
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To develop a best in class
research-based business model,
infrastructure, people and
resources for CIMA and our
joint venture with the American
Institute of Certiﬁed Public
Accountants (AICPA).

WHO WE ARE

Helping organisations
make better decisions by

from information

7DNLQJWKHEHVWSRVVLEOHGHFLVLRQVWRFUHDWHDQG
SUHVHUYHYDOXHIRUWKHVKRUWPHGLXPDQGORQJWHUP
KDVQHYHUEHHQPRUHFKDOOHQJLQJPRUHLPSRUWDQW
RUULFKHULQRSSRUWXQLW\:HHQFRXUDJHERDUGVDQG
management teams around the world to ‘join the
GRWV¶EULQJLQJWRJHWKHUWKHLQIRUPDWLRQWKH\QHHG
LQWKHZD\WKDWWKH\QHHGLWWRLQIRUPVWUDWHJ\
IRUPDWLRQDQGH[HFXWLRQ

The Chartered Institute of Management Accountants
(CIMA) is the world’s largest and leading professional
body of management accountants. Through our
partnership with the American Institute of Certiﬁed
Public Accountants (AICPA) we support and give
voice to 150,000 Chartered Global Management
Accountants (CGMAs) across the globe.
Our members’ expertise is rooted in the intensive and
rigorous training and practical education provided by
the CIMA syllabus which informs critical business
decisions and judgements reached every day, drawing
on the CGMA Global Management Accounting
Principles© and CGMA Competency Framework.

6HHRYHUOHDIIRUDQRYHUYLHZ
RIKRZZHFUHDWHYDOXH
through our business model

CIMA helps people and businesses to succeed by
harnessing the full power of management accounting.
We provide continuing professional development
(CPD) services, fund academic research, develop
thought leadership, maintain a code of ethics for
members and monitor professional standards. We
also work with external tuition providers and
assessment services to provide the best study and
examination experience to our customers.
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RESOURCES AND RELATIONSHIPS

RESOURCES AND
RELATIONSHIPS

PRESIDENT’S MESSAGE

STRENGTH THROUGH
INTEGRATED THINKING…
We were thrilled last year to see
our 2013 Annual Report voted as best
practice in reporting the business model
and value creation at the International
Integrated Reporting Council (IIRC)
annual conference. It was also highly
commended in the Business Finance
2014 Awards as a true example of
cross-functional collaboration.
In 2014, we built upon our global
strengths and ability to implement
world-class integrated thinking to
generate and preserve even greater
value for the long term. In doing so,
we successfully generated some of
our strongest results to date.
This is no mean feat, as all our 2014
activities took place within a highly
complex and fast-changing global
environment. An environment that
accentuates the vital importance of
management accounting and the need
for good decision making.
The most signiﬁcant forces we witnessed
during the year included:
• continued reductions in growth
across most global regions,
heightening the need for businesses
to sharpen their competitiveness and
cost-leadership capabilities
• the onward march of technology,
driving a constantly shifting economic,
social, environmental and political
landscape in which organisations need
to constantly identify and respond
to opportunities to meet customer
expectations; this means they must
continually look to update their
business models
• the lack of trust in business that
still prevails on the back of the
economic downturn
• the gathering pace of the issue of
security, particularly as devices of
many kinds have become increasingly
interconnected in the internet of things
• the difﬁculty in making sense of
complex big data to provide insight
that acts as a competitive differentiator
• the continuing challenges thrown up
by regulatory change as the fall-out
from the 2008 crisis continues.
To be conﬁdent of success in this difﬁcult
external environment, organisations need
to make better-quality decisions. With

globalisation and technological progress
providing signiﬁcant opportunities and
challenges, organisations in both the
private and public sectors must remain
focused on the long-term creation and
preservation of value when making their
big decisions. This is what management
accountants help them do. And it is why
decision making forms the background
theme of this report.

A SUCCESSFUL YEAR
2014 was a very successful year for
CIMA. Membership numbers continued
to climb, and at the end of the year were
on the verge of passing the key milestone
of 100,000 members.
This goes to show just how many people
across the world have had their lives and
careers transformed by management
accounting. One of the most recent is
Zaheerah Samrod, who has the honour
of being the 2,000th member in South
Africa – all our best wishes are with her
for an outstanding career.
It also means that countless
organisations across the world are
beneﬁting from the combined ﬁnancial
and business expertise that a strong
management accounting function
delivers. The power of this beneﬁt is
acknowledged in the fact that 87%1
of organisations employing CGMAs are
happy to pay a premium for doing so.

THE POWER OF CGMA
It was an extremely successful year for
our joint venture with the AICPA.
It is hard to believe that only three
years have passed since we joined forces
to respond to overwhelming global
employer demand by launching the
CGMA designation. At the time, over
80% of CEOs2 said a candidate with the
designation would be more appealing
than one without it.
During the year, we saw the number of
people holding the CGMA designation rise
by 5% to 143,437. Throughout the year,
we worked with our AICPA colleagues to
consolidate our relationship even further
with the preparation and launch of several
ambitious joint initiatives that will form
the backbone of our combined CGMA
activities in 2015 and beyond.
The year culminated in our joint headline
sponsorship of the International

‘In 2014, we built upon our global strengths and
ability to implement world-class integrated thinking
to generate and preserve even greater value for the
long term.’
Keith Luck FCMA, CGMA
CIMA President

Federation of Accountants’ World
Congress of Accountants (WCOA) event
in Rome (see pages 14/15). In the spirit of
true partnership, we also sought to learn
from one another, with CIMA seeking
input from our AICPA colleagues on
commercial and lobbying activities. And
we shared our expertise in management
accounting to develop the CGMA
Competency Framework and Principles
– two strategic projects on which the
chief executive will go into more detail.

Another example is the reorganisation
of our Council meetings. Agendas now
seek to optimise the time of members
travelling from around the world to focus
on matters of strategic importance. I
believe this will help us in our continuing
endeavours to be a force for good and
progress in markets across the world
where our members contribute to the
strong, ethically focused accounting base
necessary to attract investment and
drive economic development.

OPENNESS AND TRANSPARENCY

We further carried out a review of
our professional conduct process,
the recommendations of which were
agreed by Council in March 2014 and
will reafﬁrm our commitment to
good practice and to upholding the
public interest.

In 2014 we looked at ways of making our
governance more agile and accessible.
The Executive Committee led a review
that was informed directly by the views
of those members involved in CIMA’s
governance process worldwide. This
resulted in a series of recommendations
and suggestions around the themes of
communication and engagement;
relevance and effectiveness; and
inﬂuencing and delivering.
The ﬁrst to be implemented was the use by
the president and chief executive of online
video communication after each Council
meeting to highlight discussion points
and their outcomes to members. Now
all members can hear at CIMAglobal.com
about the discussions that take place.

I would like to take this opportunity
to thank Council, staff, members and
students for a fantastic year. Here’s to
another 12 months of sustainable success.

1. CGMA Brand Index Survey 2014
2. CGMA report Rebooting business: valuing the
human dimension
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employers are looking for in accounting
and ﬁnance professionals. Over 250
businesses contributed to the CGMA
Competency Framework, a tool
launched in early 2014 to set out
the technical, business, people and
leadership skills that management
accountants need throughout their
careers (see pages 12/13).

µ:HFUHDWHGDVLJQL¿FDQWSURJUDPPHRIIRUZDUG
looking content to help organisations in both the
private and public sectors make high-quality
decisions that will create and preserve value.’
Charles Tilley FCMA, CGMA
CIMA Chief Executive

I am tremendously proud of the way all
CIMA’s staff across the world worked in
2014 to ensure that we continue not
only to own but actually to deﬁne the
management accounting space. This is
an immense achievement. Never before
have we created so much potential in
terms of ensuring our continuing
relevance to our members, students
and employers.

RISING AMBITIONS

Our focus on always ensuring that
the interests of all our members and
students come ﬁrst sets the context
for this outstanding effort.

In August we carried out an independent
global survey of over 1,100 business
leaders in 35 countries. It found that nine
out of ten wanted a stronger partnership
with ﬁnance in the decision-making
process to help them manage their
organisations better. I truly believe
management accountants are best
placed to provide this support within the
framework of best-practice management
accounting functions. This is what forms
the basis of our MA Framework.

In recent years, we have focused on
delivering constantly evolving and
updated operational excellence and
cutting-edge thought leadership. We
continued to be market leaders in
the management accounting space
during 2014, creating a signiﬁcant
programme of forward-looking content
to help organisations in both the
private and public sectors make
high-quality decisions that will create
and preserve value.
Ultimately, these activities will be
instrumental in helping people and
businesses from around the world succeed.

The year was our most ambitious to date,
the year when CIMA worked to move the
management accounting profession
forwards by deﬁning the space. In doing
so, we actively sought high levels of
input from global stakeholders to
complete a range of important initiatives
collectively known as the Management
Accounting (MA) Framework.

The suite of outputs which make up the
MA Framework provide solutions that
fulﬁl our mission of helping people and
businesses to succeed. Focusing ﬁrst on
the people elements, which ultimately
help businesses succeed by having the
best people in place, we launched the
CGMA Competency Framework in April
2014. This identiﬁes the speciﬁc skills

The next stage of our MA Framework
was to develop the means for our
students to learn these competencies
in our revised syllabus (pages 8/9).
Based on the direct input of nearly
4,000 organisations across more than
50 countries, our renewed syllabus
assessments launched in January 2015.
Importantly, this can now be subject to
continuous improvement rather than
infrequent overhauls.
Our MA Framework also involved the
parallel creation of an innovative online
assessment system (pages 10/11). This
was created in partnership with the
world’s largest computer-based learning
leader, Pearson VUE, to test the
integrated thinking and working
practices increasingly demanded by
private and public sector organisations
everywhere. Its ﬂexibility means that it
meets the needs of younger people as
well as aligning with the competencies
employers say are critical to business
success. We also launched an online
study support platform, CIMAconnect,
to help students progress through the
revised syllabus.
We are conﬁdent that our new approach
to learning and assessment closes the
clear mismatch, identiﬁed by McKinsey
and many others, between the worlds of
academia and work.
The ﬁnal ‘helping people to succeed’
stage of our MA Framework saw the
collaborative development with the AICPA
of our new AICPA I CIMA Competency
and Learning website. This site will enable
members to personalise the skills they
need in line with their individual career
aspirations (see page 12/13).
Having completed the ‘people’ elements
of the MA Framework, in October we
published our ground-breaking Principles
(pages 16/17). This followed a 90-day
consultation period across 20 countries in
ﬁve continents, involving the participation
of approximately 400 people.
CIMA 2014 ANNUAL REPORT
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The element of the MA Framework that
directly beneﬁts businesses around the
world, the Principles show organisations
of all sizes and in all sectors what a
best-practice management accounting
function looks like. We knew from
conversations with CEOs and CFOs
around the world that organisations
struggle to keep up with the volume and
velocity of information at their disposal.
This affects their ability to make
high-quality decisions and ultimately to
create and preserve value. Our Principles
will guide best practice and promote
consistency worldwide.

CONSTANT RELEVANCE
We supported our MA Framework by
activities designed to keep us and our
stakeholder services up-to-date and
relevant. These included the ongoing
research behind our ﬂow of top-level
reports and thought-leadership
publications (see pages 16/17), many in
partnership with leading organisations
from the private and public sectors. In
addition, we began the project to revise
the Certiﬁcate in Business Accounting
(Cert BA) for launch in late 2015. The
Principles, as well as the updated
syllabus and new assessment platform,
also ensure that we continue to create
value for both businesses and people in
the short, medium and long term.
We also continued our preparations to
move our corporate centre to Moorgate
in the City of London (see pages 14/15),
which will add a new dynamism to our
activities and our brand.
The extremely high quality of work
delivered by CIMA’s people during 2014,
probably more than in any other year
in our history, will do much to create
ongoing value and inform best practice
decision making for our stakeholders
around the world.

WATCH THE CONVERSATION, VISIT:
www.cimaglobal.com/About-us/
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CHIEF EXECUTIVE’S REVIEW

GOVERNANCE

Trust is a critical element of governance
that must be embedded to provide
robust foundations for decision making,
particularly when major investments are
being considered. Decisions falling into
this category in 2014 included our
updated syllabus and new assessment
processes, the CGMA Competency
Framework and our head ofﬁce move.

ROBUST
FOUNDATIONS
At CIMA, our governance policies and processes
determine the agility of decision making and our
ability as an organisation to effect change and
deliver our strategic objectives.

The issues relating to such decisions
involve robust and rigorous debate. 2014
therefore featured a number of initiatives
aimed at ensuring that our governance is
appropriately equipped and supported to
carry out its role and to achieve consensus
through evidence-based decision making.

UP-TO-DATE, RELEVANT
GOVERNANCE
The most important initiative was a
signiﬁcant review of the dynamics of our
governance process. Undertaken via the
Executive Committee at the president’s
request, it also covered the drivers of
good governance, including

ACCOUNTABILITY FOR CHANGE

G o v er

nance

Management

OVERSIGHT
OF CHANGE

RECOGNISING
SCALE AND PACE
OF CHANGE

COUNCIL

TOGETHER

DRIVING
CHANGE

SENIOR
MANAGEMENT
TEAM

participation, engagement,
communication and preparation.
Following on from the working party
review of 2008 to 2011, this took an
evidence-based approach to ensuring
that our governance remains ﬂexible
and well-informed. To do so, it used a
questionnaire to embrace the views of all
members involved in CIMA’s governance
across the world. The main areas
considered included communication
with and engagement of members, the
effectiveness of our governance
processes, the demographic make-up
of committees and how decisions are
reached and implemented.
Recommendations from the review
included ensuring greater clarity about
responsibilities, more robust enforcement
and a more strategic focus overall.
At the end of the year 14 of the 58
members of Council were women.
CIMA is committed to increasing gender
equality throughout the organisation.

POSITIVE REGULATORY
RELATIONSHIPS
During the year, we delivered governance
training for Council members, which
included for the ﬁrst time the input of
external impartial advice to provide a
third-party perspective. We also
maintained positive relationships with UK
and international regulators, including the
Financial Reporting Council (FRC), the
International Federation of Accountants
(IFAC) and the Irish Auditing and
Accounting Supervisory Authority (IAASA).
Such relationships allow us to enhance
transparency around our work, to share
information and learn from each other.
We are committed to complete openness
in our dealings with such organisations,
informing them both of positive matters
as well as any causes for concern.
We also focused on the role of
governance in fulﬁlling CIMA’s 2020
strategic plan, helping enable us to
maintain and develop our pivotal
position in a fast-changing world as

the most relevant organisation in the
management accounting space. To
do so, our governance structure must
ensure that we are driven by the evolving
needs of our markets and individual
customers, listening and learning to keep
up with technological and demographic
change in a way that means we can,
when necessary, change direction
without losing pace. This means ensuring
the right expertise is aligned with
delivery of strategic objectives, as well
as drawing on the skills and experience
of our governance and other senior
member advisors to ensure we
achieve them.
Our governance work and strategic
positioning is further informed and
reinforced by CIMA’s commitment to the
highest standards of professionalism. We
also promote responsible business and
ethical behaviour, both within CIMA
itself and on the part of management
accountants worldwide.

REVIEWING THE RISK
FRAMEWORK
An excellent example of how
governance has driven change is our
new approach to risk.
The Committee exists to review, and
challenge where necessary, the actions
and underlying opinions and judgements
of CIMA management and employees, in
relation to the audited annual ﬁnancial
statements and annual report of CIMA
(and interim statements and reports
where appropriate). This is together with
its various regional boards, charities,
trusts, pension and benevolent funds,
and the draft annual accounts of CIMA
subsidiaries. All such considerations are
made before recommending such reports
and statements to Council for
endorsement and approval.
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against external best practice. This
identiﬁed an opportunity to enhance
them due to our signiﬁcant growth over
the last ten years.
The review has introduced greater
segmentation of our strategic risks and
the risk toolkit available to managers
has been updated. The project will
continue into 2015, introducing risk
software technology to facilitate the
management and communication of
risk. We also debated and agreed the
risk appetite, capacity and tolerance of
the organisation for each category and
set risk targets to guide management
teams. We also conducted an internal
audit on other areas including fraud
risk, IT security, recruitment and
performance management.

We fully reviewed our risk policy and
processes in 2014, ﬁrst launching an
assessment of our risk framework and
benchmarking our internal practices

CIMA’S KEY STRATEGIC RISKS
KEY RISKS

IMPACT UPON CIMA

KEY MITIGATION FOR 2015

Loss of relevance.

Reduced recognition and employability of our
members and students in the marketplace.

Quality of research and engagement with employers
driving appropriate change in CIMA’s offering.

Challenges to the traditional institute
business model.

Generational impact on lifelong learning wanting
a more organic, less structured approach.

Range of certiﬁcations and relationships e.g. Certiﬁcate
in Shared Services.

Reduced student progression.

CIMA offering a wider range of tuition material through
CIMAconnect.

Intensifying competition.

Loss of competitive advantage leads to lack of
differentiation.

Monitoring, differentiation through product
innovation, customer intimacy and leveraging the
joint venture relationship.

Partnership management and/or failure
to partner.

Failure to leverage full beneﬁt from partnership
relationships (across CIMA internationally).

Identifying and partnering with appropriate organisations
to support CIMA’s strategy, business model and research.

Lack of strategic focus and clear direction
of travel.

Excessive staff workload, key project failure and an
inability to achieve organisational objectives.

Ensuring via the governance structure and planning
process that the direction of travel evolves at a
manageable pace.

NEW
Failure of management to move CIMA
to agile environment following corporate centre move
to The Helicon in the City of London.

Delivery of strategic and annual business plan at risk
because of impact on the deployment of more focused
customer-centric approach.

Creation of a collaborative working culture enabled
through the alignment of people, technology and
working environment.

Free online learning and the
decline of direct tuition.

NEW
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MARKET

INSIGHTDRIVEN DECISIONS
FOR GROWTH
In 2014, CIMA continued to drive growth in student
numbers and increase the value of management
accounting to global business by addressing markets
across the world in a focused, agile and ambitious way.

In last year’s annual report, we described
the impact upon business of three forces
of global change: globalisation,
digitalisation and acceleration.
These forces were equally relevant in
2014, when they were joined by the
force of uncertainty. This is largely a
result of sluggish economic recovery in
many regions and signiﬁcant currency
devaluations in key markets, including
several in South Asia and Africa.
It is also an outcome of question marks
over earlier assumptions made in the
West about the speed of wealth creation
in the developing world.
At CIMA, as we seek to help individuals
and businesses across the world succeed
in the face of disruption, it is vital that
we understand individual markets as
deeply as we can. While we use many
techniques to inform our own decisions,
from Porter’s Five Forces, PEST and

SWOT analyses, to the Boston
Consulting Group (BCG) Matrix, nothing
matches getting close to customers and
partners to ﬁnd out what they are doing,
how they are thinking and what they
need from us.

Turning to South East Asia, we
strengthened our local delivery in
Indonesia, seeking partnerships with
universities to attract new students.
Two such relationships during the year
resulted in the acquisition of 500
additional students.

HIGH-GROWTH MARKETS
As a result of intelligence we have
gathered in this way, we focused the
bulk of our efforts and investments in
2014 on a number of emerging and
high-growth markets where we believed
we could have the greatest positive
impact on the future of global business.
We signiﬁcantly increased our presence
in Nigeria, which has recently become
Africa’s largest economy, setting up a
members’ committee there for the ﬁrst
time. We restructured our operations
in India, with the aim of getting closer
to our core customer markets in
both countries.

CULTURAL SENSITIVITIES
Such contact helps to give us the insight
we need to respond appropriately to the
different risks and cultural sensitivities
that exist in different markets. We are
very clear that ours is a skills agenda in
which we seek to help national
governments, employers and
professional bodies address shortages
in the management accounting skills
which are prevalent across the globe.
As a result of this approach, we signed a
number of Memoranda of Understanding
during the year with local professional
bodies in countries including Malaysia,

Indonesia, Bangladesh, South Africa
and Nigeria. And we continue to seek
opportunities with other bodies to further
the science of management accounting.
While there are differences in detail
between such partnerships, they all
include the provision of help and advice
on the CIMA syllabus and assessment
process, support in presenting member
competencies and running shared
programmes around the CIMA
qualiﬁcation and CGMA designation.

URBANISATION AND
INFLUENCE
As well as building student and member
numbers, another important goal for
CIMA is to develop and access inﬂuence
to promote the value of management
accounting across the world. We have
started to address this need by targeting
decision-makers in current key hubs
like London and New York, and
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moving forward we will be addressing
a number of other world cities with
global inﬂuence.

reporting and compliance ultimately
failed to prevent the global economic
and ﬁnancial crises.

In doing so, we aim to help business
worldwide focus on those areas of
greatest importance to value creation
and sustainability, including the business
model, the decision-making process, risk
management and control systems.

In this post-2008 world, it is the
responsibility of management
accountants in business and in practice
to ensure organisations concentrate on
the areas of greatest importance. So it has
been especially encouraging to look at the
Irish market, where the CIMA-qualiﬁed
share of the country’s accountants has
risen very signiﬁcantly during the period
of its economic recovery, from just 8%
in 2008 to around 20% in 2014.

These factors were largely ignored during
the period between 2000 and 2008,
when massive investments in
international ﬁnancial standards,

CIMA has ofﬁces and member contacts
around the globe.
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OUR VALUE CHAIN

ACQUIRE

RELEVANCE

the rule of attraction

HIGHLIGHTS
• Revised professional syllabus launched
with innovative assessment methods
to replicate the world of work.
• Introduced the Certiﬁcate in
Shared Services.
• Introduced examinations in Chinese.
• Recruited over 35,500 new students.

2015 INITIATIVES

RISKS

• Increase sales of the Certiﬁcate
in Shared Services to 1,500 units.

• Failure to maximise advantage
through core partnerships.

• Launch a revised Certiﬁcate
in Business Accounting syllabus
in 2015 for ﬁrst exam sittings in
mid-2016.

• Strong pound erodes competitiveness
outside the UK.

PRIORITIES TO 2020
• Aim to attract new students to CIMA
by developing and launching
our updated syllabus and new
assessment process.
• Plan to address and develop
new markets, based on an
in-depth understanding of global
urbanisation trends.
• Develop strategic partnerships with
education providers, universities and
governments to provide gateways
into CIMA.
• Provide a full range of certiﬁcations
and study routes that cater for
students wanting the professional
qualiﬁcation and those seeking
modular certiﬁcation.

FOR MORE INFORMATION VISIT WWW.CIMAGLOBAL.COM
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performance indicator – that of growing membership numbers.

The refreshed syllabus, launched in 2014
for examination in 2015, is ﬁrmly based
on what organisations in both the public
and private sectors say is important to
them today. It fully takes into account
vital trends like big data, analytics and
integrated reporting and thinking, which
in turn assist in best practice decision
making. And it has been designed to
easily evolve and adapt to new and
emerging future needs.

THREE LEVELS OF LEARNING
The revised syllabus is designed to
promote employability by closing the
widely recognised gap between the
academic and working worlds. It
addresses the challenges businesses face,
the performance needed to overcome
them, the competencies required and the
learning systems involved. And it sets
three levels of learning around the key
operational, management and strategic
stages of a successful management
accounting career.

KPI

While the syllabus has the clear
medium and long-term potential to
drive increased student recruitment
through enhanced employability, we
also appreciate that there is a short-term
risk of students not wishing to be among
the ﬁrst intake studying under a
refreshed syllabus.
Marketing support for the syllabus
launch was therefore designed to ensure
that a student’s decision on whether or
not to study for CIMA is based on a full
understanding of the qualiﬁcation’s
relevance to business and its consequent
appeal to employers.

CAREER-LONG SKILLSETS
Developing and launching the syllabus,
however, was far from the only major
achievement relating to the Acquire
part of the CIMA value chain. In
February, we also launched the CGMA
Competency Framework to show
aspiring, studying and practising
management accountants the skills
that they will need at every stage of
their careers.
Another vital development was the
introduction of examinations in the
Chinese language, which is already
attracting new students and experienced

ﬁnancial practitioners alike to the
CIMA qualiﬁcation in the world’s
largest economy.

of our brand with pricing that reﬂects
the long-term value and career prospects
of our students.

In a departure from our core business,
we also launched the Certiﬁcate in
Shared Services as a career development
tool for employees working anywhere in
the world in shared service centres and
business process outsourcing. Covering
areas such as ﬁnance, HR, IT and
procurement, this extends CIMA’s range
of non-management accounting
qualiﬁcations to develop broader
commercial opportunities. These will
help us deepen relationships with
existing corporate clients and facilitate
the building of new relationships.

In light of this, growth across Africa
was satisfactory in 2014. The highlight
of the year was in South Africa, where
an agreement with the Institute for
Independent Education led to the
registration of nearly 1,100 new students.

RECRUITMENT RATES
We recruited 35,512 students against
an ambitious target of 36,300 in 2014.
We believe this reﬂects challenges we
encountered throughout the year in
attracting new students from several
countries, particularly those African
nations where exchange-rate
ﬂuctuations have signiﬁcantly increased
the real cost of registration. While
competing bodies also ran aggressive
acquisition pricing campaigns, our
approach is to protect the quality

NUMBER OF NEW STUDENTS
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CIMA’s strongest growth during 2014 was
in South East Asia, where our student
recruitment efforts via partnerships with
universities and other organisations paid
off strongly in Indonesia, Malaysia,
Singapore and Vietnam.

VALUE CHAIN

To attract students, our marketing
activities and member advocacy need
to show them how their learning will be
fully relevant to the current and future
business needs they will address during
their careers.

OUR VALUE CHAIN

DEEPEN

UNDERSTAND

to build stronger relationships

HIGHLIGHTS
• New assessment platform ready
for the ﬁrst exams in January 2015.
• CIMAconnect launched as our
student support and community area.
• New practical experience requirements
aligned with revised syllabus.
• New membership application tool
in development for launch in 2015.

2015 INITIATIVES
• Deepening student relationships with
our updated syllabus and new
assessment platform.
• Driving exam participation via the
new assessment platform.
• Improved study support to decrease
the time taken to progress through
the qualiﬁcation.
• Achieving 30% of the student
population using CIMAconnect
to support progression through
their exams.

RISKS

PRIORITIES TO 2020

• Failure to leverage full advantage
from our partnerships.

• Expand the range of examination
languages, such as Russian and Arabic.

• Evolution of the traditional educational
and institute business models.

• Own the online delivery channel
for student tuition through
CIMAstudy.com.

• Failure to deliver the MA Framework
beneﬁts.
• Reducing student retention and falling
exam progression rates.
• Competitors leapfrog our assessment
technology.
• Failure to maintain student
relationships.

• Ensure the updated syllabus retains
value by creating conﬁdent and
competent ﬁnance professionals who
can guide their organisations to
sustainable success.
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The Deepen element of our value chain is all about strengthening
our relationship with students, maximising the proportion of those
who successfully become CGMAs once they have completed the
&,0$TXDOL¿FDWLRQ

The new assessment achieves this in a
number of ways. Firstly, replacing pen
and paper with computers ensures it is
relevant to how students work today.
Next, our partnership with Pearson VUE
provides access to 5,000 test centres. This
means that, no matter where in the world
they are based, students are likely to have
one within a convenient distance.
Thirdly, and most importantly, the exams
have been designed alongside our
refreshed syllabus to be directly relevant
to the world of work. They therefore test
four key areas of competence – technical,
business, people and leadership – which
are all underpinned by ethics, integrity
and professionalism.

KPI

NUMBER OF NEW MEMBERS

ADDRESSING THE NEEDS
OF BUSINESS

COMMUNITIES AROUND
THE WORLD

UPDATING OUR TUITION
PARTNERS

Each level of the exams comprises three
objective tests that students can sit and,
if necessary, resit whenever suits them.
In addition, they now include a fourth
test at each level, based around a
practical case-study exercise that
examines the candidate’s ability to
integrate and apply their learning to
a range of stakeholder audiences and
business needs. By doing so, this test
also illustrates their communications
skills, ability to think in an integrated
way across the whole business, and their
understanding of what good business
and decision making consists of. The case
study test is computer-based and can be
taken four times a year.

Technology is also at the core of our other
key Deepen initiative of 2014 – our new
online student community, CIMAconnect,
which launched in November.

The past year has also seen much
engagement with our global network of
tuition providers and tutors. Prominent
activities included a series of syllabus
launch conferences held in London,
Kuala Lumpur and Colombo to ensure
our tuition partners were kept updated.
Follow-up events were held later in the
year to maintain engagement. We held
events in 16 countries which were
attended by over 300 CIMA tutors.
Face-to-face events in the same countries
were attended by over 6,000 students.

During the year, we also developed new
practical experience requirements,
aligned with the revised syllabus, which
were launched in early 2015.

RAPID EVOLUTION
We are very proud of the assessment
procedure we have developed, which
tests a candidate’s skills without a
prohibitively time-consuming process. It
uses learning and assessment technology
in a way that is currently unique, and we
anticipate a rapid and signiﬁcant
evolution of our approach over the near
and medium-term future.

KPI

AVERAGE TIME TAKEN
TO MEMBERSHIP (YEARS)

This was a massive internal development
task for CIMA. Teams from our
marketing, learning and operations
functions worked together closely, and
with a third-party specialist, to scope,
conceive and build a key resource that
will be at the heart of our students’ lives
for years to come.
Created as an interactive community
site for CIMA students, it is a one-stop
resource providing access to a raft of
study materials, examination tips and
more. It is also designed to host
peer-to-peer discussion as students build
up communities that cover the world.
In essence, the site helps students
around the world build relationships and
interact with stakeholders and content
that can help them progress through the
CIMA qualiﬁcation.

We also strengthened the global
progression of students to membership
by introducing Learning Business
Partners in each region, who offer
support to the growing number of local
colleges looking to partner with CIMA
on exam training.
We further worked to produce
comprehensive tutor support materials,
which will help all CIMA tutors deliver
effective training towards the 2015
professional qualiﬁcation.

The reach of smartphones and other
mobile devices among the pre-millennial
generations make this initiative highly
relevant to the lifestyle and expectations
of existing and aspiring CIMA students.
Our goal is to have 30% of the student
population using it by the end of 2015.

In addition, the publication of free-toaccess practice exams illustrating the
computer-based assessment
methodology for the 2015 syllabus has
aided students to prepare for the new
assessment process.

KPI
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VALUE CHAIN

During the year the global population
of CGMAs rose by 7,001. To continue this
success, we must offer the most relevant
assessment regime for students’ needs.
Future career success is fundamental to
relationship building. During 2014, we
developed CIMA’s new computer-based
examinations to ensure relevance for
today’s and future generations of students.

OUR VALUE CHAIN

RETAIN

ENGAGE

for long-term success

HIGHLIGHTS
• CIMA member population grown to
99,943, ahead of the target of 98,144,
with new member target achieved in
November.
• AICPA CGMA population grown to
43,494, ahead of target of 41,880.
• AICPA I CIMA Competency and
Learning website developed for launch
in early 2015.

2015 INITIATIVES

RISKS

• Launch of the AICPA I CIMA
Competency and Learning website.

• Failure to maximise the beneﬁts of
our strategic partnerships.

• Deliver enhancements to the
AICPA I CIMA Competency and
Learning website that supports
CGMA designation holders’ career
progression by helping them track
and evaluate their professional
development, as well as launch
a more robust assessment tool.

• Failure to deliver the MA Framework
beneﬁts.

• Hit the 100,000 member target.

• Increase in the number of
disciplinary cases.

PRIORITIES TO 2020
• Ensure that the joint venture is
the most relevant and inﬂuential
body of professional accountants
by advocating on behalf of the
profession, promoting public interest
and driving the success of business
and people worldwide.
• Assure a common approach
to ethical matters as well as CPD
and education by developing
common CGMA standards.
• Continued enhancements to, and
versions of, the AICPA I CIMA
Competency and Learning website for
different membership types.
• Develop our CIMA and CGMA
communities.

FOR MORE INFORMATION VISIT WWW.CIMAGLOBAL.COM
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This is the point in the CIMA value chain where our main attention
is on engaging members and CGMA designation-holders so that
they stay with us for the long term.

In 2014, our member retention rate was
98.5%, and we ended the year with a
CIMA CGMA population of 99,943. In
order to support and retain CGMAs in
years to come, we enabled members
to align their CPD activities better than
ever before with their chosen careers.
Working closely with the AICPA, we
created the AICPA I CIMA Competency
and Learning website during the year,
which is being rolled out in 2015.

MEETING PERSONAL
AMBITIONS
The AICPA I CIMA Competency and
Learning website will work in parallel
with the CGMA Competency Framework
we launched early in 2014, and will be
the new CPD destination for CGMAs.
The website brings together a variety
of learning resources and self-assessment
tools, enabling CGMAs to track and

KPI

CIMA CGMA POPULATION

For CIMA, CPD is key to ensuring
CGMAs can show they are ﬁt for purpose
in a tough and competitive global
marketplace. Unless members stay up
to date with technical and regulatory
change and with evolving work practices,
they will ﬁnd it increasingly difﬁcult
to fulﬁl the duties employers expect
of them.

AICPA on aligning our ethical codes
to ensure all CGMAs operate to the
same benchmark.
Throughout the year, we continued
to communicate the need for high
professional standards. We also focused
on the continuous improvement of our
regulatory and monitoring processes
covering anti-money-laundering,
quality assurance and members in
practice application.

The most signiﬁcant change in many
years to affect this area took place in
2014, as we completed work with the

The Professional Standards Committee
set up a working group which reviewed
CIMA’s conduct regime, both from an
internal operational perspective and a
customer and best-practice viewpoint.
As well as Council and Committee
members, the working group included
senior personnel from the Royal
Institution of Chartered Surveyors (RICS)
and the FRC as participants or observers.
Its ﬁndings conﬁrmed that, while the
existing three-tier structure of our
conduct process (Investigation,
Disciplinary and Appeal Committees)
remains ﬁt for purpose, certain
protocols could be improved in terms
of transparency of approach,
communications and awareness-raising.

KPI

KPI

HIGH PROFESSIONAL
STANDARDS
It is to assure both professionalism and
integrity that all members must sign up
to our Code of Ethics. The foundation
of responsible business, this informs
how management accountants should
conduct themselves to uphold the
good standing and reputation of
the profession.

AICPA CGMA POPULATION*

We saw some signiﬁcant growth during
the year in the use of several CIMA
resources that help members with
ethical matters. These included the Code
of Ethics, helplines and a member tool
that uses real-life business scenarios
to guide those facing ethical dilemmas
to make the right decisions. We also
continued a feature in our ﬂagship
magazine, Financial Management, that
outlines ethical dilemmas and the
correct procedures to resolve them.
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www.cimaglobal.com/Professionalethics/Ethics/CIMA-code-of-ethics-forprofessional-accountants

VALUE CHAIN

One of the most important factors in
Retain is the CPD support we provide.
Through this, members can keep their
skills up to date, enabling them to fulﬁl
the promise of continual relevance that
holding the CIMA qualiﬁcation and
CGMA designation should always mean
to employers.

OUR VALUE CHAIN

FULFIL

INSPIRE

for powerful advocates

HIGHLIGHTS
• Member satisfaction at 81% against
a target of 80%, a ﬁve-year high.
• Student value for money rating at a
ﬁve-year high of 74%, despite decline in
student satisfaction from 76% to 71%.
• Customer focus: in-depth training
programme for customer contact
staff. Training programme involved
23 modules with an exam at the
end of each module.
• Customer centricity: all staff
participated in customer-centricity
workshops during 2014.
• Staff satisfaction at 66%, up 5%
from 2013, 7% above target.
• Imperial sponsorship of WCOA.

2015 INITIATIVES
• Build a modern customer service-driven
organisation, upping the pace and
raising performance standards to
reshape CIMA for the future.

RISKS
• Insufﬁcient resources and the loss
of key employees.
• Compromised agility and
decision making speed.
• Failure to maximise the beneﬁts
of the joint venture or our core
strategic partnerships.
• Overload and lack of focus
resulting from too many projects,
planned or underway.
• The launch of a viable CGMA alternative.
• Expenditure does not deliver beneﬁts.

PRIORITIES TO 2020
• Continue to focus on our people
portfolio to provide the framework to
ensure we have the talent we need to
deliver our goals.
• Investigate the impact of offering
payment/pricing in multicurrency.
Examine wider structural pricing
developments to support our
strategic objectives.

FOR MORE INFORMATION VISIT WWW.CIMAGLOBAL.COM
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in CIMA, the CGMA designation, and management accounting as a
whole, among all our stakeholders. This is how we aim to inspire
our members, students and staff in to acting as powerful advocates
of the profession across the world.

The year ended with global member
satisfaction reaching a ﬁve-year high of
81% against a target of 80%. However,
student satisfaction was lower than
desired – 71% against a target of 84%
– because of a desire for greater employer
recognition as well as more support and
guidance to help students study and
ultimately pass their exams. These are
issues that we continue to address. While
it is difﬁcult for a global organisation to
provide face-to-face tuition with our
geographically-dispersed students,
initiatives such as CIMAconnect enable
students from all over the world to form
study groups irrespective of their
location, getting the community support
they need to succeed in their exams.
KPI

MEMBER SATISFACTION
RATE (%)

100

A TRANSFORMATIONAL PROJECT
2014 saw CIMA deliver much of the
groundwork on our transformational
project to move our corporate centre
and European region in 2015 from our
long-term home in Pimlico to The
Helicon, a modern building in the
City of London.
By placing us in one of the world’s core
business hubs, the move will have an
immense positive impact on the CIMA
brand. It will inspire advocacy by creating
an environment our stakeholders can
be proud of.
And by housing our UK-based staff on
a single ﬂoor, it will also enable far
better communication and collaboration
between our people, ultimately
enhancing our own ability to make agile
and dynamic decisions. It will provide the
technologically enabled and constantly
refreshed and relevant working
environment we need.

KPI

Another great Fulﬁl project of 2014 was
our shared Imperial sponsorship with the
AICPA of WCOA in Rome, where we
showcased the strength of the CGMA
designation to over 4,000 delegates and
business leaders.
With the theme of ‘learning from the past,
building the future’, focus was ﬁrmly on
looking to new and emerging trends that
will shape the future world of business.
The CGMA designation dominated
proceedings through a number of CGMA
speaker presentations, exclusive partner
events, comprehensive branding,
futuristic stands, a 3-D printer and an
interactive wall, marking a signiﬁcant
step forwards in developing the
designation’s global proﬁle.

One of the highlights of the event was our
plenary session, Businesses Thriving in
Disruptive Times. Speakers included
Simon Henry FCMA, CGMA, CFO of Royal
Dutch Shell and Tony Chanmugam FCMA,
CGMA, CFO of British Telecom.
We sponsored the WCOA app which
hosted all our launch collateral alongside
details of the wider conference. The great
success of WCOA content is reﬂected in
nearly 20,000 downloads and views of
our reports, articles and related materials.
We also secured global coverage of
WCOA reports and material in several
outlets including CNBC Africa, Reuters,
Bloomberg Businessweek and the London
Evening Standard.

This was the ﬁrst time that management
accounting and best-practice decisionmaking had been the focus of the
world’s premier accountancy event,
clearly indicating its increased
prominence within the wider profession.
We gave the opening address to a packed
auditorium and launched a new CGMA
report – New Ways of Working –
Managing the Open Workforce – at the
congress to show how organisations can
make the right decisions and measure
the success of changing practices.
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RATE (%)
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Both sets of results underline the
need to refocus on our members’ and
students’ needs and their experience of
working with us. In order to achieve this
and drive stronger levels of satisfaction
next year, we are planning a Culture
Change programme to continue
strengthening CIMA’s interactions
with key stakeholders.

FOR MORE INFORMATION ON
WCOA VISIT:
www.cgma.org/Resources/Reports/

Target
2015
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VALUE CHAIN

In order to provide a backdrop that
encourages satisfaction and advocacy,
it is vital that we further stimulate even
stronger “customer” relationships – those
with our colleagues, our current and
future members and our partners. This
is an important focus for us, which
inﬂuenced a number of the year’s
activities. In 2014 we therefore focused
training around customer-centricity with
our Be the Change and Lead the Change
programmes, helping staff and managers
understand what excellence means for
the internal and external customer. We
also developed our Customer Promise, an
internal initiative that sets the ambition
for our customer services operations.

OUR VALUE CHAIN

REPUTATION AND RESEARCH

INSIGHT to understand

and advance the profession

HIGHLIGHTS

2015 INITIATIVES

• Launch of the Principles.

• Endorsements of the Principles.

• Global Business Challenge (GBC)
with the grand ﬁnal held in Mumbai.

• New external affairs directorate, set
up to enhance communications and
lobby to raise proﬁle.

RISKS
• Failure to maximise the value of
our core strategic partnerships.
• Increasing competition and
protectionism throughout
global markets.
• Relevance and differentiation
of management accounting.
• Poor-quality or irrelevant research.
• Failure to deliver MA Framework
beneﬁts.

PRIORITIES TO 2020
• Entrench the vital importance of
the Principles and ensure their success
in both the private and public sectors.
• Be recognised by employers,
government, regulators, universities,
members, students, and joint venture
partners as the authoritative source
that provides guidance on the role of
management accounting, both in the
present day and the future.
• Ensure that our commercial
partnerships are mutually beneﬁcial for
both the partner and for CIMA and that
we derive beneﬁts in terms of student
and member population growth.

FOR MORE INFORMATION VISIT WWW.CIMAGLOBAL.COM
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CIMA’s reputation for high-quality, global research underpins every
part of our value chain. It attracts students and helps persuade members
to stay and grow with us, cementing the pride in the CIMA brand that
leads to advocacy. It showcases our continued relevance to organisations
in both the private and public sectors and underpins our commitment to
advancing the science of management accountancy.

SUPPORTING CEOs AND CFOs
In October 2014, we published the ﬁrst
version of the Principles, which focus on
the following:
• Communication provides insight
that is inﬂuential
• Information is relevant
• Stewardship builds trust
• Impact on value is analysed.

respond appropriately to the risks they
face and protect the value they generate.
We believe the Principles are one of
CIMA’s most ambitious projects to date.
They have already made a considerable
impact with over 29,000 website views
and nearly 4,600 document downloads.
They have been endorsed by signiﬁcant
global organisations, including BAE
Systems and Vodafone Group, and
welcomed by the IIRC and the FRC. And
they have garnered press attention in
countries around the world leading to
a global advertising value equivalent
(AVE) of £2.3m.
We were delighted when multi-awardwinning ﬁnancial journalist Anthony
Hilton of the London Evening Standard
said the launch of Principles was more
important than that of the International
Financial Reporting Standards (IFRS).

second was Ready for Business:
Bridging the Employability Gap,
which explored the gap between
educators’ priorities and the skills
businesses need. It explained how
CIMA’s updated syllabus and
assessment regime aim to close
that disconnect
• a guide for C-suite executives,
Tomorrow’s Business Success,
was produced in partnership with
the IIRC and Tomorrow’s Company
to help focus on better business by
highlighting the importance of
integrated thinking and reporting in
creating value and telling the whole
story of the organisation
• written in partnership with the
CIPD, UKCES, IIP, CMI and RSA, the
Managing the Value of your Talent
report focused on how developing and
managing people – any organisation’s
most important asset – must be
effectively managed to release and
drive value

In doing so, we have moved beyond our
long-established role of helping to deﬁne
and certify the skills that a qualiﬁed
management accountant should learn
through studying our syllabus. We have
now entered the realm of helping boards
globally – and in doing so the CEOs and
CFOs – of public and private sector
organisations to benchmark and improve
their management accounting functions.
The Principles do this by helping
organisations make better decisions,

2014 was also a very strong year for CIMA
and CGMA research activities. We have
produced a suite of reports from our
cutting-edge research hub exploring the
most topical issues affecting the ﬁnance
function. Highlights of these include:
• two reports on employability. The ﬁrst,
the CGMA report Addressing the
Employability Crisis, focused on the
challenges employers face in ﬁnding
people with the skills they need,
despite high unemployment. The

• a suite of CGMA materials showcased
at WCOA to complement the CGMA
New Ways of Working report. These
included reports on managing big
data, on how integrated reporting can
help gain competitive advantage, and
on how to maintain a constant focus
on ethical performance

KPI

KPI

KPI

BRAND AWARENESS:
EMPLOYERS (%)

BRAND AWARENESS:
PROSPECTS (%)

ADVERTISING VALUE
EQUIVALENT (£k)

• a series of CGMA reports and case
studies explored how businesses can
manage their extended value chain
to drive sustainable success
• again produced with Tomorrow’s
Company, this time in partnership
with KPMG, Linklaters and the
CIPD, the Tomorrow’s Relationships
report explored how to build
business relationships that ensure
lasting success.
CIMA’s reputation, however, is based
on more than research alone.
The annual Global Business Challenge
(GBC), organised in partnership with
Barclays bank, is a unique international
business competition for undergraduates,
designed to bring out the best in the
business leaders of tomorrow. It is a truly
global competition with participants
entering from 24 countries around
the world.
In 2014 the competition enabled CIMA
to build and develop relationships with
589 universities. Nigeria and Ukraine
will compete for the ﬁrst time in 2015,
bringing the total number of countries
to 26. The ﬁnal will be held in Warsaw
in 2015, the ﬁrst time it has been held
in Europe.
Going forward, we will intensify our
overall efforts to further strengthen
our reputation and global reach with
the introduction of an external affairs
directorate. This will focus on raising the
proﬁle of CGMA and the importance
of good decision making in business.
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2015

www.cimaglobal.com/Thoughtleadership/Research-topics/
CGMA RESEARCH

www.cgma.org/Resources/Reports/Pages/
GlobalManagementAccountingPrinciples

VALUE CHAIN

To achieve such goals, we need a very
clear understanding not only of what
management accounting looks like
today, but also of where it will go in
future. For this reason, CIMA supports
a wide range of research activities that
drive better management accounting
and better, more integrated reporting
around the world. Ultimately,this will
lead to better decision making from
global businesses.

RESOURCES AND RELATIONSHIPS

STRENGTH

through people and partnerships

Our resources and relationships are the foundation
of our business model. Two of the most important,
which support all areas of the value chain, are people
and partnerships. Together they help us to create real
value to drive sustainable business success in both the
private and public sectors.
They are the most important resources we use to
create this value; they are also the ones who receive
WKHEHQH¿WVRILW7KLVVHFWLRQGH¿QHVKRZZHLQWHUDFW
with all our most important stakeholders and
networks and how we derive value from interacting
with each other.

We focus here on the resources and relationships
that support our business model; others, like raw
materials, buildings, technology, infrastructure
and equipment are not as relevant to our ability to
help people and businesses succeed. That said, we
do of course acknowledge the need to protect the
environment and do everything we can to use energy
and other resources as responsibly as possible.

PEOPLE

FOR MORE INFORMATION VISIT WWW.CIMAGLOBAL.COM

18/19

Our evolutionary approach to
developing our people ensures that
CIMA has the right global talent to
drive value for our members, students
and employers.
We were pleased to beat our target of
90% on retaining our top talent with a
year-end score showing that 92% of staff
previously identiﬁed as rising stars had
stayed with us.

improving strongly, it also revealed areas
for further improvement, particularly
in how managers communicate the
operational role their teams must play
in delivering our strategic objectives.

In line with our work on customercentricity, we used our monthly pulse
staff surveys to gauge whether the
degree to which employees believe we
are customer-focused affects their
satisfaction (our primary measure for
staff engagement).

IMPROVING CIMA AS AN
EMPLOYER

SUPPORTING OUR EMPLOYEES TO ACHIEVE OUR GOALS

SETTING OF
ORGANISATIONAL
OBJECTIVES

RECOGNITION
OF DELIVERY

ALIGNMENT
OF INDIVIDUAL
OBJECTIVES

ENCOURAGEMENT
AND MONITORING

INCENTIVISATION
OF EMPLOYEES

DEVELOPMENT
(TOOLS AND
TECHNIQUES)
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Initiatives aimed at improving strategic
understanding and communication of
strategic decisions across the organisation
included a new social media-style
intranet. We also continued our CIMA
Voice staff representative group, through
which individuals can pose questions on
strategy to senior management.

RESOURCES AND RELATIONSHIPS

Employee satisfaction is also on an
upward path, from 56% in 2012 to
60% in 2014. To benchmark this score,
we engaged the help of workplace
engagement specialists, Best Companies,
to map us against the world’s best
organisations. Although we did not
formally enter, the results of this survey
put CIMA in the ‘one to watch’ category.
While this indicated that we are

During 2014 we continued to align
ourselves to the Employee Value
Proposition that we developed in 2013,
to identify what we aspire to provide to
and expect from our people. At its heart
are opportunities for personal growth,
creating an engaging and collaborative
work environment, meaningful work,
improved culture and staff recognition.
In turn, the people we aim to attract to
work with us are ambitious, innovative
team players, who have a successful
mind-set and strive to provide the
best experience for our members
and customers.

In 2014, our focus was on improving our
people policies and working environment
to help CIMA as a whole become more
collaborative and agile.

RESOURCES AND RELATIONSHIPS continued

PERFORMANCE MANAGEMENT
During 2014, individual objectives and
appraisals were built around CIMA’s
strategic objectives, enabling a direct
line of sight for every member of staff
between their activities and the
organisation’s overall goals. Performance
appraisals not only identify how well
each team member has performed, but
also reveal their individual training and
development needs.
CIMA employees, regardless of location,
gained access to the same training
opportunities thanks to the shift
online of training materials and the
international delivery of many initiatives.
Peer recognition of individual
achievements is important to us. Our

Super Heroes and Super Teams initiatives
allow staff and managers from across our
global regions to nominate colleagues
for special recognition.
Senior Management Team (SMT)
remuneration comprises two elements: a
salary-at-risk payment linked to individual
and group targets; and annual salary
uplift, which is consistent with the
performance-related pay award for all
employees. The salary-at-risk payable for
2014 had a ceiling of 25% of salary, 50%
of which is awarded for the achievements
of targets shared by all SMT members and
50% for all individual KPIs. This clearly
links executive remuneration to CIMA’s
performance in achieving the KPIs
derived from our business model.

EMERGING TALENT
In terms of succession planning, we
launched a programme identifying the
organisation’s emerging talent and
preparing them for future leadership
roles. This involves coaching and
involvement in projects that move them
outside the comfort zone of subject
expertise to test and reﬁne their
leadership abilities.

KPI

267
159
145

47
29
25

33
24
25

347
212
195

346
209
194

ﬁnished Sep 13

–

–

–

–

111

started Sep 13
ﬁnished Aug 14
(note 1)

117
134
111
129
150
1,212

20
–
23
22
–
166

28
9
6
24
9
158

165
143
140
175
159
1,536

49
154
9
161
149
1,382

100

80

60

(note 2)

2014 GROUP TARGETS TABLE
Target

Achieved

£2.5m loss
4,373
33,600 – 36,300
0.9 – 0.94
185k – 200k
16.0% – 14.5%
2,697 – 4,075

£0.3m
5,548
35,512
0.89
197,879
18%
4,018

Salary-at-risk
payable %

Salary-at-risk
paid %

–
–
25%
20%
15%
15%
25%
100%

–
–
18%
0%
13%
0%
24%
55%

Link to business
model

Resources and
Relationships
Deepen
Acquire
Deepen
Deepen
Deepen
Retain

40

20

n/a

2 The executive director global corporate relations left in August 2014, and this ceased to be an SMT position.

* Prerequisite for salary-at-risk payments.

RETENTION OF TOP
TALENT %

9
90

Total
2013
£000

9
90

Salary-at-risk
£000

Total
2014
£000

92

Salary
£000

Pension
contribution
£000

1 The executive director marketing was on maternity leave from December 2013, until leaving in August 2014. During this period the current executive
director marketing and sales fulﬁlled the role as interim before being appointed permanently in October 2014. The remuneration of the executive director
marketing and sales included here reﬂects the period of service from December 2013.

Surplus from operations*
Membership admissions*
Student acquisition
Papers passed per student
Papers completed
Student net lapsing
Membership growth
Total

At the end of the year, 258 out of our
437 employees were women.

Many of these and other initiatives
were assessed in early 2015 under
the Investors in People process that
measures CIMA’s ability to help our
people adapt to change and develop
their careers.

SENIOR MANAGEMENT TEAM (SMT)

Chief executive
Managing director
Chief ﬁnancial and operating ofﬁcer
Executive director
governance and professional standards
Executive director
governance and professional standards
Executive director marketing
Executive director marketing and sales
Executive director education
Executive director global corporate relations
Total

We also published the Managing the
Value of your Talent research report
in 2014 in conjunction with the Chartered
Institute of Personnel and Development
(CIPD), aimed at helping external
organisations achieve more from, and
with their people (see page 16/17).

0

Actual
2013

Target Actual
2014

Target
2015

PARTNERSHIPS
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%\HQWHULQJLQWRFORVHPXWXDOO\EHQH¿FLDO
relationships with other expert organisations across
WKHZRUOGZHDGGVLJQL¿FDQWO\WRRXURZQUHVRXUFHV
abilities and reach in all areas of our operations.

CIMA’s most important strategic
partnership is the joint venture with
the AICPA, alongside whom we deliver
the route to the CGMA designation,
bringing understanding of the beneﬁts
of management accounting to an
unprecedented global audience.
One example of this was our headline
sponsorship of the World Congress of
Accountants (WCOA) held in Rome last
November which showcased CGMA as
the global designation of the future.

CIMA has also forged and strengthened
partnerships with the wider accounting
profession to elevate the science of
management accountancy. Alongside
the Memoranda of Understanding we
signed this year, we have Mutual
Recognition Agreements with both CMA
Canada and CPA Australia to promote
the ever-increasing employability of
our members.

OUR STRATEGIC PARTNERSHIPS

CIMA
CORPORATE
CENTRE
40%

AICPA
JOINT
VENTURE

CHARITIES

REGIONAL
OFFICES

KEY
EMPLOYERS
FIN
A

NC

DELIVERY
PROVIDERS

Y
AR
IAL A
ND
CCOUNTING BOU

ASSESSMENT
PROVIDERS

RESEARCH
PARTNERS
TUITION
PROVIDERS
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DELIVERING OUR
INTELLECTUAL PROPERTY
Our intellectual property (IP) is core to
our services for employers and members,
so any organisation that helps us with
the delivery of assessment, learning and
research is supporting the core of our
business model.
By this deﬁnition, another partnership
that is fundamental to CIMA’s ability
to fulﬁl its mission is that with Pearson
VUE. This partnership is enabling our
students across the world to take
computer-based exams when and
where suits them best and supports
our new assessment model.
On the learning front, CIMA’s third
critical partnership consists of the
relationships we have with independent
tuition providers across the world.
We are constantly seeking new ways
of supporting them in delivering

RESOURCES AND RELATIONSHIPS

Another example was the comprehensive
work undertaken in 2014 to align the
CIMA and AICPA competency
frameworks, including face-to-face
interviews, roundtables and an online
survey with ﬁnance and non-ﬁnance
staff. This will allow everyone with
relevant practical experience – whether
they followed the AICPA or CIMA route
– to become CGMA designation holders

by taking the same ﬁnal strategic case
study exam developed for CIMA’s new
assessment regime. We also developed
a shared ethical framework as well as
working together on the AICPA I CIMA
Competency and Learning website and
the development of the Principles. This
collaboration brings CIMA and the AICPA
closer together than ever before. It will
also help us to increase the quality of
advocacy and thought leadership from
both organisations.

RESOURCES AND RELATIONSHIPS continued

high-quality learning as the continuing
growth in free online materials drives
a shift in value away from the learning
provider and towards the awarder of a
qualiﬁcation or designation.

student acquisition to member advocacy.
Regular contact with such businesses
also helps us to ensure our syllabus
remains relevant.

WORLDWIDE CONSULTATION
EMBEDDING THE CIMA
QUALIFICATION
Our main emphasis in 2014 was on
helping tuition providers to prepare for
delivery of the revised syllabus from
January 2015. We also continued to work
closely with universities and colleges
around the world to embed CIMA
qualiﬁcations in their courses. In this way,
we work together to help students stand
out as holders of dual qualiﬁcations in a
competitive job market.
Employers, too, are important partners
in CPD, and CIMA has been running a
scheme to help employer HR teams align
their annual review and target-setting
processes with our CPD cycle. This gives
our members in employment the
assurance that their employers
understand and engage with their
development needs.
Additionally, we have identiﬁed our
50 most strategic clients across the
world, typically companies whose scale
transcends national and regional
boundaries and whose operations touch
all points of our value chain, from

We work closely with organisations
across the world to create the learning
materials on which teaching is based.
June saw us enter the second year of
our contract with educational publisher
Kaplan, enabling us for the ﬁrst time to
measure the contract’s performance.
This showed a 73% increase in the value
and 62% in the volume of study text
sales during the year. In the UK, we also
have a close relationship with BPP, and
a raft of other partnerships small and
large in countries including Sri Lanka
and South Africa.

PARTNERS IN RESEARCH
Moving to the research aspects of IP, we
have many partners in the private, public
and academic sectors from whom we
commission research and with whom we
work to create surveys and reports. See
pages 16/17 for details of some of the
outputs of these relationships.
We also have developed three new
Centre of Excellence research centres
in South East Asia, Australasia and
South Africa to advance our impact

on global management accounting
research. They collaborate with
universities, the public sector and
key industry players to ensure that
country-speciﬁc research papers and
local case study material is relevant to
their markets. They strive to ensure the
same level of high-calibre, industry and
member-relevant research that CIMA
already produces.
The appointment of Professor
Jan Mouritsen as visiting professor
of management accounting brought
us closer to Oxford University’s Saïd
Business School.
And, as ever, we worked in close
partnership with contract publisher
Seven, which among other services
produced our number one member
beneﬁt, Financial Management magazine.
This was recognised this year at both
the International Content Marketing
Awards and the Institute of Internal
Communications awards in the
non-proﬁt membership category and
mobile/app category respectively.
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VALUE CREATION

VALUE CHAIN
PERFORMANCE
In late 2014 we revised CIMA’s KPIs to maintain
relevance and alignment to our strategic objectives.
Our KPIs are a measure of our performance against
value chain activity and an indication of achievement
towards our strategic objectives.

As well as making amendments to our
value chain KPIs, we have introduced
three strategic KPIs. They are:

EMPLOYABILITY
This measures the extent to which
management accounting is seen as a
critical driver of sustainable success.
Employability is a reﬂection of the
demand for management accountants
as they are vital to driving business
performance. The measure for this KPI will
relate to the volume of advertisements
and job postings recruiting CGMAs and
CIMA students, particularly compared to
competitors. The target for 2015 will be
32%, which is a growth on the 30%
average for 2014.

KPI

EMPLOYABILITY: AVERAGE %
OF JOB ADVERTS REQUESTING
CIMA QUALIFICATION

35

Increasing our income base will enable
CIMA to promote management
accounting and the CGMA designation.
This will be achieved via growing the
CGMA community, providing more
beneﬁts, products and services to
members and students, and continuing
to develop a leading research-based
business model.
CIMA will look at increasing revenue
from a growing member and student
population. This focus will include
providing a greater range of value-adding
products and services to them to support
lifelong learning. As well as measuring
total income we will also measure
income per member and student, which
in 2014 was £258.

KPI

OPERATIONAL REVENUE PER
MEMBER AND STUDENT (£)

Income from members increased to
£21.7m, a growth of 8%, reﬂecting an
increase in member population of 4%.
This is attributed to a successful
conversion of 5,548 new members,
plus a fee increase of 3%.
Income from students increased to
£32.4m, a growth of 12%. This reﬂects
a 6% increase in the student population,
higher exam paper sittings, and an
increase in prices for subscriptions and
exam fees.
Income from non-fee based sources
increased by £2.2m to £7.8m, an increase
of 39%.

KPI

TOTAL CGMA POPULATION

350,000

300

300,000
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150

150,000
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100

100,000
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50

50,000

271,353

200,000

270,457
27
70
0,4
45
57

200

258,570

258
2
25
58
8

258
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2
27
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250,000

288,407
2
88,
8
8,4
407
07

350
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n/a

n/a

Target Actual
2014

Target
2015

0

Actual
2013

Target Actual
2014

Target
2015

In 2014 the global CGMA community
grew to 271,353, a 5% increase from
2013. We expect the CGMA population
in 2015 to rise to 288,407.

In 2015 we are planning to increase
income to £62.6m, a 1% rise from 2014.
We also expect income per member
and student to be maintained at £258
during 2015.

250

Actual
2013

We are growing the global CGMA
community with our joint venture
partner, the AICPA. This is increasing
the inﬂuence of CIMA and our value
to members. Much of our value chain
activity is directed at growing that
community through student recruitment
and retention, progression to
membership, and retention of members.
Our world-class thought leadership and
specialist certiﬁcations also contribute
to this.

Other ﬁnancing refers to gains made on
the sale of investments, and a lower than
expected charge for administering the
pension fund.
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Target
2015

VALUE CREATION

2
32

30

30

INCOME

In 2014 total income reached £61.9m,
13% higher than 2013.

VALUE CREATION continued

VALUE CHAIN
Where possible, expenditure is allocated
directly against the value chain and linked
to the value and outputs generated.
Details of this can be found in the
following value chain commentary. Value
chain support services are those costs that
cannot be allocated directly to the value
chain and are, for the most part, an
apportionment of overheads.
CIMA also beneﬁted from a strong
sterling in 2014, generating exchange
gains of £2.3m which meant that our
non-UK operations cost less than
expected. However we recognise that as
a consequence of the strengthening of
sterling our fees have increased outside
the UK and we have worked with our
regions to introduce promotions in the
worst affected markets.

ACQUIRE
CIMA acquired a record number of new
students in 2014: 35,512 in total, which
was a 6% increase on 2013. North Asia
and South East Asia saw the highest
increases (54% and 68% respectively),
driven by the TopCFO programme and
university deals in China, Malaysia
and Indonesia.
The number of students in Africa and the
Middle East, South Asia, North Africa
(MESANA) regions both increased by
6%. However strong competition and
the strength of sterling caused them to
fall short of targets.
Although Europe acquired 4% fewer
students than last year due to an
unrepeated 2013 agreement with the
London School of Business and Finance,
the region exceeded targets.
Recruitment in India declined by 18% for
two reasons: ﬁrstly, the depreciation of
currency; and secondly, prospects,
employers and universities delaying their
decision to register for the qualiﬁcation
until the revised professional syllabus
examinations went live on 2 January 2015.
Investment in acquisition increased by
13% to £10.6m and represents 17% of all
expenditure. Of note was the investment
in the launch of the Certiﬁcate in Shared
Services and a pilot for the T4 part B exam
in Chinese. Early indications are that there
will be strong performance in 2015.

The launch of CIMA’s updated syllabus
and the development of the new
assessment platform were signiﬁcant
investments. The global launch of the
syllabus in London in February 2014 was
followed by regional and country
launches. Subsequent activity involved
developing the new assessment platform
for January 2015 and ensuring that study
resources aligned to the new syllabus
are ready for students to use. Investment
in this game-changing project has
totalled £2.4m in 2014.
As we look to 2015, acquisition activity
will focus on recruiting 37,000 new
students, increasing sales of the
Certiﬁcate in Shared Services and
launching a revised Cert BA syllabus.

DEEPEN
The admission of 5,548 new members
was ahead of target by 27%. The
introduction of the revised professional
syllabus has encouraged students to
complete their studies and progress to
membership in 2014.
Investment in Deepen has increased in
the last few years in order to ensure we
are improving support for students and
progressing them to membership. This
now accounts for £15.7m of expenditure,
an increase of 27%. This is reﬂected in
the improvement of the majority of the
Deepen KPIs. The time taken to achieve
membership has been declining over the
last four years and the average is now
under seven years. The proportion of
students taking exams is 56% and the
exam pass rate has increased to 46%.
Much of the focus and resource in
2014 was on delivering the new
assessment platform for launch in
January 2015. While this required a
signiﬁcant amount of ﬁnancial and
people resource, we have still seen strong
and improved performance in many of
our Deepen performance indicators.
This includes papers passed per student,
progression from professional level to
exams complete, and volume of papers
completed, as well as the key indicators
above. Student net lapsing performance,
however, has declined compared to the
previous year, now at 18% for 2014
compared to 15% for 2013.

Digital student platform CIMAconnect
was launched in 2014. Early indications
suggest that take-up has been strong in
its ﬁrst few months. Revised practical
experience requirements have also been
developed to align to the updated
syllabus. A new membership application
tool will be launched in early 2015 to
provide a better user experience.
In 2015 Deepen activity will focus
on ensuring that exam participation
continues to increase with the new
assessment platform, as well as
encouraging active participation
in CIMAconnect.
t. RETAIN
CIMA member population is now
99,943, a growth from 2013 of 4%.
While this is lower than in previous years
it is higher than anticipated, reﬂecting
strong performance against the Deepen
part of the value chain. The number of
CPA CGMA designation holders at the
AICPA has also increased to 43,494, 7%
higher than in 2013.
Retention is higher than in 2013 at
98.5%, supported by a ﬁve year high
in member satisfaction.
Investment in Retain activities has
increased marginally on 2013 at £8.9m
and is 15% of the total for CIMA.
In 2015 we expect the CPA CGMA
population to grow at a slower rate
due to the ﬁrst sitting of the CGMA
case study exam in May 2015. The
launch of the AICPA I CIMA Competency
and Learning website in quarter one 2015
will provide a one-stop CPD platform for
all CGMAs . We will also be welcoming
CIMA’s 100,000th member in 2015 and
expect to end the year with a population
of 103,233 CIMA members. Coupled
with an expected population of 47,298
CPA CGMA designation holders we
will achieve the CGMA population
growth target.

FULFIL
Measures of success in this area are
focused on surveying satisfaction levels
of our students and members. Member
satisfaction is at a ﬁve-year high of 81%.
However student satisfaction is at a
ﬁve-year low of 71%. While students
and members are telling us that they
appreciate the beneﬁts CIMA brings
to their careers, they want to see
improvement in our customer service.
In late 2014 CIMA invested in an
in depth training programme for all
customer facing staff to improve the
customer experience in 2015. Other
activities carried out in 2014 to improve
stakeholder satisfaction include a
new CIMAglobal.com homepage and
upgraded search engine, and an
upgrade to our Customer Relationship
Management (CRM) system to provide
an up-to-date platform to support other
infrastructure and process improvements.
CIMAconnect will also enhance the
student experience and further work
is planned on our website in 2015.
In 2014 we began the process of
searching for a new location for our
corporate centre, with the aim of
enhancing CIMA’s brand. A project team
carried out an extensive search of
property in London, resulting in the
selection of The Helicon in the City of
London. Although the move itself will
take place in April 2015, considerable
ﬁnancial and people resources have
already been dedicated to the project.
This includes designing the new ofﬁce
layout, improving the technology that
CIMA uses globally and ensuring staff
can work in an agile way.
November 2014 saw our lead
sponsorship, along with the AICPA,
of WCOA in Rome. Signiﬁcant energy
went into both the event itself and also
a series of thought leadership outputs
promoted at WCOA and among our
stakeholders after the event.
Investment in Fulﬁl has increased to
£7.2m in 2014, an increase of 45%
representing 12% of overall expenditure.
This reﬂects our commitment to
signiﬁcant change programmes.
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REPUTATION AND
RESEARCH
CIMA’s Reputation and Research activity
impacts on all strategic objectives.
Continually raising the proﬁle of CIMA
generates demand for management
accountants and enhances the standing
of our members internationally.
We currently measure the value of our
Reputation and Research using
advertising value equivalent (AVE), which
represents the ﬁnancial value that would
be attributed to our coverage if we paid
for it. Had CIMA paid for this content
using traditional advertising routes the
cost would have been £35m. In 2014 we
started to measure prospect and
employer brand awareness and will build
on these measures in 2015.
In 2014 we launched the Principles
following consultation with employers,
academics and other stakeholders. So
far the reception has been positive, and
promotion of them will continue in 2015
along with the launch of a diagnostic
tool to raise awareness of the beneﬁts
of management accounting.
Since 2009 we have run the annual
GBC which aims to promote CIMA and
CGMA among undergraduates. The
2014 global ﬁnal took place in Mumbai,
India. Net investment in this activity
totals £0.3m, with the campaign costs
supported by Barclays.

Expenditure on reputation and research
activities increased to £18.5m, or 8%.
This still remains the largest investment
in activities at 30%. However it is down
on last year’s 33%.

BALANCE SHEET AND RESERVES

PENSION SCHEME

CIMA generated a ﬁnancial surplus of
£1.8m in 2014 excluding charitable trusts
(£2.5m in 2013) which comprised the
following elements:

As already explained, 2014 has seen
signiﬁcant investment of resources in a
number of key projects. As a consequence,
capital expenditure was over £3m in the
year, compared to £1m in 2013. While this
expenditure is signiﬁcant, we were in a
strong cash position at the start of the
year. Through close management of our
operating performance we have
maintained that position.

CIMA operates a deﬁned pension
scheme. It has been closed to new
entrants since 2002, and to future
accrual since 2012. The scheme is in
deﬁcit. Based on triennial valuations
by an actuary, CIMA makes additional
contributions to the scheme, with the
intention of reducing the deﬁcit to zero.
In 2014 these contributions were £1m.

Surplus from normal
operations

£0.3m

Expenditure on
investment projects

(£2.3m)

Corporate centre
relocation net
income

£0.7m

Gains on currency

£2.3m

Other ﬁnancing
impacts

£0.8m

Surplus per the
income statement

£1.8m

The surplus on normal operations and
projects was in line with budget.

Looking forward, we will continue to
invest in the corporate centre ofﬁce
move and our technology, notably
ﬁnance systems and website. Liquid
assets may fall a little below our target
level in the short term, but will rise from
the end of 2015. They are expected to
recover to the target level in 2016, and
liquidity remains strong throughout.

The deﬁcit has increased by £3.5m
in 2014, driven primarily by the effect
of a drop in bond yields towards the
end of the year on the valuation of the
scheme. Scheme assets have increased
by £3.7m to £36m, while liabilities have
increased by £7.2m to £50.3m. Full
details can be found in the accompanying
Financial Statements.

SUMMARY INCOME STATEMENT
2014
£000

Income
Acquire
Deepen
Retain
Fulﬁl
Reputation and research
Value chain expenditure
Corporate centre relocation net income
Operating surplus attributable to members

£000

2013
£000

61,909
(10,573)
(15,678)
(8,914)
(7,225)
(18,460)

£000

54,881
9,342
12,305
8,634
4,998
17,136

(60,850)
705
1,764

52,415
–
2,466

SUMMARY BALANCE SHEET
2014
£000

2013
£000

Fixed assets
Investments
Receivables
Cash
Total assets

5,782
9,141
3,383
22,197
40,503

3,781
5,502
3,880
25,097
38,260

Funds
Current liabilities
Pension liabilities
Total funds and liabilities

6,608
19,522
14,373
40,503

10,042
17,322
10,896
38,260
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VALUE CREATION

We continued to partner with the AICPA
to deliver management accounting
thought leadership outputs relating
to the value chain, public sector
and employability.

SURPLUS
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